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THE  ulOOD  AUTOPONY 

a  New  Method  of  producing  plates  AUTOMATICALLY! 


The  new  WOOD  AUTOPONY  streamlines  the  entire  horizontal 
operation  of  plate  making.  As  the  name  implies,  all  phases  of 
the  operation  from  pouring  to  cooling  are  streamlined.  As  a 
result,  the  AUTOPONY  casts,  shaves  and  cools  at  the  rate  of 
2U*  plates  per  minute  without  the  necessity  of  manual  lifting 
which  may  cause  distortion.  For  tensionplate  lockup,  plates  may 
likewise  be  moved  into  the  Automiller  placed  at  the  end  of 
AUTOPONY.  All  safety  features  incorporated  in  our  other  Pony 
Autoplates  have  been  retained  in  this  machine  with  improve¬ 
ments  that  assure  “Better  Stereotype  Plates”— FASTER! 


CASTING  CYCLE  .  . . 
When  starting  button 
is  pushed,  it  engages 
an  interlock  making 
impossible  the  inad¬ 
vertent  operation  of 
casting  box  tilting 
mechanism.  Starting 
button  also  activates 
automatic  cycle  for 
casting,  shaving  and 
cooling  of  any  num¬ 
ber  of  plates  desired 
from  mat  set  in  cast¬ 
ing  box.  Machine 
shuts  off  automati¬ 
cally  when  correct 
number  of  plates,  as 
controlled  by  a  timer, 
have  been  cast. 


MAT  POSITIONING... 
Casting  Box  tilted 
backward  approxi¬ 
mately  20%  to  permit 
operator  to  set  mat 
into  clips  faster  and 
easier.  Tilting  oper¬ 
ation  initiated  by  con¬ 
trol  button.  After  mat 
and  pouring  sheet 
have  been  set  and 
locked  in  casting  box, 
control  button  returns 
box  to  vertical  posi¬ 
tion,  ready  to  start 
casting  cycle. 


WOOD  NEWSPAPER  MACHINERY  CORPORATION 

PUINFIELD,  NEW  JERSEY 


Executive  &  Sales  Office:  501  Fifth  Avenue,  New  York  17,  N.Y, 
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they  Buy  More  because  they  Have  More 


►  It’s  Big  .  .  .  it’s  growing!  In  1956,  Indiana  was  second 
in  industrial  growth  in  the  U.  S. 

►  It’s  Steady  ...  a  balance  between  industry  and  agricul¬ 
ture  that  assures  a  stable  market. 

►  You  get  Saturation  Coverage  of  the  metropolitan  area, 
plus  an  effective  bonus  coverage  of  the  44  surrounding 
counties,  in  The  Indianapolis  Star  and  The  Indianapolis 
News.  If  rite  for  complete  market  and  circulation  data. 

Member,  Metro  Sunday  Magazine  Network 
Member.  Metro  Sunday  Comics  Network 


•  Even  without  harps,  Indianapolis  is  a  heavenly  market! 
And  that’s  not  just  our  opinion.  The  Federal  Reserve  Bank 
of  Chicago,  in  its  latest  annual  report,  calls  us  "Big  Town 
— Boom  Town!”  The  newest  Sales  Management  Survey 
of  Buying  Pow’er  reports  that  music  store  sales  here  are 
a  solid  81.1%  over  the  national  average  .  .  .  and  that  our 
average  income  per  family  has  now  reached  a  new  peak 
.  .  .  S6,882!  And  there  are  other  plus  factors  w’hich  make 
Indianapolis  still  more  important  to  you. 


KELLY-SMITH  COMPANY  -  NATIONAL  REPRESENTATIVES 


The  Indianapolis  Star 


the  INDIANAPOLIS  NEWS 
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BALANCE 

makes 

SPRINGFIELD 

(Illinois’  Capital) 


Agriculture,  Industry,  and  Civil 
Service  give  the  Springfield 
Market  a  balanced  economy  — 
ideal  for  market  tests. 

To  test  and  prove  the  sales 
potential  of  your  product, 
advertise  in  the  Illinois  State 
Journal  and  Register.  100% 
coverage  in  Sangamon  County 
(Springfield)  and  60.8%  in 
the  entire  11-county  market! 


JlUttotB  iournal  anb  fipgiatpr 


"The  Ring  0^  of  Truth" 

COPLEY  NEWSPAPERS 


IS  "Hometown"  Newspapers  covering 
Springfield,  Illinois  —  Northern  Illinois  — 

Greater  Los  Angeles  —  ond  Son  Diego,  Californio 
.  .  .  Served  by  the  COPLEY  Washington  Bureau 
and  the  COPLEY  News  Service. 


REPRESENTED  NATIONALLY  BY  WEST-HOLIIDAY  CO.,  INC. 


A  PROFESSIONAL 
ENGINEERING  APPROACH 

TO  PRINTING  PRODUCTION  EFFICIENCY 

.  .  .  planned  to  meet  your  requirements  while  reliev¬ 
ing  your  mechanical  staff  of  layout  and  construction 
problems. 


OUR  SERVICES 

Investigations  of  plant  sites 
Analysis  of  existing  operations 
Reports  on  layouts  and  estimates  of  costs 
for  new  departments,  plant  additions  and 
new  plants 

Complete  plans  and  specifications 
Procurement  of  materials  and  equipment 
Supervision  of  construction 
and  equipment  installation 

As  Professional  Engineers  we  serve  our  clients  in  all  phases 
of  the  program,  including  preliminary  planning,  depart¬ 
ment  layouts  and  building  design.  During  construction  we 
represent  the  client  as  Supervisors  of  Construction  and 
Equipment  Installation. 


CHAS.  T.  MAIN,  INC. 

BOSTON,  MASSACHUSETTS  •  CHARLOTTE,  NORTH  CAROLINA 


EDITOR  &  PUILISHER  CALENDAR 

Aug.  7-10 — Accredited  Home  Newspapers  of  America,  Inc.,  annual 
convention,  El  Cortez  Hotel,  San  Diego,  Calif. 

Aug.  9-10 — Newspaper  Advertising  Executives  Association  of  tin 
Carolinas,  Summer  meeting.  Grove  Park  Inn,  Asheville,  N.  C. 

Aug.  12-17 — Newspaper  Association  Managers,  Inc.,  34th  annual  coa- 
vention.  Eagle  Waters  Resort,  Eagle  River,  Wis. 

Aug.  17-25 — International  Typographical  Union.  99th  convention 
Hotel  Statler,  New  York  City. 

Aug.  18-21 — Western  Classified  Advertising  Association,  annual  con 
vention,  Huntington-Sheraton  Hotel,  Pasadena,  Calif. 

Aug.  19-24— International  Photo  Engravers  Union,  annual  convention 
Hotel  Bellevue-Stratford,  Philadelphia.  Pa. 

Aug.  23-25 — Pacific  Newspaper  Mechanical  Conference,  Multnomnli 
Hotel,  Portland,  Ore. 

Aug.  24-28 — International  Mailers  Union,  annual  convention,  Detroit 

Aug.  25-27 — New  York  State  Society  of  Newspaper  Editors,  Sumrr,«r 
meeting.  Hotel  Utica,  Utica,  N.  Y. 

Aug.  26-29 — Association  for  Education  in  Journalism,  annual  convention 
Boston  University,  Boston,  Mass. 

Aug.  29-31 — News-Photographers  and  Editors  Institute,  University  o* 
Dayton,  Dayton.  Ohio. 

Sept.  7-8 — Kansas-Missouri  Mechanical  Conference,  Town  House  Hctel, 
Kansas  City.  Kas. 

Sept.  8— New  Jersey  Association  of  Daily  Newspaper  Women,  frst 
general  meeting,  Asbury  Park  Press  Auditorium.  Asbury  Park.  N.  J. 

Sept.  8-11 — New  England  Association  of  Circulation  Managers  nnr 
National  Newspaper  Promotion  Association  Eastern  Regional,  combined 
Summer  convention,  Samoset  Hotel,  Rockland.  Me. 

Sept.  8-12 — Rochester  Photo  Conference,  second  annual,  sponsored  by 
National  Press  Photographers  Association  and  Eastman  House,  Roches*er 
N.Y. 

Sept.  9-13 — International  Stereotypers'  and  Electrotypers'  Union,  anruei 
convention,  Toronto. 

Sept.  11-13 — Newspaper  Advertising  Marragers  Association  (Easteni 
Canada),  annual  convention.  Mount  Royal  Hotel,  Montreal. 

Sept.  12-15 — New  York  Press  Association,  Fall  moating,  Montaul 
Manor,  Montauk,  Long  Island. 

Sept.  13-14— Advertising  Managers  Association  of  Wisconsin  Daily 
Newspapers,  annual  meeting,  Wisconsin  Rapids,  Wis. 

Sept.  14 — U  nited  Press  Editors  of  Pennsylvania,  working  session.  Holi¬ 
day  Motor  Hotel.  Mechanicsburg,  Pa. 

Sept.  14-15 — Minnesota  Associated  Press,  Fall  meeting,  Crookston,  Mina 

Sept.  15-17 — New  York  State  Publishers  Association,  Inc.,  convention 
Journalism  Center,  Syracuse  University,  Syracuse,  N.Y. 

Sept.  17 — Texas  Associated  Press  Radio-Television  Association,  annual 
meeting,  Gunter  Hotel,  San  Antonio. 

Sept.  2 1  -22— Ohio  Newspaper  Classified  Clinic,  first  annual  meeting, 
Deshler  Hilton  Hotel,  Columbus,  Ohio. 

Sept.  22-24 — Central  States  Circulation  Managers  Association,  Fall 
meeting,  LaSalle  Hotel,  Chicago. 

Sept.  23-25 — Newspaper  ROP  Color  Conference,  second  annual,  Shera¬ 
ton  Hotel.  Chicago. 

Sept.  26-28 — Pennsylvania  Newspaper  Publishers'  Association,  annual 
convention,  Penn  Harris  Hotel.  Harrisburg,  Pa. 

Sept.  26-29 — New  England  Associated  Press  News  Executives  Assoc'a- 
tlon.  Fall  meeting,  Chatham  Bars  Inn.  Chatham.  Mass. 

Sept.  26-29 — Advertising  Federation  of  America  Tenth  District  con¬ 
vention,  El  Paso.  Texas. 

Sept.  29-  )ct.  4 — Newspaper  Food  Editors  Conference,  15th  annua' 
meeting,  Drake  Hotel,  Chicago. 

Oct.  2 — Canadian  Press,  Fall  meeting  of  Board,  Windsor  Hcte', 
Montreal. 

Oct.  4-5 — University  Press  Club  of  Michigan,  40th  annual  meeting. 
Universitv  of  Michigan,  Ann  Arbor.  Mich. 

Oct.  4-5— United  Press  Illinois  Newspaper  Editors  Association  meeting. 
Pere  Marquette  State  Park  near  Alton. 

Oct.  4-5 — University  of  Colorado,  26th  Newspaper  Week.  Boulder,  Col. 

Oct.  6-8 — Ohio  Circulation  Managers  Association,  Fall  meeting,  Lin 
coin  Lodge,  Columbus,  Ohio. 

Oct.  6-8— Advertising  Managers  Bureau,  New  York  State  Dailies,  an¬ 
nual  meeting,  DeWitt  Clinton  Hotel,  Albany,  N.  Y. 

Oct.  9-12 — National  Conference  of  Editorial  Writers,  Oklahoma  Gty 

Oct.  10-12 — West  Virginia  Press  Association,  annual  Fall  business  meet 
Ing  and  convention.  Stonewall  Jackson  Hotel,  Clarksburg,  W.  Va. 


Vol.  ?0,  No.  32,  August  3,  1967.  Editor  &  Publisher,  the  Fourth  Estate  J* 
published  every  Saturday  with  an  additional  issue — The  International  Year 
Number  in  February  by  the  Editor  4k  Publisher  Co.,  Inc.  Editorial  and  biw 
ness  offices  at  Suite  1700,  Times  Tower,  1476  Broadway,  New  York  86,  N.  T. 
(Printed  by  Scott  Printing  Co.,  Jersey  City,  N.  J.)  Second  class  mall  privtlj^ 
authorized  at  New  York.  N.  Y.  under  the  act  of  March  S,  1870,  with  Wf* 
patented  and  Registered  and  contents  Copyrighted  1067  by  the  Editor  4k  rsr 
lisher  Co.,  Inc.  Annual  subscription  16.50  in  United  States  and  possesaiosa 
and  in  Canada.  All  other  countries  SIO.OO.  Payment  in  Sterling  may  be  IB** 
to  E  *  P  "American  Account”  First  National  CHty  Bank  of  N.  Y.,  116  W* 
Broad  St..  London,  or  to  the  Australia  and  New  Zwland  Bank  Limited,  Keysl 
Exchange  Branch.  88  Pitt  St.,  Sydney,  N.  S.  W. 
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in  30  news  bureaus  inside  the  German  Federal 
Republic  as  well  as  a  far-flung  foreign  news-gather¬ 
ing  organization  staffed  by  resident  correspondents. 
Among  these  DPA  correspondents  are  young  Ger¬ 
man  newspapermen  trained  in  the  American  tradi¬ 
tion  of  objective,  factual  reporting  under  United 
States  government  auspices  during  the  early  post¬ 
war  period. 

Originally  organized  as  a  West  German  domestic 
news  service,  DPA  has  been  developing  as  a  world 
news  agency  during  the  past  two  years  under  the 
direction  of  Wolfgang  Weynen,  who  became  General 
Manager  in  1955. 

The  special  DPA  Overseas  Service  for  the  Western 
Hemisphere  will  be  delivered  daily  to  INS  head¬ 
quarters  in  New  York.  All  DPA  dispatches  selected 
for  distribution  by  the  INS  editors  will  be  attributed 
to  the  German  news  agency. 

Availability  of  this  EXCLUSIVE  combination  of  the 
services  of  two  world  news  agencies  is  another 
example  of  extra  “PLUS”  value  in  the  INS  report, 
giving  INS  clients  an  important  advantage  over 
competitors  relying  on  routine  news  coverage. 


International  News  Service  is  pleased  to  announce 
the  implementation  of  a  major  plan  for  strengthen¬ 
ing  its  coverage  of  world  news  events. 

Under  the  terms  of  an  agreement  concluded  with 
free  Germany’s  leading  news  agency,  INS  has  se¬ 
cured  the  EXCLUSIVE  rights  for  distribution  through¬ 
out  the  Western  Hemisphere  of  the  special  Overseas 
Service  of  the  Deutsche  Presse-Agentur  (DPA). 

The  agreement,  which  became  effective  August 
1st,  means  that  in  addition  to  the  news  reports  and 
exclusive  features  of  INS  correspondents  around 
the  world,  INS  clients  in  the  United  States,  Latin 
America  and  Canada  will  have  available  on  an 
EXCLUSIVE  basis  the  important  dispatches  of  DPA 
correspondents  in  30  countries  on  both  sides  of 
the  Iron  Curtain. 

DPA  is  an  independent  news  organization  exclu¬ 
sively  owned  by  publishers  and  radio  networks  of 
the  German  Federal  Republic.  It  is  not  a  govern¬ 
ment  news  agency.  It  serves  1100  West  German 
newspapers  with  a  total  daily  circulation  of 
approximately  14,000,000. 

It  has  a  domestic  staff  of  2,500  people  working 


INTERNATIONAL  NEWS  SERVICE 
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r  ORMING  of  a  Fourth  Estate  Committee  on  Geriatrics  to  find 
how  successfully  newsmen  who  retire  from  daily  newspapers 
because  of  age  can  take  over  small,  distressed  weeklies  as  a 
useful  avocation  for  the  editor  and  a  contribution  to  the  com¬ 
munity  is  suggested  by  Manager  Bill  Long,  Colorado  Press 
Association.  He  writes:  “An  ever-fascinating  inner  circle  truism 
of  the  newspaper  business  is  that  big  paper  newspapermen  can 
never  realize  the  dream  of  going  to  a  small  country  weekly  and 
taking  it  comparatively  easy.  All  truisms  should  be  doubted 
and  re-examined  periodically.”  He  points  to  three  Colorado 
publishers — George  A.  R.  Gilfillian,  Evergreen  Mountain  News; 
Vic  Waters,  Kim-Country  Record;  Edward  W.  Engeberg,  La 
Veto  Advertiser — as  shining  examples.  Another  ex-daily  editor, 
now  a  weekly  “capitalist,”  William  M.  Tugman,  Reedsport 
{Ore.)  Port  Umpqua  Courier,  says  that  with  pride  of  profession, 
“a  shirt-tail  full  of  old  type  and  a  little  guts,”  the  transition  can 
be  made.  I  know  it  can  be  done  because  I  helped  take  over  two 
distressed  weeklies  and  in  the  first  year  we  won  state  prizes  in 
both  cases.  It  took  back-breaking,  nerve-tingling  work.  With 
offset  and  other  new  processes  and  with  many  weeklies  grouped 
for  joint  publication  in  big  plants,  perhaps  drudgery  can  be 
lessened  enough  to  permit  a  retirement-aged  guy  to  handle 
effectively  the  hard  but  rewarding  job  of  editor  of  a  weekly. 

— Jim  Howe,  ex-AP  foreign  correspondent,  son  of  the  late 
E.  W.  Howe,  “Sage  of  Potato  Hill,”  who  founded  the  Atchuon 
(Kas.)  Globe,  writes:  “I  really  got  a  kick  out  of  the  boost  you 
gave  me  in  your  column  April  27  in  mentioning  the  centennial 
edition  of  the  Sacramento  (Calif.)  Bee.  First  time  I  had  ‘made’ 
E&P  in  a  good  many  years.  I  am  now  an  almond  and  wainni 
grower  at  Walnut  Creek,  Calif.  Also,  I  make  wine.  Wes  Izzard 
of  the  Amarillo  (Texas)  Globe-MeMit  likes  to  refer  to  me  as  the 
AP  guy  who  turned  wine-maker.  Izzard,  now  touring  Europe, 
and  my  brother.  Gene,  were  partners  .30-odd  years  ago  in  launch¬ 
ing  the  Amarillo  daily.” 

— Columbus  (Ohio)  Citizen  columnist  Ben  Hayes  called  on  Mrs.  0. 
0.  McIntyre,  widow  of  the  famous  New  York  columnist,  at  her  Summer 
home,  Gatewood,  Callipolis,  Ohio,  and  wrote  a  fine  column  about  a  fine 
lady.  .  .  .  Managing  Editor  John  P.  Kelly,  Bridgeport  (Conn.)  Sunder 
Herald,  comments;  “People  who  have  a  Press  plate  on  the  bumper  of 
their  car  usually  work  in  Circulation  or  Advertising.”  And  Columnist 
Joe  DeBona,  same  paper,  lists  26  shortcomings  when  he  compares  himyli 
with  those  crime-solving,  publisher-cussing,  press-stopping  reporters  he 
sees  on  TV  and  movie  screens.  .  .  .  The  Louis  Stark  Memorial  Fund, 
created  to  memorialize  the  Pulitzer  Prize-winning  dean  of  American  labor 
reporters,  has  invited  40  newspapers  to  send  labor  reporters  to  New  York 
at  its  expense  (except  transportation)  Sept.  5-7  to  interview  nationd 
labor  and  management  leaders.  .  .  .  Police  Reporter  Sheldon  Gorlick. 
Jersey  City  Jersey  Journal,  unconvinced  by  a  report  his  town  is  a  soft 
touch  for  panhandlers,  went  begging  as  a  deaf  mute,  collected  $6.72  a 
two  hours.  His  front  page  story  wryly  reported:  “The  hourly  rate  is 
better  than  for  most  factory  workers,  white  collar  employes,  and.  lets 
face  it,  reporters.”  .  .  .  Managing  Editor  Clarkson  S.  Barnes.  Bristol 
(Conn.)  Press,  is  a  four-gallon  blood  donor  to  the  Red  Cross. 

!  Beginners*  Beatitudes 

I  The  Minneapolis  Tribune's  staff  memo.  “TRIButes  and  TRlBuk- 
!  tions,”  offers  these  “Beatitudes”  by  Robert  T.  Smith: 

1.  Blessed  are  the  accurate,  for  they  shall  see  second  yeat 
j  scale. 

I  2.  Blessed  are  the  poor  in  length,  for  theirs  shall  be  printed. 

3.  Blessed  are  they  who  hunger  and  thirst  for  human  angle*- 
for  theirs  shall  carry  bigger  heads. 

4.  Blessed  are  the  clean  of  copy,  for  they  shall  never  need 
to  blame  the  proof  room. 

5.  Blessed  are  the  ideamakers,  for  they  shall  be  called  dx 
children  of  production. 

6.  Blessed  are  they  who  write  leads  for  brightness*  sake,  toi 
theirs  is  the  kingdom  of  success. 

7.  Blessed  are  you  when  news  sources  dodge  you,  persecBtt 

I  you,  and,  speaking  falsely,  say  all  manner  of  lies  to  je*' 

for  my  sake,  for  they  do  not  approve  expense  acconn#- 

8.  Blessed  are  they  who  do  not  bitch,  for  they  shall  length** 

!  my  life. 


In  reducing  a  major  part  of  their 
tremendous  library  file  to  70mm 
microfilm,  The  New  York  Times 
faced  one  sticky  problem:  how  to 
give  a  deadline-harried  rewrite 
man  a  positive  copy  of  relevant 
library  clippings  to  take  back  to 
his  typewriter.  The  problem  was 
neatly  solved  by  the  Cormac 
Coronet  photocopier,  which  takes 
full  newspaper  page  size  copy 
from  an  enlarger  and  gives  the 
researcher  positive,  "take  away" 
copy  in  less  than  one  minute  per 
page  ...  at  only  32c  per  page! 

At  the  same  speed,  the  Coronet 


reproduces  full  size  positive  copies 
of  whole  New  York  Times  pages 
from  enlarged  35mm  microfilm. 
This  unusual  Cormac  photocopier 
takes  copy  up  to  18"  wide,  in  any 
length,  and  delivers  excellent  re- 
pro  quality.  Original  equipment 
cost  was  very  low,  and  the  library- 
located  set-up  meets  researchers' 
needs  quickly  and  surely,  without 
involving  other  departments. 

Chances  are  that  the  Cormac 
Coronet  can  help  streamline  your 
library  system,  too.  In  addition  to 
the  microfilm  application,  the  Cor¬ 
onet  can  be  used  for  any  copying 
work  whatsoever,  will  handle 
2500  standard  8V2"  *  11"  origi¬ 
nals  in  an  eight  hour  day,  and 
carries  the  same  Lifetime  Guar¬ 
antee  as  the  rest  of  the  complete 
Cormac  line  of  photocopiers!  For 
a  free  demonstration  in  your  own 
office  —  on  your  own  work  —  write 
or  call. 
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No  Other  CombirteHon  of  Medio 
Will  Do  a  Cmparable  Job 
at  a  Comparable  Cost 

OUR  STORY  IS  SHORT.  SIMPLE— AND  SOLID!  In  Metropolitan  Syracuse 
(Onondaga  County)  there  are  384,100  people,  with  annual  buying 
power  exceeding  $657  million.  In  14  surrounding  counties  there 
are  an  additional  1.008,200  people,  with  annual  buying  power 
exceeding  $1.4  billion.  Total  IScounty  population:  1,392,000. 

Total  buying  power:  $2  billion  plus. 

These  newspapers  deliver  100  per  cent  home  coverage  of  Metro¬ 
politan  Syracuse  daily  and  Sunday,  and  effective  coverage  in  the 
14  other  counties— for  example,  daily  coverage  ranging  from  55% 
fo  76%  and  Sunday  coverage  ranging  from  81%  fo  95%  in  fhe 
five  adjacent,  populous  counties! 

To  sell  this  truly  great  market,  you  just  can't  buy  another  comoina- 
tion  of  media  that  will  do  the  job  so  thoroughly,  so  economically. 

FULL  COLOR  AVAILABLE  —  DAILY  AND  SUNDAY 


Represented  Nationally  by 
MOLONEY,  REGAN  &  SCHMITT 

4 
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America's  Best 

Test  Market 

the  SYRACUS^ 

1 

E  WS  PAPERS 

- > 

HERALD-JOURNAL  A  HERALD-AMERICAN 

Evening  Sunday 

\J 

i  THE  POST-STANDARD 

Morning  &  Sunday 

CIRCUUTION:  Combined  Daily  233,150 

Sunday  Herald- American  221,744 

Sunday  PosI  Standard  105,245 
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editorial 

Boobytrap  in  Rights  Bill 

TV  EW'SPAPERMEN  should  take  a  closer  look  at  the  proposed  civil 

rights  legislation  to  see  the  built-in  secrecy  provisions  complete 
with  boobytrap  penalties.  Regardless  of  what  part  of  the  country' 
they  live  in,  and  whether  they  are  in  favor  of  or  opposed  to  the 
basic  principles  of  the  legislation,  newspapermen  should  stand  firm 
against  adoption  of  these  restrictions  on  full  and  complete  news 
eo\c'rage. 

The  act  as  now  written,  passed  by  the  House  and  sent  to  the 
Senate,  authorizes  the  proposed  Civil  Rights  Commission  to  hold 
executive  sessions  at  its  discretion  and  provides  imprisonment  and 
Hne  for  anyone  using  (reporting)  evidence  or  testimony  taken  at 
such  sessions. 

Bureaucrats  are  inclined  to  seek  any  loophole  by  which  they  can 
secretly  conduct  the  public’s  business.  This,  however,  is  no  loophole. 
It  is  a  blackout  curtain  behind  which  the  issue  of  civil  rights  will  be 
hidden  from  those  people  most  concerned— the  .American  people.  In 
this  case,  safeguarding  the  rights  of  a  few  would  mean  taking  them 
awav  from  the  manv. 

Statistical  Nonsense 

I  ^HE  Senate’s  anti-trust  and  monopoly  committee  reporting  on 

“Concentration  in  .American  Industry”  two  weeks  ago  (E&P, 
July  20,  page  13)  said  the  nation’s  four  largest  newspapers  account 
for  17%  of  the  S2,058,975,(XX)  annual  receipts  from  advertising.  Also 
that  the  four  largest  papers  receive  25%  of  the  total  $840,867,000 
circulation  revenue. 

These  figures,  supplit*d  to  the  committee  by  the  U.S.  Census 
Bureau,  do  not  make  sense.  Seventeen  per  cent  of  the  total  ad 
revenue  means  that  four  newspapers  share  approximately  $350,000,000 
—or  almost  $90,0(X),(X)0  each.  Their  25%  of  the  circulation  revenue 
would  be  about  S210,000,(X)0— or  roughly  $52,0(X),(XX)  each.  Total 
revenue  for  four  papers  would  be  S560,(XX),000— about  $140,000,000 
apiece. 

There  is  not  one  paper— let  alone  four  papers— with  advertising, 
circulation  or  total  revenue  approaching  those  amounts.  The  Census 
Bureau  will  not  reveal  whether  the  figures  include  one  or  more  groups 
or  chains  operating  under  single  ownership.  If  the  figures  mean 
anything  at  all,  it  must  be  assumed  that  they  represent  income  of 
many  more  than  four  papers  operating  under  four  parent  corporations. 

Pay-As-You-See  TV 

A  FTER  many  years  of  palaver  about  pay-as-you-see  television,  and 
many  years  of  stalling  by  the  Federal  Communications  Com¬ 
mission,  it  appears  that  the  advocates  of  this  technique  may  be  near¬ 
ing  pay  dirt.  Its  advent,  when  and  if  it  comes,  will  present  a  new 
dilemma  for  newspapers:  To  publish  the  daily  schedules  free  or  onlv 
at  regular  advertising  rates? 

Newspapers  will  have  to  make  the  right  decision  at  the  start.  VVe 
feel  sure  that  promoters  of  pay  TV  will  see  the  wisdom  and  necessity 
of  advertising  their  offerings  in  newspapers.  Also,  there  can  be  no 
doubt  that  if  newspapers  publish  program  logs  gratis  they  will  open 
the  door  to  demands  for  equal  treatment  from  all  other  purv'eyors  of 
entertainment  from  movie  exhibitors  down  to  boxing  and  wrestling 
promoters. 


Straight  i*  the  gate,  and  narrow  it  thf 
way,  which  leadeth  unto  life,  and  /nr 
there  be  that  find  it, — Matthete,  I'll;  14. 
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Please  send  me  the  Craft  Pattern 
items  checked,  for  which  I  inclose  the 
amount  specified  in  corn. — Portland 
(Ore.)  Oregonian. 


The  newspaper  Avas  awarded  first 
place  for  it  sexcellence  of  display  adver¬ 
tising. — Newport  News  (Va.)  Times- 
Herald. 


She  said  she  met  him  in  1915  but  this 
was  the  first  time  they  had  to  get 
married. — St.  Joseph  (Mo.)  News-Press. 


He  attacked  the  government  for  its 
failure  to  reduce  or  eliminate  the  sales 
and  exercise  taxes. — Oshawa  (Ont.) 
Daily  Times-Gazette. 


The  existing  ordinance  requires  all 
d^s  to  be  licensed  and  says  the  owner 
sny  dog  of  “vicious  or  destructive 
^bits”  shall  be  muzzled. — Grand  Forks 
<>«  D.)  Herald. 


letters 


ADVERTISING  THREAT 


Where  were  the  Newspapers  of  America 
when  some  of  the  heaviest  pillars  holding 
up  the  freedom  of  the  press  were  being 
chopped  away? 

Some  of  the  business  men  of  America, 
as  well  as  some  of  the  newspaper  editors 
themselves,  are  asking  this  question  as 
attacks  upon  certain  types  of  so-called  in¬ 
stitutional  advertising  go  almost  unchal¬ 
lenged. 

To  be  specific,  the  “welfare  state”  en¬ 
thusiasts  in  America  have  aimed  a  knock¬ 
out  blow  at  electric  company  advertising 
which  points  up  the  danger  of  government 
encroachment  in  the  electric  business. 
Electric  light  and  power  companies,  in¬ 
dividually  and  as  a  group,  are  using  news¬ 
papers  and  magazines  as  a  means  to  taking 
their  story  to  the  people.  This  effort  the 
promoters  of  political  power  propose  to 
slug  to  death. 

The  primaiy’  purpose  of  all  advertising 
is  to  sell  stuff.  Advertising  takes  many  forms 
and  tries  hundreds  of  approaches.  Some  of 
it  is  direct;  “overalls  $2.96  at  Joe’s  haber¬ 
dashery,  124  Oak  Street.”  Some  of  it  is 
indirect  in  approach,  perhaps  not  even 
mentioning  the  product’s  name.  All  of  it 
has  for  its  purpose  informing  and  influenc¬ 
ing  people  to  be  friendly  toward  the  finn 
and  to  want  the  pnxluct  or  service. 

Like  the  advertising  of  a  grocery  store 
the  electric  companies  of  America  advertise 
to  stay  in  business.  Their  purpose  is  to  get 
more  customers,  to  encourage  the  customers 
they  have  to  use  more  service  and  to  make 
friends  with  the  people.  One  way  to  make 
friends  is  to  give  information  and  to  give 
good  service. 

So,  we  tell  the  people  of  our  commu¬ 
nities  what’s  going  on  in  our  business.  We 
tell  them  that  government  is  grasping  more 
and  more  of  the  electric  business.  Wc  tell 
them  why  this  is  bad  for  them;  how  it 
affects  their  taxes,  their  freedom  of  choice, 
their  electric  service  and  their  rights  as 
American  citizens. 

There’s  no  misrepresentation.  Just  a 
statement  of  facts  from  tlic  record.  The 
electric  companies  must  do  this  to  protect 
what  business  they  have  and  to  gain  more 
business.  This  is  just  as  vital  to  tbe  electric 
company  as  advertising  that  gives  the  price 
of  cars,  groceries  or  fishing  tackle  and  tells 
you  where  you  can  get  it. 

If  the  electric  companies  are  not  able  to 
do  this  kind  of  advertising  and  charge  it 
as  a  necessary  expense  of  doing  business, 
then  freedom  of  speech  and  press  has  been 
denied.  This  message  of  this  advertising  is 
just  as  vital  to  the  progress  of  the  electric 
companies  as  it  is  for  Sears  and  Roebuck 
to  advertise  its  prcxlucts. 

Through  continued  pressure  from  the 
small  group  in  America  promoting  political 
electric  projects,  financed  with  tax  money, 
institutional  advertising  is  in  serious  danger. 

While  newspapers  have  been  quick  to 
attack  almost  anything  that  threatened 
freedom  of  press  in  news,  they  have  been 
strangly  silent  on  this  issue.  Does  an 
American  citizen  have  a  right  to  defend 
himself  against  ruthless  government  en¬ 
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croachment?  This  is  a  vital  issue.  It  involves 
the  very  foundation  of  a  free  press.  It 
involves  the  only  prcxluc-t  the  press  has  to 
sell,  space. 

The  promoters  of  government  monopolv 
and  bureaucratic  controls  will  have  a  most 
important  victory  if  they  are  successful  in 
muzzling  the  American  citizen  in  this 
matter.  While  they  now  attack  only  the 
elc'ctric  <x)mpanies,  once  the  utilities  are 
quieted  you  may  be  sure,  some  other  phase 
of  American  economy  is  next  in  line. 

What  does  the  press  of  the  United  States 
propose  to  do?  This  involves  not  just  the 
very  heart  of  the  press  and  its  freedom, 
but  an  extremely  vital  organ  of  the  Ameri¬ 
can  economic  system.  Herein  all  freedoms 
are  at  stake.  The  press  of  America  stands 
as  the  cost  formidable  barrier  Ix'tween 
man’s  freedom  of  expression  anti  those 
who  would  muzzle  him  in  order  to  promote 
their  program.  The  American  people  will 
look  with  suspicion  upon  any  program  that 
is  afraid  of  public  disctission.  Will  the 
newspapers  not  arise  to  the  occasion  and 
expose  those  who  seek  to  suppress  this 
historic  American  freedom? 

Sam  SriiwiKCKR 

Advertising  Director, 

Southwestern  Gas  and  Electric  Co., 
Shreveport,  La. 

ANTI-ADVERTISING  TREND 

I  read  your  “Shop  Talk  at  Thirty”  column 
(July  6)  and  “The  Right  to  .Advertise" 
editorial  (July  13)  and  want  to  commend 
you  for  so  clearly  and  ably  presenting  the 
current  situation  involving  anti-advertising 
efforts  by  funeral  directors.  You  have  surely 
pointed  the  way  for  action— find  immediate 
action— hy  newspapers  in  counter-acting  this 
spreading  anti-advertising  trend. 

The  somewhat  fanatical  efforts  of  a  large 
segment  of  funeral  directors  (and  als<i  op¬ 
tometrists,  opticians,  etc.)  to  gain  profes¬ 
sional  and  so-called  “ethical”  status  by 
legislation  or  administrative  decree  are  hard 
to  understand  in  a  land  where  free  enter¬ 
prise  and  a  competitive  spirit  are  highly 
prized. 

Anti-advertising  ndes,  regulations  and 
legislation  are  a  creeping  disease  in  our 
free  economy  which  could  reach  epidemic 
proportions  and  create  a  crippling  effect 
on  advertising  generally  and  on  our  eco¬ 
nomic  system  if  left  unchecked.  I  frankly 
doubt  that  the  anti -advertisers  billy  realize 
the  far-reaching  effects  of  their  attempts 
to  become  “professionalized”  in  this  manner. 
Those  with  whom  I  have  talked  personally 
in  some  detail  have  readily  admitted  they 
did  not  see  the  whole  picture  previously, 
mainly  because  it  was  never  presented  to 
them.  I  sometimes  wonder  what  the  dif¬ 
ference  is  between  “professionalism”  and 
“unionism”  when  both  must  be  obtained 
by  legislation  or  regulation.  It’s  an  interest¬ 
ing  que.stion! 

Wii.i.iAM  J.  Okhtei. 

Executive  Director, 

Ohio  Newspaper  Association, 

Columbia,  Ohio 

7. 


The  New  York  Times 

circulation 
keeps  going 


For  the  six  months  ended  March  31,  The  New  York  Times 
had  the  biggest  circulation  in  history.  Net  paid 
weekday  (Monday-Friday)  sale  was  622,843. 

This  was  a  gain  of  52,150  over  the  same  period  a  year  ago. 

It  was  the  biggest  gain  of  any  New  York  newspaper. 

And  in  the  three  months  since  March— April  through  June— 
weekday  circulation  of  The  New  York  Times  is  up 
22,848  over  the  same  period  a  year  ago. 

Why? 

Evidently  readers,  many  more  of  them,  are  getting 
what  they  want  out  of  The  New  York  Times.  So  are  advertisers. 
This  is  the  39th  year  advertisers  are  making  The  Times 
their  biggest  advertising  medium  in  New  York. 

Sime^ 

“All  the  News  That’s  Fit  to  Print” 
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Sunday  Magazines  at  New  High 
As  Advertisers  Switch  to  Print 


Publishers  See  TV  Aiding  Swing 
As  Sponsors  Get  Deep  Urban  Cover 

By  Philip  N.  Schuyler 

Sunday  magazines  that  covered  themselves  with  glory 
last  year  are  doing  even  better  this  1957. 

First  half  figures  are  from  6.9%  to  42%  ahead  of  the  ing  it  away  from  TV,”  Mr.  Her 
corresponding  period  in  1956  in  advertising  revenue  that  bert  said.  “Substantial  sums 
last  year  established  a  new  high  record  for  the  field.  Big-  money  are  involved  in  the 
gest  months  are  ahead  leading  to  anticipations  ot  another  gunday  magazines, 

record  when  the  year  ends.  “Consequently,  the  newspaper 

Circulation  is  also  up.  All  publishers  distributing  the  sales  story  must  be  presented 
improved  syndicated  magazines  are  making  a  profit.  Editor  to  top  executives  for  final  de- 


Sunday  magazines  is  “carrying 
the  power  of  the  market  story 
right  up  to  top  executives  with 
both  agencies  and  clients. 

“Sunday  magazine  represen¬ 
tation  has  been  and  is  continu¬ 
ing  to  be  the  best  possible  task 
force  in  attracting  advertising 
dollars  to  newspapers  by  draw- 


fit  Publisher  was  informed 

Publishers  of  American  Week¬ 
ly,  Family  Weekly,  Parade  and 
This  Week,  credited  the  current 
Sunday  magazine  advertising 
boom  to  three  main  points: 

1 —  They  combine  the  appear¬ 
ance,  color  and  prestige  of  na¬ 
tional  print  advertising  with  the 
intimacy  and  urgency  of  the 
local  newspaper. 

2 —  They  give  the  deep  market 
penetration  demanded  by  the 
new  concept  of  Interurbia. 

3 —  They  are  attractive  to  ad¬ 
vertisers  on  a  cost  per  thousand 
basis. 

TV  Too  Expensive 

“There’s  a  definite  swing 
back  to  print  and  the  Sunday 
magazines  are  leading  the  way 
to  the  benefit  of  all  newspa¬ 
pers”,  Arthur  H.  “Red”  Motley, 
publisher  of  Parade  said.  Pa¬ 
rade  is  distributed  with  56 
newspapers. 


mass  media  with  real  local  im¬ 
pact — the  newspapers  and  the 
Sunday  magazines  they  dis¬ 
tribute.  That’s  the  reason  be¬ 
hind  the  present  massive  growth 
of  the  Sunday  magazines.” 

Helping  ROP 

A  point  emphasized  by  John 
K.  Herbert,  publisher  of  Ameri¬ 
can  Weekly,  distributed  with  .32 
newspapers,  is  that  the  selling 
being  done  by  tbe  syndicated 


cisions.  A  chief  consideration 
in  the  sales  presentations  are 
the  local  markets  represented 
by  the  newspapers  that  distrib¬ 
ute  the  Sunday  magazines. 

“As  a  result  of  these  activi¬ 
ties  all  ROP  newspaper  adver¬ 
tising  is  gaining  increasing  rec¬ 
ognition  on  the  part  of  major 
advertisers  and  their  agencies.” 

William  I.  Nichols,  This 
Week’s  publisher,  summed  the 
situation  up  this  way: 

“1.  Our  current  social  and 


New  ANA  Report  Studies 
Sunday  Newspaper  Trend 


Circulation  and  rate  trend 
data  for  all  English-language 
U.S.  Sunday  Newspapers,  six 
Sunday  Magazine  Groups  and 
two  Sunday  Comic  Groups  are 


for  each  of  the  years  1954 
through  1957.  Averages  are 
given  for  seven  circulation  size 
groups  as  well  as  totals. 

Part  II  includes  circulation 


and  each  of  the  years  from 
1953  through  1957  individually 
for  the  179  Sunday  newspapers 
with  50,000  or  more  circulation. 

Part  III  shows  circulation 
and  rate  trends  for  those  same 


“Today  TV  is  making  busi-  compiled  by  the  Association  of  and  rate  figures  for  1946,  1950 
ness  for  both  newspapers  and  National  Advertisers  in  a  new 
for  the  Sunday  newspaper  mag-  report,  “Sunday  Newspaper 
azines.  TV  conditioned  adver-  Circulation  and  Rate  Trends.” 
tisers  to  the  value  of  consistent  The  study  should  prove  par- 
advertising  cycles.  But  TV  is  ticularly  useful  in  ascertaining 
limited  to  the  hours  of  the  day.  the  extent  to  which  increased 
It  is  being  further  fragmented  expenditures  in  the  medium  are  years  for  each  of  six  Sunday 
locally  as  new  competing  sta-  absorbed  by  higher  costs  and  Magazine  Groups  and  two 
tions  go  on  the  air.  how  much  actually  goes  for  Sunday  Comic  Groups. 

“Finally,  the  market  has  not  ir creased  advertising  coverage.  The  report  is  available  to 
only  expended;  it  has  extended.  Part  I  of  “Sunday  Newspaper  non-members  of  the  Association 
The  fantastic  growth  of ‘Inter-  Circulation  and  Rate  Trends”  for  $10.00  a  single  copy  from: 
nrbia’  and  the  success  of  adver-  piesents  circulation  and  rate  Association  of  National  Adver¬ 
tisers  in  these  markets,  has  trend  data  for  all  U.S.  English-  tisers,  155  East  44th  Street, 
created  a  demand  for  the  one  language  Sunday  newspapers  New  York  17,  New  York. 
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economic  trends  are  causing  a 
revolution  in  the  whole  field  of 
mass  communications. 

“2.  Current  developments  in 
the  magazine  and  TV  field  are 
working  to  the  strong  advan¬ 
tage  of  newspapers  and  news¬ 
paper  magazines  and  the  other 
combined  multiple  facilities  that 
make  up  the  modem  newspaper 
package. 

“3.  Newspapers  remain  the 
basic  and  central  form  of  com¬ 
munication,  because  only  they 
are  geared  directly  to  the  daily 
life  of  the  community,  neigh¬ 
borhood,  street,  family  and  indi¬ 
vidual.” 

Harmonious  Selling 

To  an  outsider  making  the 
rounds  of  the  syndicated  Sun¬ 
day  magazine  selling  head¬ 
quarters  it  is  impressive  to  see 
how  the  idea  of  the  print  media 
is  being  sold  harmoniously. 

As  Leonard  S.  Davidow,  pub¬ 
lisher,  of  Family  Weekly,  dis¬ 
tributed  by  165  newspapers,  put 
it: 

“We  can  and  do  say  ‘Buy  the 
American  Weekly,  This  Week 
oi  Parade  or  any  combination 
of  the  three  syndicated  Sunday 
magazines  or  the  independents 
and  you  can  add  Family  Weekly 
with  4,289,625  virtually  undup¬ 
licated  circulation  in  165  mar¬ 
kers.’ 

“We  recognize,  and  I  believe 
the  other  Sunday  magazines  do, 
that  Family  Weekly  does  not 
compete;  it  completes  the  na¬ 
tional  supplement  coverage  pic¬ 
ture  to  make  all  colorgravure 
Sunday  magazines  an  even 
more  attractive  and  compelling 
factor  in  national  media  plan¬ 
ning.” 

Locally  edited  Sunday  maga¬ 
zines  usually  belong  to  one 
or  more  sales  organizations 
which  permit  them  to  be  pur¬ 
chased  in  somewhat  the  same 
way  as  national  media.  The 
major  local  groups  are: 

First  Three  Markets  Group — 
a  combination  of  the  magazine 
sections  of  the  Sunday  Chicago 
Tribune,  New  York  Sunday 
News  and  Philadelphia  Sunday 
Inquirer. 

Locally  Edited  Gravure  Mag- 
(Continued  <m  page  55) 
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Civil  Rights  Bill 
Threatens  the  Press 


Providence 


Washington  Writers 
Polled  On  Secrecy 

Journal  Co. 


V.  M.  Newton  Jr., 


editor  of  the  Tampa  (Fla.)  . 

Washington  would  be  the  operating  agency  Morning  Tribune,  acting  as  l— l^opj  I  IlfiC 
The  issue  seems  moot  in  to  enforce  its  terms.  The  Ian-  chairman  of  a  committee  on  v>  Vl  V/O 

view  of  the  legislative  outlook  guage  in  point  reads:  freedom  of  information  of  the 

but  the  civil  rights  bill  as  it  “If  the  commission  determines  Associated  Press  Managing  Edi- 

passed  the  House  of  Itepn  sen-  that  evidence  or  testimony  at  tors  Association,  of  which  he  is 

tatives  was  boobytrapped  to  the  any  hearing  may  tend  to  de-  immediate  past  president,  has  president  of  the  Providence 

hilt  from  the  newspapei'  pub-  fame,  degrade,  or  incriminate  written  Washington  correspond-  Journal  Company,  publishers  of 


Providence,  R.I, 
George  Pierce  Metcalf,  67, 


lishing  standpoint.  any  person,  it  shall  receive  such  ents  to  supply  him  with  in- 

The  measure  sent  to  the  evidence  or  testimony  in  execu-  stances  of  federal  secrecy. 
Senate,  could  be  used  to  enjoin  tive  session.  “I  propose  to  assemble  a  list 


strikes  against  newspapers;  it 
could  be  used  to  jail  reporters 
and  editors  for  giving  full 
coverage  to  the  Civil  Rights 
Commission. 


Heavy  Penalty 


Metcalf 


of  50  or  more  cases  where 
legitimate  news  of  government 
.  .  No  evidence  or  testimony  has  been  withheld  from  the 

taken  in  executive  session  may  people  and  to  lay  this  publicly 

be  released  or  used  in  public  at  the  door  of  the  White 

The  intriguing  provision  of  sessions  without  the  consent  of  House,”  Mr.  Newton  stated. 

Part  3  (rejected  by  the  Senate  the  commission.  Whoever  re-  “The  lawyer-aides  in  the  White 

last  week)  would  allow  the  U.S.  leases  or  uses  in  public  without  House  have  repeatedly  insisted 

Attorney-General  to  sue  for  in-  the  consent  of  the  commission  that  they  have  received  no  con¬ 
junctive  relief  on  behalf  of  a  evidence  or  testimony  taken  in  crete  protests  from  the  Wash- 

person  or  corporation  whose  executive  session  shall  be  fined  ington  con-espondents  against  tinies  of  a  surprising  number 

constitutional  rights  have  been,  not  more  than  $1,000,  or  im-  federal  secrecy;  that  these  cor-  of  business,  civic  and  charit- 

or  are  threatened  with  being,  prisoned  for  not  more  than  one  respondents  have  available  all  able  enterprises  in  Rhode  Island 

abridged.  year.”  news  of  government  that  they  through  war,  depression  and 

The  free  press  guarantee  is  This  proposition  runs  counter  want;  and  that  theirs  is  an  good  times,  was  stricken  with 

a  restriction  against  states,  not  to  declared  Congressional  policy  easy  life  in  the  middle  of  one  a  heart  attack  after  a  day’s 

against  individuals;  if  a  state  to  force  agencies  into  goldfish  great  big  happy  family.” 

impaired  a  guaranteed  right,  bowl  operation.  Several  note-  0 


the  Providence 
Journal  and  the 
Providence  Eve¬ 
ning  Bulletin, 
died  unexpect¬ 
edly  J  uly  27 
aboard  his 
yacht  Lucina 
off  Province- 
town,  Cape  Cod, 
Mass. 

The  man  who 
had  led  the  des- 


Fox  Faces  Another 


the  Federal  Government  could  worthy  accomplishments  in  that 
seek  to  redress  it.  Not  so,  how-  direction  this  year  have  been 
ever,  if  an  individual  or  a  credited  to  the  Moss  Committee  Creditors’  Suit 
group,  say  a  union,  is  the  on  Information.  Mystery  as  to 
charged  offender.  The  House  how  this  contradictory  tenet 


illness. 

A  philanthropist  whose  gener¬ 
osity  was  cloaked  with  anonymi¬ 
ty  during  his  busy  lifetime,  Mr. 
Metcalf  was  for  13  years  presi- 
Boston  Wanskuck  Co.,  a 

new  suit  has  been  filed  and  worsted  mill  found- 


version  of  the  rights  bill  would  found  its  way  into  the  rights  against  John  Fox,  former  pub-  forebears 

extend  the  authority  of  the  bill  was  cleared  by  Rep.  Ema-  ijsher  of  the  now’  defunct  Bos-  Before  he  entered  military 

.\ttorney-General  to  situations  nuel  Celler  (D.-N.Y.)  chair-  Post.  Thi'ee  who  attested  1917,  a  few  years 

in  which  any  constitutional  man  of  the  House  Judiciary  creditors  of  Mr.  Fox  alter  his  graduation  from  Har- 

right  is  abridged.  If,  for  ex-  Committee:  It  was  written  in  ^jg^j  involuntary  petition  in  '^ard  College,  Mr.  Metcalf  was 
ample,  a  union  were  to  impair  to  make  the  whole  measure  bankruptcy  against  him,  assert-  elected  in  1916  a  member  of 
the  freedom  to  publish  by  “less  unpalatable  to  the  South.”  ^^at  he,  while  insolvent,  board  of  directors  of  the 

striking  a  newspaper  plant,  the  Senator  Richard  B.  Russell  j^ade  transfers  of  funds  and  Pi'ovidence  Journal  Company, 

first  constitutional  protection  (D.-Ga.)  said  he  will  fight  gave  some  creditors  preference  I"  1931  he  became  vicepresident 

enumerated  in  the  Bill  of  Rights  against  the  provision  that  would  g^g^.  others.  became  president  in  1941. 

permit  imprisonment  of  news-  Harry  C  Ray  Dubois  Pa  newspapers,  Mr.  Met- 

nien  for  reporting  secret  ses-  claiming  $423  in  wages;’  Wil-  ^ave  a  lifetime  of  devotion 
sions  of  a  proposed  investigat-  L  Smith  Bradford  Pa  beyond  their  character  as  a 

= - claiming  $800  ’for  engineering  business  property  He  was 

services  and  expenses  and  Mai-  PI®.”?  ^heir  good  repute  of 


would  be  abridged. 

Passed  Before  Understood 

Part  3  had  been  stricken  out  ing  commission, 
before  newspaper  columnists 
and  editorials,  by  coincidence  ' 

or  through  hint  from  a  common 
source,  learned  the  extent  of 
its  application.  Labor  organiza¬ 
tions  evidently  missed  the  im¬ 
plications;  they  made  no  protest 
to  this  curtailment  of  strike 
powers 


colm  D.  Adams,  Dubois,  Pa., 
claiming  wages  of  $266,  filed 
the  petition. 


which  he  was  ever  solicitous. 
He  was  always  conscious  of 
their  status  as  a  community 
institution.  Giving  his  confi¬ 
dence  to  the  working  editors 
and  managers,  he  was  available 


Reporter  Threatened, 

Then  Badly  Beaten 

Murphysboro,  Ill.  First  Year  for  Offset 

Robert  McClure,  25,  reporter  The  Middletown  (N.Y.)  Daily  for  advice  and  judgment  when 

in  the  Murphysboro  bureau  of  Record  observed  its  first  an-  called  upon.  He  considered  it 

The  provision  remains  in  the  the  Daily  Carbondale  Southern  niversary  July  30  as  a  cold  an  honor  that  the  Journal’s  As- 

House  version.  Conferees  from  Illinoisan,  w’as  severely  beaten  type  offset  morning  newspaper,  sociated  Press  franchise  stood 

that  branch  may,  if  they  wish,  by  two  or  more  men  who  at-  March  ABC  circulation  was  in  his  name,  and  he  faithfully 
insist  on  its  retention  when  tacked  him  as  he  was  leaving  7,199,  while  current  circulation,  attended  its  annual  business 
meetings  to  adjust  differences  a  roadhouse  near  here.  according  to  publisher’s  affi-  meeting. 

between  the  drafts  take  place.  Mr.  McClure,  described  as  a  davit  is  7,904.  The  newspaper  When  the  added  fourth  floor 

But  the  result  of  such  insistence  crusading  reporter,  had  received  has  run  as  high  as  60  pages  of  the  new  Journal  Building  was 
might  surely  kill  all  chance  of  several  threatening  telephone  with  a  Christmas  edition,  and  being  constructed,  Mr.  Metcalf 
rights  legislation  this  year,  calls  after  he  had  written  a  published  44  in  honor  of  its  followed  its  progress  in  detail 

Labor  may  take  care  of  the  series  of  articles  concerning  sale  first  year.  David  Bernstein,  ex-  from  the  architect’s  first  draw- 

problem  on  the  House  side  of  liquor  to  minors,  questionable  ecutive  vicepresident  of  Com-  ings  until  it  was  opened  for 
where  its  influence  is  stronger  county  road  and  bridge  con-  munity  Newspaper  Publishers,  use,  conferring  frequently  with 
and  conferees  more  responsive  tracts  and  the  death  of  a  man  Inc.,  the  publishers,  said  the  the  superintendent,  inviting 
to  union  suggestions.  following  a  tavern  beating.  Mr.  contemplated  program  of  start-  problems  to  be  submitted  to  him 

The  Civil  Rights  Commission  McClure  was  unconscious  for  ing  other  offset  newspapers  is  and  watching  steel,  brick  and 
contemplated  in  the  pending  bill  3%  hours  following  the  beating,  still  being  studied.  plaster  take  form, 
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1  l)endently  Republican  in  policy. 

Court  Approves  Ciopley  8.™™*  L.e.i  Au,«„»m, 

Ji  J  “It  should  be  noted,  however, 

that  publishers  and  editors  of 

Family  Suit  Settlement  ie«  = 

/  authority.  This  authority  covers 

whole  scope  of  newspaper 

James  Copley  Gams  Control  cont2?on  S'"?;  tSoS? 

Under  Stock  Pnrehase  Plan  Sa"mVs"lf  Sl\g'oi"dTs“ir 

Chicago  able  in  substantially  eaual  in-  National  gij|.y  ^Ve  believe,  therefore- 

CHICAGO  able  in  substantially  equal  in  Chicago,  executors  and  fu_f  newsnaner  also  must 

Through  a  family  settlement  stallments  over  a  period  of  18  The  suit  k.  1  HSinetirrPwsna^ 


James  Copley  Gains  Control 
Under  Stock  Purchase  Plan 


of  a  suit  involving  the  estate  years  to  and  including  June  30 
of  the  late  Col.  Ira  C.  Copley  ^  . 


trustees  oi  tne  estate,  ine  suit  ^  distinctive  newspaper.” 
asked  the  court  to  remove  the  Copley  Newspapers  in  Cali- 


of  the  late  Col.  Ira  C.  Copley  earnines  of  the  include  the  San  Diego 

of  Aurora,  Ill.,  his  Illinois  and  ^^^"/aerS  500  00^^  trustees,  to  demand  an  account-  i-^ion  and  Tribrnie,  Alhambra 

California  newspaper  proper-  ing  from  them,  to  appoint  a  Post-Advocate,  Burbank  Daih, 

ties  held  by  Copley  Press,  Inc.,  «  J  «  e  successor  trustee  and  to  direct  Review,  Culver  City  Star-News, 

ditioSal  debentuW  will  bdcon,;  ‘'i”'*'’  Glo, So„,k 


his  son,  James  S.  Copley,  chair-  ■'■'Vj'  VhJ  conditional  deben-  ,  Bay  Daily  Breeze  of  Redondo 

man  of  the  corporation.  payable,  the  conditional  deben  Harold  Smith,  one  of  the  at-  Reach  San  Pedro  News  Pilot 

The  proposed  settlement  was  ture  however  will  be  payable  defendants,  told  Ve^tp 

approved  in  a  decree  signed  by  from  the  sinking  fund  ^he  court  that  his  clients  felt  VaZmrd  ^Td  Borrego  Su7 

Judge  Cornelius  J.  Harrington  which  wnibc  maintained  un  XoTs  newstnerf  S  t^^ 


payable.  The  conditional  deben- 


of  the  Circuit  Court  of  Cook  1979. 


Illinois  newspapers  of  the 


County  here  July  30  and  the 
contract  will  become  effective 


’  '  against  them  were  wrong,  but  Copley  Press  include  the  Illi- 

Estimates  Overall  Value  in  the  interest  of  all  parties  „o,g  gf^te  Journal  and  Illinois 
The  one-ninth  portion  alio-  concerned  a  family  settlement  giate  Register  of  Springfield, 


when  approved  by  the  Treasury  catted  originally  to  Chloe  D.  had  been  reached 


Beacon-News, 


Department.  Copley  and  now  held  by  her  Barnet  Modes  said  the  plain-  Courier-News,  and  Joliet 

Purchase  Stock  Control  daughter,  Eleanor  Blenman  and  tiff  William  Copley  believes  a  Herald-News, 

Under  terms  of  the  agree-  the  grandson,  William  Wil-  lair  settlement  has  been 

ment,  Copley  Press  will  pur-  bourne  III,  will  also  be  pur-  reached,  adding:  Began  in  Illinois 

chase  the  stock  of  another  son,  chased  by  Copley  Press  for  ap-  “There  is  no  doubt  the  trial  The  Copley  Piess  which  now 

William  N.  Copley  of  Paris,  proximately  $2,575,000,  plus  a  of  the  case  would  present  many  includes  five  Illinois  and  11 

France,  plaintiff  in  the  original  contingent  allowance  of  $375,-  complex  issues  of  fact  and  law.  Southern  California  newspapers 


suit,  and  stock  of  other  minor-  000. 


and  the  litigation  could  be  ex- 


was  incorporated  Feb.  17,  1928. 


ity  holders,  namely  the  daughter  Testimony  given  in  court  this  pected  to  last  for  years.  The  The  original  corporation  in- 

and  grandson  of  Chloe  Copley,  week  by  P.  L.  Stevenson,  vice-  parties  who  are  engaged  in  the  eluded  the  newspapers  in 

The  family  settlement  will  president  of  the  First  National  operation  of  the  newspapers  Aurora,  Elgin  and  Joliet, 

give  James  S.  Copley  full  con-  Bank  of  Chicago,  revealed  that  have  expressed  their  view  that  Copley,  a  native 

trol  of  the  newspaper  proper-  estimated  total  value  of  Copley  litigation  would  hamper  the  minois  and  a  lawyer  by  pro¬ 
ties.  Affected  by  the  agreement  Press,  Inc.,  was  placed  at  $24,-  operation  of  the  business,  and  engaged  in  the 

are  16  California  and  Illinois  862,500,  when  figuring  the  con-  that  the  business  would  sustain  public  utilities  business  for 

newspapers  and  television  sta-  tingent  debentures  at  50  cents  a  loss  of  earning  power  if  dis-  disposing 

tion  KCOP  of  Los  Angeles.  oi>  $1  par  value,  or  $26,550,000  sension  is  continued.”  holdings  in  that  field  in 

Sale  of  KCOP-TV  is  pending,  at  par  value.  .Seek  .More  Papers  1926.  He  purchased  his  first 


Sale  of  KCOP-TV  is  pending,  at  par  value, 
under  an  option  held  by  a  group  Prior  to 
headed  by  Bing  Crosby.  Copley  Press 


Seek  .More  Papers  1926.  He  purchased  his  first 

settlement,  “With  the  settlement  of  this  newspaper,  the  Aurora  Beacon, 


headed  by  Bing  Crosby.  Copley  Press  decided  to  liqui-  Rtiguton  regarding  the  Copley  in  1905  and  purchased  the 

In  substance  the  agreement  date  the  San  II‘^KO  Union-  p^^gg^  Inc.,”  said  James  Copley,  Elgin  and  Joliet  newspapers  in 
provides  for  purchase  by  Copley  Publishing  Co.,  a  wholly-owned  Copley  Newspapers  now  1910  and  1913  respectively. 

Press,  Inc.,  of  the  shares  held  subsidiary,  making  the  San  embark  on  a  broader  pro-  On  Jan.  22,  1928,  he  pur- 

for  the  benefit  of  the  plaintiff  Oiego  newspapers  a  division  of  development.  We  have  chased  the  San  Diego  Union- 

Wilham  Copley,  who  serves  as  Copley  Press.  two-fold  plans:  Additional  Tribune  Publishing  Co.  Seven 

foreign  correspondent  for  the  The  settlement  provides  that  newspaper  properties  will  be  newspapers  in  Los  Angeles 
Copley  Newspapers,  as  well  as  William  Copley  will  continue  acquired  and  efforts  for  the  im-  County  were  acquired  over  a 
a  member  of  the  corporation  as  a  director  of  Copley  Press  pjovement  and  expansion  of  the  period  from  1928  to  1952.  Most 

until  the  debentures  are  fully  newspapers  now  in  the  of  these  newspapers  were  pur- 
Pay  $11,800,000  to  Brother  paid.  He  will  also  be  retained  (^opjgy  Pi-gss  group  will  be  in-  chased  from  Fred  W.  Kellogg 


board.  until  the  deb 

Pay  $11,800,000  to  Brother  e.— r  _ _ _ _  •  _ 

The  purchase  is  to  be  con-  employe  until  tensified.  in  1928.  Additional  Southern 

summated  on  Jan.  31,  1959,  “We  will  continue  to  provide  California  dailies  have  been 

since  William  Copley  will  not  Sought  Liquidation  readers  of  the  Copley  Newspa-  added  in  recent  years, 

receive  his  four-ninths  of  the  Under  terms  of  his  will.  Col.  pers  with  world,  national,  and  James  Strohn  Copley,  the 
998  remaining  shares  until  his  Copley  gave  each  of  his  two  local  coverage  in  depth.  This  eldest  son,  was  elected  president 
40th  birthday  on  Jan.  24,  1959.  adopted  sons  four-ninths  of  his  includes  the  many  extras  in  and  publisher  of  the  Union- 
The  purchase  price  is  $10,300,-  estate,  with  one-ninth  to  be  news  feature  material  provided  Tribune  Publishing  Co.  in  1950, 
900,  plus  a  contingent  sum  of  divided  between  a  daughter  by  by  the  Copley  Washington  Bu-  following  the  death  of  Col. 
Jl, 500,000.  An  initial  payment  his  second  marriage  and  her  reau  and  the  global-minded  Copley  on  Nov.  2,  1947.  James 
of  $3,000,000  will  be  paid  on  son.  The  two  brothers,  James  Copley  News  Seiwice  and  other  Copley  served  as  vicepresident 
Jon.  31,  1959.  and  W’illiam,  each  own  outright  Copley  newspaper  bureaus.  of  Copley  Press  prior  to  being 

Series  debentures  aggregating  one  share  of  the  1,000  shares  “With  the  exception  of  the  elected  chairman  of  the  corpo- 

J7,5C0,()OO  and  a  conditional  of  Copley  Press  stock.  San  Diego  Evening  Tribune,  an  ration  in  1952.  A.  W.  Shipton 

debenture  for  $1,500,000  will  be  The  original  suit,  filed  on  independent  ewspaper,  and  the  of  Springfield,  Ill.,  former  pub- 

pven  at  the  same  time  for  the  July  15,  1955,  asked  liquidation  Illinois  State  Register,  a  Demo-  lisher  of  the  Illinois  State 
balance  of  the  purchase  price,  of  Copley  Press,  Inc.,  alleging  cratic  newspaper,  all  other  Journal,  is  president  of  Copley 
The  series  debentures  are  pay-  the  executors  never  obtained  ap-  newspapers  will  remain  inde-  Press,  Inc. 
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Hanson  Pleads 
With  Bar  For 
More  Freedom 


Elisha  Hanson,  general  coun¬ 
sel,  American  Newspaper  Pub¬ 
lishers  Association,  called  upon 
the  American  Bar  Association, 
in  session  here,  to  help  news¬ 
men  give  “proper”  coverage  to 
court  trials. 

Mr.  Hanson  reminded  the 
judges  and  attorneys  that  news¬ 
papers,  television,  radio  and 
newsreels  keep  the  public  in¬ 
formed  about  the  administration 
of  justice. 

“If  the  conflict  arises  be¬ 
tween  those  two  of  our  most 
cherished  policies  of  democratic 
government  —  the  right  of  the 
people  to  have  information 
about  matters  of  vital  impor¬ 
tance  and  the  right  of  the  ac¬ 
cused  to  have  a  fair  trial,”  he 
said,  “then  it  is  the  duty  of 
the  court  before  which  the  con¬ 
flict  arises  to  make  a  proper 
accommodation  between  them  so 
as  to  preserve  the  essentials  of 
both. 

Cooperation  Needed 

“Suppression  of  information 
concerning  judicial  proceed¬ 
ings,”  he  said,  “can  only  seiwe 
to  desti’oy  confidence  in  their 
fairness.  Cooperation  between 
the  Bench,  the  Bar  and  the 
Press  is  the  proper  method  to 
remove  all  misconceptions  about 
the  administration  of  justice.” 

Mr.  Hanson  vigorously  de¬ 
clared  : 

“It  has  been  demonstrated 
beyond  measure  of  doubt  that 
judicial  proceedings  today  can 
be  photographed,  televised  and 
broadcast  when  properly  done 
under  the  control  of  the  judge 
without  ci’eating  the  dangers 
sought  to  be  prevented  by  both 
Rule  53  and  Canon  36. 

“While  there  have  been  re¬ 
versals  of  judgments  below  be¬ 
cause  of  the  failure  of  the  trial 
court  to  preserve  the  essential 
elements  of  a  fair  trial,  I  have 
been  unable  to  locate  a  single 
case  where,  upon  appeal  and 
after  reversal,  the  defendant 
who  was  granted  a  new  trial 
because  of  adverse  publicity — 
and  that  alone — escaped  convic¬ 
tion  at  his  new  trial. 

Congressional  Inquiries 

“While  publicity  before  trial 
is  believed  to  be  largely  incident 
to  crimes  of  passion  or  premedi¬ 
tation,  in  the  U.  S.  during 
recent  years  we  have  observed 
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Serious  Page! 


Generous  gutters  of  white  space  and  careful  arrangement  of 
material  prevent  this  thoughtful  Editorial  page  of  the  Worcester 
(Mass.)  Telegram  from  being  a  forbidding  gray  mass.  Three 
of  the  four  editorials  have  a  local  application. 


a  new  and  entirely  different 
type.  That  is  the  publicity  flow¬ 
ing  from  Congressional  in¬ 
quiries.  Conducted  by  commit¬ 
tees  of  the  House  or  Senate, 
ostensibly  in  aid  of  legislation, 
these  inquiries  have  resulted  in 
a  great  number  of  criminal  in¬ 
dictments. 

“For  several  years  now  both 
Rule  53  and  Canon  35  have  been 
subjected  to  frontal  attack  by 
representatives  of  all  media  of 
mass  communications  who  sin¬ 
cerely  believe  they  are  being 
invoked  to  suppress  the  dissemi¬ 
nation  of  information  pertain¬ 
ing  to  judicial  proceedings  in  a 
manner  wholly  repugant  to  the 
public  interest. 

“While  our  federal  courts 
have  pretty  well  held  to  the 
line,  numerous  state  courts 
which  are  not  bound  by  Rule 
53  or  Canon  35,  have  permitted 
photographing,  broadcasting  and 
television  of  trials,  including 


murder  trials.  In  fact  some 
judges  have  actually  encouraged 
the  use  of  these  new  methods 
of  making  the  i)ublic  aware  of 
what  transpires  in  their  court¬ 
rooms. 

“The  broadcasting  and  tele¬ 
vising  of  sensational  murder 
trials  in  Texas  and  Colorado 
courts  met  wdth  ovei’whelming 
public  approval,  including  the 
approval  of  a  majority  of  the 
lawyers  in  the  areas  where  the 
trials  were  held.  Counsel  for  the 
state  as  well  as  counsel  for  the 
defendants  expressed  the  opin¬ 
ion  that  in  no  respect  did  they 
affect  the  verdicts  of  the  juries. 
The  judges  who  presided  are 
authority  for  the  fact  they  did 
not  detract  from  the  dignity  of 
the  proceedings,  distract  the 
witnesses  or  degrade  the  courts 
And  the  public,  when  polled, 
indicated  an  increased  respect 
for  the  administration  of  jus¬ 
tice.” 


Abitibi  Sales 
Grow,  Profits 
Decrease 

Montreal 

The  semi-annual  report  of 
Abitibi  Power  &  Paper  Com¬ 
pany,  Limited,  for  the  six 
months  ended  June  30,  shows 
net  sales  of  $66,462,735,  np 
$035,445  or  1.42%  over  the  cor¬ 
responding  period  in  1956.  Net 
earnings  for  the  first  half  of 
1957  were  $6,583,235,  down  $1,- 
407,449  or  17.61%  from  1956. 
Earnings  for  common  share 
were  $1.51  for  the  six-month 
period  compared  with  $1.85  in 
1956. 

In  a  message  to  shareholders 
D.  W.  Ambridge,  president, 
states;  “The  decline  in  net  eam- 
irgs  was  due  to  a  great  extent 
to  the  very  unfavorable  ex¬ 
change  rate  on  United  States 
funds  which  existed  during  the 
period  under  review  and  to  costs 
of  production  which  continue  to 
increase  despite  the  vigorous 
eflorts  being  made  throughout 
the  company  to  reduce  costs 
wherever  possible. 

“During  the  first  six  months 
of  1956  the  average  discount  on 
U.  S.  funds  was  0.49%,  while 
this  year,  during  the  same 
period,  the  average  discount 
was  4.27%.  It  is  difficult  to 
over-emphasize  the  importance 
of  this  discount  to  Canadian  ex¬ 
porting  industries. 

“There  is  now  in  the  world 
an  abundant  supply  of  news¬ 
print  for  publishers  everyvvbere 
who  are  in  a  position  to  pay  for 
their  supplies  in  dollars.” 

*  *  * 

Production  Cut 

Consolidated  Paper  Corp.  Ltd. 
has  cut  back  production  at  its 
Port  Alfred,  Que.,  newsprint 
mill  by  eight  hours  a  week,  s 
company  spokesman  disclosed. 

The  amount  of  newsprint 
production  involved  is  difficult 
to  estimate,  he  said,  because  it 
would  depend  upon  which  ni»- 
chine  is  idled  in  the  cut  back. 
The  Port  Alfred  plant  operates 
six  newsprint  machines. 

Until  the  cut-back,  the  ffliU 
was  operating  three  8-hour 
shifts,  six  days  a  week. 

The  spokesman  said  increased 
production  capacity  at  the  Port 
1  Alfred  and  other  Consolidated 
,  Paper  mills  along  with  a  sur- 
;  plus  of  newsprint  supplies  >* 
•  responsible  for  the  reduction  m 
output. 
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Advance  of  Local  Rates 
Doesn’t  Phase  Retailers 


By  Len  H.  Collins 

Vicepresident,  Media  Records,  Inc. 


Retail  newspaper  advertising 
linage  in  128  cities  measured  by 
Media  Records  showed  a  frac¬ 
tional  decline  of  only  0.7%  for 
the  first  six  months  of  1957. 
Parenthetically  it  should  be  ob¬ 
served  that  retail  linage  for 
May  1957  was  up  1.4%  and 
again  showed  an  increase  in 
June  of  1.1%.  Further,  local 
line  rates  have  advanced  during 
the  past  year  and  it  is  apparent 
that  local  merchants  are  spend¬ 
ing  more  advertising  dollars  in 
their  home  town  newspapers  in 
their  efforts  to  increase  retail 
sales. 

Retail  newspaper  advertising 
is  a  reliable  barometer  of  local 
business.  Its  varying  volumes 
reflect  the  changing  moods  and 
optimism  of  retail  merchants  in 
evaluating  their  opportunities 
for  consumer  sales.  Certainly, 
when  business  is  good  the  mer¬ 
chants’  bid  for  sales  is  strong, 
and  retail  linage  is  good,  too. 
And,  when  retail  linage  is  good, 
it  seems  reasonable  that  the  na¬ 
tional  adverti.ser  would  be  well 
advised  to  build  solidly  on  this 
firm  local  foundation  a  strong 
advertising  framework  of  en¬ 
couraging  support. 

Retail  Responsive 

Retail  linage  is  most  respon¬ 
sive  to  local  conditions.  The  re¬ 
tailers  know  of  a  new  construc¬ 
tion  project,  factories,  new 
housing  developments,  roads  or 
bridges  —  before  the  projects 
are  started.  Factory  expansions 


or  layoffs  can  make  immediate 
impressions  on  the  retailers 
sales  and  promotional  activi¬ 
ties.  Local  events  dominate 
local  thinking  and  this  thinking 
in  turn  is  translated  into  terms 
of  local  advertising  linage. 

Successful  merchants  are 
community  leaders  and  when 
the  opportunity  for  increased 
business  arises,  they  increase 
their  efforts  to  obtain  those  ad¬ 
ditional  sales  dollars.  To  this 
end  they  use  newspaper  adver¬ 
tising,  not  to  the  exclusion  of 
other  promotion,  but  certainly 
predominantly.  And,  if  hard 
times,  less  sales,  misfortune  or 
disaster  should  strike,  then  the 
opportunities  for  sales  decrease 
and  retailers  under  these 
changed  conditions  conform  in 
their  promotional  activity.  Thus, 
the  trend  of  Retail  business  is 
reflected  by  the  trend  of  Retail 
advertising. 

The  local  merchant  is  best 
placed  to  maintain  a  constant 
ear-to-the-ground  position  and 
in  his  own  retail  sales  figures 
he  has  a  current  running  meas¬ 
ure  of  the  trend  of  retail  sales 
in  his  city.  Thus,  each  merchant 
knows  quite  well  the  answer  to 
the  old  standard  question  — 
“How’s  business?”  And,  the 
answer  at  the  end  of  June  was 
encouraging  for  the  newspaper 
publisher  as  well  as  for  the  re¬ 
tailer.  Business  is  as  good  as 
last  year — no  worse — perhaps  a 
little  better  than  it  was  in  1956 
at  this  time.  And,  1956  was  the 


best  year  in  the  history  of  both 
retail  advertiser  and  newspaper 
advertising. 

Billion- Line  Study 

Media  Records  made  a  recent 
study  of  over  a  billion  and  a 
quarter  lines  of  Retail  news¬ 
paper  advertising  that  appeared 
in  128  Media  Records  cities 
during  the  first  six  months  of 
1957.  The  accompanying  Chart 
is  the  result  of  this  study  and 
as  a  source  and  trend  guide  for 
publishers  should  be  of  prime 
importance  and  interest. 

1.  While  Retail  customarily 
accounts  for  70%  of  Total  Dis¬ 
play,  Department  Stores  nor¬ 
mally  account  for  about  33%  of 
Retail.  Thus,  Department  Stores 
account  for  over  23%  of  the 
average  newspaper’s  display 
total.  This  most  important  ele¬ 
ment  of  Display  linage  then, 
must  have  a  great  effect  on 
other  retail  merchant  classifica¬ 
tions  as  well  as  on  total  retail 
advertising  activity  (see  Chart 
A). 

CHART  A 

PERCENTAGE  OF  TOTAL 
RETAIL  LINAGE 
SIX  MONTHS  1957-19.56 
(In  order  of 
Linage  Importance) 


Classifications 

1957 

1956 

Change 

Total  Retail  . 

100.0% 

100.0% 

_ 

Dept.  Stores  . 

33.1 

32.9 

-t-0.2 

All  Others 

24.4 

24.4 

— 

Grocers  . 

12.6 

12.3 

-\-0.2 

Furn.  Stores. 

10.5 

10.4 

+0.1 

Cloth.  Stores 

9.9 

10.1 

—0.2 

Amusements 

6.1 

5.3 

—0.2 

DrUK  Stores 

2.4 

2.4 

— 

Jewelers  . . 

2.1 

2.2 

—0.1 

During  the  first  six  months 
1957  vs  1956,  department  stores 
advertising  improved  its  compe¬ 
titive  retail  relationship  from 
32.9%  of  Total  Retail  to  33.1% 
— a  gain  of  -|-0.2%.  Thus,  De¬ 
partment  Stores  have  taken  an 
optimistic  affirmative  approach 
to  this  business  of  getting  a 


larger  share  of  the  spendable 
dollar  (Chart  A). 

Grocers  and  Furniture  stores 
also  improved  their  competitive 
relationship  to  the  other  impor¬ 
tant  retail  groups  —  Grocers 
from  12.3%  of  Retail  to  12.5%  ; 
Furniture  from  10.4%  to 
10.5%.  The  position  in  the  ad¬ 
vertising  fight  for  a  rightful 
portion  of  Retail  Sales  retro¬ 
gressed  '  for  Clothing  Stores, 
Amusements  and  Jewelers  while 
Drug  Stores  and  “all  others” 
were  at  a  stand-off  (Chart  A). 

Danger  of  Shift 

It  is  important  to  each  retail 
merchant  group  that  the  com¬ 
petitive  relationship  of  his 
group  to  all  others  is  main¬ 
tained  from  one  period  to  an¬ 
other.  Just  as  newspaper 
advertising  produces  sales, 
newspaper  advertising  also  di¬ 
verts  sales.  It  is  consistent  to 
this  thought  that  the  more  ag¬ 
gressive  advertisers  attract  an 
increased  portion  of  retail  sales. 
Thus,  any  shift  in  competitive 
relationships  brings  with  it  the 
danger  of  a  shift  in  retail  sales. 

2.  While  the  shifts  in  adver¬ 
tising  emphasis  from  one  group 
to  another  could  result  in  no 
linage  loses  to  newspapers,  a 
linage  loss  has  a  direct  bearing 
on  the  successful  operation  of  a 
newspaper.  Thus,  newspapers 
must  watch  carefully  and  foster 
gently  those  categories  which 
are  showing  decreased  promo¬ 
tional  effort. 

Of  all  the  retail  merchants. 
Department  Stores  are  showing 
the  most  aggressive  effort.  This 
group  increased  its  1956  volume 
for  the  six  months  by  0.5%  in 
1957  (Chart  B).  In  the  128 
Media  Records  cities  this  gain 
aggregated  a  volume  of  two  and 
a  quarter  million  lines  (Chart 
C).  It  is  apparent  from  Chart 
(Continued  on  page  14) 


CHART  C 

Important  Sources  of  Retail  Revenue 
Showing  by  Classification  and  Agate  Lines  the  Activity 

In  128  Comparative  Cities — First  Six  Months 
(000  Omitted) 

1957  vs.  1956 


Total  Retail 

Amnsements 

Cloth.  Stores 

Dept.  Stores 

Drug  Stores 

Furn.  &  Hsid. 

Grocers 

Jewelers 

All  Other  Retail 

Linage  % 

Linage 

% 

Linage  % 

Linage  % 

Linage  % 

Linage  '  ^ 

Linage  r'c 

Linage  % 

Linage  % 

January 

200.166  +2.6 

10,254 

-3.3 

21.811  +  1.0 

64,566  +0.1 

4,828  +7.2 

22,133  +  2.4 

29,140  +19.6 

8.083  —  7.4 

44.351  —0.6 

February 

192.674  —6.3 

10.089 

—7.7 

17,486  —  9.4 

62,164  -6.3 

6,037  —4.9 

22,114  —  3.1 

26,252  —  5.0 

3,769  —  6.7 

45.766  —4.2 

March . . . 

237.377  —1.3 

11.678 

—2.6 

24,126  —13.7 

80,623  +4.7 

6,319  —7.2 

25,469  +14.4 

27,530  —14.3 

4.484  —  6.4 

68.269  —1.1 

April .... 

237,293  —2.7 

11,7P8 

—7.4 

26,631  +  9.8 

80,478  —4.3 

6,370  —4.6 

21.992  —14.9 

27,876  +  4.7 

4.726  —12.9 

69.427  —1.3 

May . 

260,671  +1.4 

12,798 

—1.7 

24.132  —  0.7 

86,886  +3.7 

6,190  +6.2 

26.061  +  1.4 

31,674  +  0.2 

6,137  —  4.7 

63,794  +0.8 

June 

226,798  +1.1 

12,406 

—0.5 

20,916  —  2.2 

73,686  +3.7 

6,774  +6.3 

24,041  +  3.2 

26,730  +  1.2 

6,471  —10.1 

67,776  +0.5 

6  Months 
Gain  or 

1.360,979 

69,017 

134,099 

447,302 

32,617 

141,801 

169,202 

27,670 

329,372 

Loss 

Linage  - 

-9,424,238 

-2,727,319 

-8,786.331 

+  2,260,808 

+  102,610 

+273.319 

—243,672 

—2.386.634 

—2.906,919 

Ferceni 
%of 
Retail  . 

—0.7 

—3.8 

—2.7 

+  0.6 

+0.8 

+0.2 

—0.2 

—7.9 

—0.9 

100.0 

6.1 

9.9 

33.1 

2.4 

10.5 

12.6 

2.1 

24.4 
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Mrs.  Minnie  R. 
Dwight  Dies 
In  Holyoke 

Holyoke,  Mass. 
Mrs.  Minnie  Ryan  Dwight, 
84,  editor  and  publisher  of  the 
Holyoke  Transcript  -  Telegram, 
died  July  31.  She  was  the 
widow  of  William  G.  Dwight, 
who  had  been  publisher  of  the 
paper,  and  the  mother  of  Wil¬ 
liam  Dwight,  president  of  the 
Transcript-Telegram  and  presi¬ 
dent  of  the  American  Newspa¬ 
per  Publishers  Association. 

Mrs.  Dwight,  a  newspaper¬ 
woman  for  66  years,  was  be¬ 
lieved  to  be  the  oldest  active 
editor  and  publisher  of  a  daily 
newspaper  in  the  U.S.  She  was 
active  in  the  operation  of  the 
paper  until  she  entered  the  hos¬ 
pital  the  day  before  her  death. 

In  1891  she  gave  up  teaching 
to  become  a  reporter  for  the 
Holyoke  Daily  Transcript.  She 
learned  to  set  type  from  the 
printer’s  case  and  bought  the 
paper’s  first  linotype  machine 
after  having  seen  one  at  the 
Chicago  World’s  Fair  in  1893. 

Wide  Range 

As  a  reporter,  she  covered 
assignments  from  police  courts 
and  politics  to  society.  As  a 
member  of  the  Massachusetts 
Old  Age  Pension  Commission, 
she  helped  to  establish  the  state 
pension  system  in  the  1920s. 

She  succeeded  her  husband 
as  editor  and  publisher  of  the 
combined  newspaper  at  the  time 
of  his  death  in  1930.  She  had 
studies  in  her  home  here  and  in 
her  Winter  home  in  Fruitland 
Park,  Fla.  and  in  them  wrote 
editorials  for  the  paper.  She 
was  an  active  Republican. 

One  of  her  brothers,  Arthur 
Ryan,  is  business  manager  of 
the  Transcript-Telegram. 

Mrs.  Dwight,  a  world  trav¬ 
eler,  was  decorated  by  the 
French  government  in  1920  for 
war  relief  work  and  by  the 
Veterans  of  Foreign  Wars  in 
1947  for  civic  service. 

• 

South  Pole  Wireless 
Arranged  by  Navy 

Press  Wireless  has  been 
selected  by  the  U.  S.  Navy  to 
handle  press  dispatches  from 
Little  America  and  McMurdo 
Sound  in  the  Antarctic  during 
the  Geophysical  operations.  An 
order  was  issued  authorizing 
a  radio  automatic  printer  cir¬ 
cuit  from  Navy  South  Pole 
operating  headquarters  with 
PREWI. 


Mrs.  Minnie  R.  Dwight 


Texas  Group 
Hit  by  Suit 

Dallas,  Texas 

Department  of  Justice  Anti¬ 
trust  Division  will  launch  grand 
jury  probe  here  Aug.  5  of 
Harte-Hanks  newspaper  group’s 
recent  acquisition  of  the  Green¬ 
ville  (Texas)  Morning  Herald. 

Harte-Hanks  officials  from 
Greenville  and  other  Texas 
cities,  and  many  Greenville 
merchants  and  citizens,  have 
been  subpoenaed. 

Also  sought  was  correspond¬ 
ence  relative  to  competition  be¬ 
tween  the  Greenville  Morning 
Herald  and  the  Harte-Hanks 
Greenville  Evening  Banner, 
and,  in  the  language  of  the 
antitrust  department  in  memo¬ 
randa  attached  to  the  subpoe¬ 
nas,  “means  and  methods  used 
by  which  the  Evening  Banner 
drove  the  Morning  Herald  out 
of  business  or  forced  it  to  sell, 
such  as  cutting  subscriptions 
or  advertising  rates,  or  forcing 
the  Morning  Herald  to  lose 
money.” 

Harte-Hanks  officials  subpoe¬ 
naed  include  Bruce  Meador  of 
Abilene,  Texas,  general  man¬ 
ager;  Fred  Conn,  president  and 
publisher  of  the  Denison 
Herald;  Matt  Sheley,  publisher 
of  the  Greenville  Herald  Ban¬ 
ner;  Millard  Cope,  publisher  of 
the  Marshall  {News-Messenger) 
Publishing  Company;  James 
Fowley,  Warren  Smith  and 
Philip  Pennington,  Banner  em¬ 
ployes. 

Attorneys  for  the  chain  filed 
motions  in  Fort  Worth  to  sup¬ 
press  the  subpoenas,  claiming 
they  were  faulty  and  defective. 


Local  Rates 

{Continued  from  page  13) 


C  that  if  it  were  not  for  the 
Department  Store  Group,  Retail 
Volume  in  newspapers  would 
indeed,  be  in  sad  shape.  Yet, 
some  credit  must  be  shown 
Drug  Stores  (up  0.3%)  and 
Furniture  Stores  (up  0.2%) 
for  sustained  newspaper  effort. 
Grocers  is  a  surprising  classifi¬ 
cation,  in  view  of  the  increasing 
sales  volume  of  food  at  in¬ 
creased  costs  —  for  the  six 
months  retail  Grocers  across  the 
nation  showed  an  actual  linage 
decrease  of  a  quarter  million 
lines  —  not  great  of  course, 
when  weighing  128  cities — but 
still  a  decline  of  0.2%  from 
their  1956  volume  (Chart  B). 

CHART  B 

GAINS  AND  LOSSES  IN 
LIN.4GE  VOLUME 
FIRST  SIX  MONTHS 
1957-1956 

(In  Order  of  Linage  Volume) 


Classifications  Gain  or  Loss 

Department  Stores .  +0.5% 

Furniture  Stores  .  +0.2 

Drug  Stores  . . . .  +0.3 

Clothing  Stores  .  —2.7 

All  Others  . . .  —0.9 

Amusements  . - .  —3.8 

Jewelers  .  —2.9 

Grocers  . — .  —0.2 


3.  The  considerable  decreases 
in  linage  of  Amusements,  Cloth¬ 
ing  Stores  and  Jewelers  should 
be  of  immediate  concern  to  both 
retailer  and  newspaper.  The 
linage  loss  in  these  three  cate¬ 
gories  amounted  to  about  nine 
million  lines  (Chart  C).  It 
should  be  forcibly  brought  to 
the  attention  of  the  merchants 
in  each  of  these  categories  that 
there  is  only  one  consumer 
dollar.  The  share  of  it  which 
goes  to  any  group  or  any  re¬ 
tailer  depends  on  the  sales  ef¬ 
forts  made  to  attract  this  share. 
Thus,  it  is  reasonable  to  expect 
that  if  Department  Stores,  or 
Furniture  Stores  make  in¬ 
creased  and  continuing  aggres¬ 
sive  demands  on  the  consumer 
to  buy  merchandise  in  their 
stores  then  there  will  be  less  of 
the  dollar  left  for  other  pur¬ 
chases  in  other  stores. 

Must  Maintain  Volume 
It  is  important,  then,  for 
Clothing  Stores,  as  an  example, 
to  maintain  their  linage  volume 
so  as  to  compete  on  favorable 
terms  with  the  clothing  depart¬ 
ment  advertising  of  Depart¬ 
ment  Stores.  Competition  for 
the  consumer  spendable  income 


is  a  daily  job  and  no  category 
of  Retail  merchant  should  drop 
his  advertising  guard  for  one 
minute. 

As  far  as  the  newspaper  ij 
concerned  the  “danger  list”  is 
Drug  Stores  (off  2.7%)  Cloth¬ 
ing  Stores  (off  3.8%)  and 
Amusements  (off  2.9%).  Strong 
and  continued  sales  steps  should 
be  made  by  retail  staffs  to  put 
these  groups  back  in  a  favor- 
able  linage  position  for  the 
newspaper. 

The  ‘Strong  Boy’ 

Chart  C  shows  the  major 
sources  of  a  newspaper’s  retail 
volume  and  the  month  by  month 
change  over  last  year  for  the 
six  months  of  1957.  It  is  ap¬ 
parent  that  Department  Stores 
is  the  strong  boy  with  gains 
over  last  year  in  four  of  the  six 
months;  Furniture  Stores  had 
four  months  in  vrhich  they  in¬ 
creased  their  volume;  Drug 
Stores  and  Grocers  three  each; 
“all  others”  two  months.  Cloth¬ 
ing  Stores  two  months;  Amuse¬ 
ments  and  Jewelers  showed  a 
gain  over  last  year  in  no  month 
of  1957. 

It  would  be  well  for  publish¬ 
ers  to  pay  more  than  passing 
interest  to  Retail  advertising 
linage.  In  this  prime  source  of 
revenue  lies  the  future  develop¬ 
ment  of  not  only  his  newspaper 
but  of  his  entire  community. 

• 

Dr.  North  Callahan 
Joins  NYU  Faculty 

Appointment  of  Dr.  North 
Callahan,  syndicated  New  York 
columnist,  as  an  associate  pro¬ 
fessor  of  jour¬ 
nalism  in  the 
Department  of 
Journalism  of 
New  York  Uni¬ 
versity  was  an¬ 
nounced  by  Dr. 
John  Tebbel, 
chairman  of  the 
department. 

Dr,  Callahan, 
who  received 
CalUhan  his  BA  from 
the  University  of  Chattanooga, 
his  MA  from  Columbia  Univer¬ 
sity  and  his  Ph.D  from  NYU, 
will  continue  to  write  his  news¬ 
paper  column,  “So  This  Is  New 
York.”  He  has  worked  on  a 
number  of  newspapers  and  is 
author  of  several  books.  He 
held  the  rank  of  colonel  in  the 
U.  S.  Army  in  World  War  H 
and  was  editor  of  Army  Lift 
magazine.  He  is  a  former  presi¬ 
dent  of  the  Civil  War  Round 
Table  of  New  York  and  is  active 
in  Sigma  Delta  Chi,  national 
journalism  fraternity. 
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Dog  Growls, 
Poker  Stops, 
Earth  Quakes 

Mexico  City 
A  dog  and  a  poker  game  got 
the  United  Press  and  Associ¬ 
ated  Press  wheels  turning  to 
fast  coverage  of  an  early  morn¬ 
ing  earthquake. 

Jack  Rutledge,  AP  staflFer, 
heard  his  dog  growling,  and 
found  hinself  staggering  out  to 
the  back  yard.  First  he  blamed 
his  uncertain  gait  on  his  sleepi¬ 
ness.  Then,  in  the  open  air,  he 
felt  the  ground  sway  and  heard 
the  house  walls  creaking. 

The  light  bulb  went  on  in  the 
brain — “Earthquake.”  And  he 
had  been  here  long  enough  to 
know  the  quake,  which  hit 
Mexico  City  Sunday  morning, 
July  28,  at  2..S0  a.m.,  was  a  big 
one. 

.^t  the  same  time,  in  the 
United  Press  offices.  Reforma 
"6,  Jaime  Cabrera,  week-end 
staff  relief  man,  Ramon  Al¬ 
manza,  photo  studio  staffer,  and 
a  couple  of  others  were  in  the 
middle  of  a  post-deadline  poker 
game. 

The  eighth  story  office  re¬ 
sounded  to  a  crack  and  a  roar 
and  the  windows  began  rattling. 

“That  damn  wind,"  said  Mr. 
Cabrera. 

But  in  a  moment  they  real¬ 
ized  the  building  was  swaying. 

“That’s  no  wind!”  Cabrera 
shouted. 

Next  thing  they  knew  the 
Diyatel  (radio  teletype)  ma¬ 
chinery — a  10-foot  high  cabinet 
of  millions  of  little  wires — 
crashed  to  the  floor. 

The  poker  game  ended  fast. 
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Mr.  Cabrera  called  New  York, 
and  in  a  few  minutes  had  a 
bulletin  there. 

Meanwhile,  Mr.  Rutledge  had 
called  Bureau  Chief  Charles 
Guptill,  and  then  New  York, 
and  by  3  a.m.  both  seiwices 
were  out  with  a  quake  bulletin. 

Mr.  Guptill  called  the  third 
staffer,  Jimmie  Payne.  Mr. 
Cabrera  rousted  staffer  Victor 
Yepes  out  of  bed,  and  a  little 
later,  Jaime  Plenn,  vacation  re¬ 
lief,  for  the  afternoon  and 
night  trick. 

The  UP  was  short-handed, 
with  Bureau  Chief  Milton  Carr 
in  Guatemala  to  cover  the 
Castillo  Armas  assassination. 

Thousands  of  American  tour¬ 
ists  were  in  Mexico,  roaming 
throughout  the  country,  mostly 
in  Cuernavaca  and  Acapulco, 
two  favorite  resorts.  U.S.  tele¬ 
vision  programs,  going  on  early 
reports  of  great  destruction 
and  big  death  toll,  announced 
Cuernavaca  and  Acapulco  were 
wiped  out. 

Unconfirmed  rumors  from  10 
states  in  the  quake  zones  were 
sifted  and  checked  by  Mexico 
City  sources.  Stringers  were 
for  the  most  part  cut  off  from 
telephone  and  telegraph  com¬ 
munication. 

Some  of  the  tourists  got  to 
the  U.S.  gave  out  lurid  inter¬ 
views  about  skyscrapers  tum¬ 
bling.  These  were  coming  back 
to  Mexico  City  before  the  press 
services  could  process  eye¬ 
witness  stories  locally. 

Steady  grinding  coverage, 
each  service  leaning  heavily  on 
its  member  and  client  papers, 
finally  got  a  focus  on  the  story. 
Acapulco  was  slightly  damaged 
— 2  dead.  Mexico  City  got  the 
brunt — with  52  dead  at  last  re¬ 
ports.  Cuernavaca  felt  the 
quake,  but  had  no  deaths. 
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Girls  Take  Over 
Courthouse  Coverage 

Cincinnati 
For  the  first  time  in  history, 
Cincinnati’s  three  dailies  all 
had  reporters  of  the  fair  sex 
covering  news  at  the  Hamilton 
County  Courthouse  July  25. 
The  women  filled  in  for  vaca¬ 
tioning  men  “regulars.”  Mar¬ 
garet  Josten,  of  the  Enquirer; 
Mrs.  Ruth  Ramer,  of  the  Times 
Star;  and  Mrs.  Betty  Donovan 
Rentrop,  of  the  Post,  were 
women  reporters  who  covered 
the  courthouse.  In  addition, 
Mrs.  Lulianne  Baker,  Post  lens 
gal,  covered  the  photographic 
end  of  the  assignment,  just  to 
make  it  unanimous.  Mrs.  Rent- 
rop’s  husband,  Charlie,  incin- 
dentally,  is  the  Post’s  regular 
City  Hall  reporter. 


Ike  Says  He’s 
No  Millionaire 

Washington 
Reporter  Fletcher  Knebel’s 
(Cowles  Publications)  current 
newspaper  series  written  around 
the  premise  that  President 
Eisenhower  has  become  a  mil¬ 
lionaire  brought  on  an  offer  by 
Ike  to  sell  at  once  for  that 
amount.  The  President  ap¬ 
peared  amu.sed  as  he  replied  to 
a  question  at  his  press  confer¬ 
ence  about  the  accuracy  of  the 
estimate.  He  volunteered  no 
corrected  figure  but  said  most 
of  what  he  owns  is  in  an  ir¬ 
revocable  trust  fund  and  his 
personal  connection  to  it  seems 
confined  to  paying  taxes  an¬ 
nually. 


Ruark  Gives 
Boss  Free 
Column  Ride 

Jack  R.  Howard,  president, 
Scripps  -  Howard  Newspapers, 
returned  to  the  United  States 
Sunday  July  28  after  a  month 
visit  to  England,  France,  Spain 
and  Scotland.  He  was  accom¬ 
panied  by  Mrs.  Howard  and 
their  two  children  Mike  and 
Pamela. 

While  in  Spain,  Mr.  Howard 
lost  his  briefcase  on  the  train 
to  Barcelona.  It  contained  tra¬ 
velers  checks  and  passports. 
Robert  C.  Rurak,  columnist, 
used  the  episode  as  the  base  for 
a  humorous  column. 

‘Poor’  Mr.  Howard 

“Mr.  Howard  is  now  a  ward 
of  the  community — ^my  commu¬ 
nity.  Poor,  poor,  dear  Mr. 
Howard,”  Mr.  Ruark  wrote. 
“Mr.  President  Howard  is  fed 
on  broken  victuals  like  Oliver 
Twist  and  when  he  asks  for 
more  .  .  .  we  cut  off  the  gruel 
as  well.  .  .  . 

“But  my  problem  basically  is 
how  to  get  rid  of  them.  It'll 
take  at  least  three  months  to 
cut  through  the  red  tape  for  a 
new  passport  and  about  twice 
that  long  for  somebody  to  send 
the  money  to  get  them  home.  I 
can’t  advance  it  due  to  the 
slave  wages  I  am  paid  by 
this  fugitive  from  responsi¬ 
bility,  .  .  .” 

Mr.  Howard  said  he  only 
spent  five  days  with  the  Ruarks 
and  wished  it  could  have  been 
longer  than  that.  The  briefcase 
was  found  too  soon. 
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A  Newspaper  Grieves 
For  A  Little  Girl 


Tampa,  Fla. 

Janet  Louella  Kinley,  11, 
daughter  of  Mrs.  Ida  Belle  Kin- 
ley,  woman’s  editor  of  the 
Tampa  Daily  Times,  and  of 
Max  Wilbur  Kinley  of  San 
Antonio,  Texas,  deskman  and 
former  sports  editor  of  the 
Times,  w'as  killed  in  an  auto 
accident.  Some  of  the  emotional 
impact  that  occurred  in  the 
Times  office  was  caught  by 
Mike  Morgan,  in  his  column  on 
page  one. 

The  “Moment  With  Morgan” 
column  bore  subhead  of  “There 
Can  Only  Be  One  Answer  And 
It  Is  Found  In  The  Heart.”  The 
column  follows  in  full: 

«  4>  * 

And  God  gave  many  gifts 
to  the  earth,  but  none  could 
have  been  greater  than  the  gift 
of  faith.  Otherwise  how  can  one 
even  hope  to  answer  the  tor¬ 
tured  question,  “Why  did  it  hap¬ 
pen?” 

I  cannot  answer  the  question ; 
I  could  not  say  the  right  words 
when  the  question  was  tear¬ 
fully  put  to  me — and  my  heart 
was  numb  with  compassion. 

I  could  only  whisper  a  prayer 
to  myself  for  both  the  mother 
and  father  who  had  just  learned 
of  the  death  of  a  child,  and  for 
the  child. 

Surely  that  child  must  now 
be  in  Heaven.  Otherwise  how 
can  one  ever  hope  to  answer 
the  question. 

It  was  early  afternoon  when 
the  phone  rang  and  the  High¬ 
way  Patrol  informed  the  mother 
about  an  accident.  All  the  de¬ 
tails  were  not  available.  Mean¬ 
while,  through  another  source, 
we  in  the  office  learned  that  a 
little  girl  had  been  killed. 

«  «  * 

There  was  an  agonizing  half- 
hour  while  all  sources  were 
checked  out.  Another  accident 
had  been  reported,  maybe  the 
facts  of  the  first  report  had 
been  mixed-up. 

The  mother  sat  in  her  office, 
tense  with  anxiety.  All  we  could 
do  was  hope  for  an  error  in 
the  report. 

At  last  the  report  was  con¬ 
firmed.  The  11-year-old  girl,  her 
only  daughter,  was  the  victim 
of  a  two-car  crash  on  a  rainy 
road. 

The  clatter  of  the  typewriters 
slowly  faded  out.  Little  groups 
congregated  around  desks.  Sud¬ 
denly,  in  this  place  where  news 
is  sifted  and  retailed,  where 
birth  and  death  are  common¬ 


place  tales  in  type — suddenly 
death  had  become  very  real, 
very  close,  and  clutched  us  all 
for  a  frightful  moment. 

To  one  of  us  fell  the  dreadful 
task  of  going  in  and  telling  the 
mother  the  crushing  news. 

“Oh  no!  No  God!  No.  Not 
my  little  girl!” 

She  flung  her  arms  around 
the  man  and  wept  shudderingly 
into  his  shoulder. 

I  watched  for  a  moment,  my 
every  nerve  melting  in  sym¬ 
pathy.  For  I  am  a  parent  and 
knew  the  hell  that  was  coursing 
through  her  body. 

*  «  * 

Slowly  she  sat  down,  her  face 
twisted  with  grief,  with  refusal 
to  believe,  with  sudden  shock. 
Her  body  was  trembling.  And  I 
came  in  to  give  whatever  com¬ 
fort  I  could. 

There  was  nothing  I  could 
say.  We  could  only  sit  mutely, 
our  hearts  raging  with  pity,  as 
she  twisted  her  hands  and  said 
to  herself: 

“No!  No!  This  isn’t  happen¬ 
ing  to  me.  It’s  only  a  dream.  I 
will  wake  soon  and  find  it  never 
happened.  Oh,  why  did  it  hap¬ 
pen.” 

And  she  turned  to  me.  “Oh 
Mike!  What  did  I  do.  Why  did 
it  happen.  My  little  girl!” 

Those  are  the  moments  when 
one  discovers  the  inadequacy  of 
words. 

For  long  and  terrible  mo¬ 
ments  we  sat  in  silence  ...  a 
silence  broken  by  sudden,  shat¬ 
tering  sobs. 

In  those  black  and  lonely 
silences  I  thought: 

“What  can  I  say?  What  can 
I  do?” 

But  there  is  nothing  one  can 
say  or  do. 

*  *  « 

It  was  a  time  for  raw  grief 
and  there  are  no  phrases  to 
heal  these  moments  or  ease 
them. 

Yet,  it  is  in  these  moments, 
that  one  becomes  powerfully 
aware  that  now  indeed  must 
faith  be  a  pillar  and  support. 

After  a  while  a  son  came 
and  she  pulled  him  to  her,  and 
he  tried  to  give  her  solace. 

Thus  it  must  be  that  of  all 
the  gifts  to  earth,  the  gift  of 
faith  is  the  greatest. 

Otherwise  there  can  be  no 
answer. 

I  must  have  faith  that  Janie 
Kinley  is  in  a  very  real,  very 
wonderful  heaven.  For  I  too  am 
a  parent. 


Editorial  Rhyme 
Against  Grime 

The  New  York  Times  carried 
an  editorial  in  rhyme,  entitled 
“Time  For  War  on  Grime,”  as 
follows: 

“Complaints,  reports  are  no 
solution  for  our  war  on  air  pol¬ 
lution.  Our  smoke  has  gone  from 
bad  to  worse.  Our  housewives 
now  lament  in  verse.  Our 
breezes,  they  complain,  convey 
grime,  soot  and  smoke  and  dust 
our  way.  Our  air  contamination 
bothers  us  folk,  but  not  the  city 
fathers.  We’ve  had  enough  of 
conversation;  it’s  time  for  an 
appropriation. 

“All  kinds  of  soot  still  fill 
our  air,  but  Pittsburgh  found 
a  cure  there.  While  inky  smoke 
obscures  our  skies,  we  back  and 
fill  and  temporize.  Our  war  on 
smoke  indeed  is  slow — we’re 
where  we  were  five  years  ago. 
Our  housewives  find,  though 
weather’s  fine,  their  clothes 
grow  sooty  on  the  line.  That’s 
why  we  feel  it’s  just  a  joke — 
this  talk  of  our  attack  on 
smoke. 

“The  women  now,  and  that’s 
a  fact,  demand  the  city  fathers 
act.  The  women  speak,  the  city 
hears — perhaps  we’ll  get  some 
engineers,  some  clerks,  inspec¬ 
tors  and,  to  boot,  the  where¬ 
withal  to  sample  soot.  If  we 
will  not  take  ‘No’  at  all,  we’ll 
win  our  point  at  City  Hall.  Let’s 
get  the  funds  we  need  to  clear 
our  foul  and  grimy  atmos¬ 
phere.” 

• 

Suit  Against  Union 

Dismissed  by  Judge 

St.  Louis 

An  injunction  suit  filed  by 
the  Globe-Democrat  to  force 
St.  Louis  Typographical  Union 
No.  8  to  arbitrate  a  G-D  com¬ 
posing  room  dispute  was  dis¬ 
missed  in  circuit  court  here 
July  26. 

The  dispute  arose  when  the 
G-D  management  ordered  all 
composing  room  work  time- 
stamped  as  an  aid  in  deter¬ 
mining  costs.  Union  members, 
on  orders  from  their  officers, 
refused  to  handle  time-stamped 
work. 

Circuit  Judge  J.  Casey  Walsh, 
in  dismissing  the  case,  ruled 
the  “court  did  not  have  au¬ 
thority  to  order  specific  per¬ 
formances  of  an  agreement  (in 
the  contract)  to  arbitrate  dis¬ 
putes.”  Union  attorneys  had 
arguetl  that  if  company  allega¬ 
tions  were  true,  the  union  was 
guilty  of  unfair  labor  practices 
and  the  case  should  have  gone 
to  the  NRLB  or  to  a  federal 
court. 


Cox  Control 
Left  to  Son 
And  3  Aides 

Dayton,  Ohio 

The  will  of  the  late  James 
M.  Cox  leaves  operating  con¬ 
trol  of  his  newspaper  group  to 
his  son,  James  M.  Cox  Jr.,  and 
three  top  officials  of  Dayton 
Newspapers,  Inc.  The  four  men 
were  named  executors  and 
trustees  of  the  Cox  estate  un¬ 
der  a  10-year  trusteeship. 

The  three  men  named  with 
Mr.  Cox  Jr.  are  Robert  A. 
Wolfe,  vicepresident  and  gen¬ 
eral  manager  of  Dayton  News¬ 
papers;  Raymond  Sadler,  con¬ 
troller,  and  Robert  W.  Sherman, 
purchasing  director. 

Included  in  the  operating 
trusteeship  are  the  Daytm 
Journal  Herald  and  Daytn 
Daily  News,  published  by  Day- 
ton  Newspapers,  Inc.;  Spring- 
field  (Ohio)  News  and  Spring- 
field  Sun,  published  by  Spring- 
field  Newspapers,  Inc.;  and  the 
Miami  (Fla.)  Daily  News. 

Mr.  Cox,  a  former  Ohio  Con¬ 
gressman  and  Governor  and  the 
1920  Democratic  candidate  for 
President  of  the  United  States, 
left  his  son  6,000  shares  of  At¬ 
lanta  Newspapers,  Inc.,  which 
publishes  the  Atlanta  (Ga.) 
Constitutioyi  and  Atlanta  Jour¬ 
nal.  The  son  has  been  elected 
chairman  of  the  board  of  di¬ 
rectors  of  Atlanta  Newspapers 
to  succeed  his  father.  The  new 
chairman  said  he  planned  no 
change  in  personnel  or  policies. 
Stock  control,  he  added,  remains 
in  the  hands  of  the  family,  with 
a  number  of  Atlanta  stock¬ 
holders  including  executives  and 
employes  of  the  two  newspa¬ 
pers.  Mrs.  Barbara  Cox  Glover 
of  Honolulu  was  elected  to  the 
board  to  fill  the  vacancy  caused 
by  her  father’s  death. 

The  will  provides  that  Mr. 
Cox’s  wife,  Mrs.  Margaretta 
Cox,  and  three  children — Mr. 
Cox  Jr.,  Mrs.  Glover  and  Mrs. 
Anne  Cox  Chambers  of  Atlanta 
— share  equally  in  the  profits  of 
the  estate  for  the  term  of  the 
operating  trusteeship.  At  the 
end  of  the  10  years,  the  estate 
is  to  be  divided  equally. 

Numerous  Dayton  cliurches 
and  charitable  organizations 
wei'e  remembered  in  the  will  of 
Mr.  Cox,  who  died  July  15  at 
the  age  of  87. 

Mr.  Cox  directed  that  his 
newspapers  continue  to  be  op¬ 
erated  “in  accord  with  fii* 
principles  of  Thomas  Jefferson. 
The  value  of  the  estate  has  not 
been  determined. 
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Advertiser  •  Newspaper 


Section  Edited 

By  Robert  B.  McIntyre 


‘LBE’  6-Page  Supplement 
Charged  with  Ad  Linage 


By  Koberl  B.  McIntyre 

The  next  “Live  Better  Elec-  31,  newspapers  published  more 
trically”  six-page  newspaper  than  800  LBE  sectiops  (see 
supplement,  which  helped  pa-  cut),  and  ran  local  LBE  ads 
pers  reap  more  than  32,000,000  by  utilities,  electrical  dealers, 
lines  of  plus  advertising  during  distributors,  electrical  contract- 
the  four-month  period  between  ors,  banks  and  builders  in  ex- 
Feb.  1  and  May  31  of  this  year,  cess  of  32,000,000  lines, 
will  be  distributed  to  some  ^  ^  . 

10,000  newspapers  on  Aug.  30.  Supplement  Works 

Major  objectives  of  the  LBE  Good  example  of  how  this 
fall  push  will  be  to  bring  the  supplement  can  be  made  to 
concept  of  electrical  living  produce  linage  this  coming 
doser  to  the  market  place  and  fall,  is  found  in  a  report  made 
to  enlarge  the  market  for  new  by  the  Arkansas  Power  and 
as  well  as  more  electrical  prod-  Light  Co.  which  last  spring 
nets.  worked  with  86  out  of  the  100 

“Live  Better  Electrically”  is  newspapers  in  which  the  utility 
the  slogan  of  the  electrical  in-  advertises  regularly, 
dustry’s  nation-wide  long-range  Special  LBE  sections  were 
market  development  program  developed  by  83  of  the  news- 
and  is  spearheaded  by  more  papers  in  which  AP  &  L  placed 
than  300  electric  utilities  with-  145,684  lines  of  ads  on  a  parti- 
in  their  individual  service  areas,  cipating  basis.  These  newspa- 
....  1  P®rs  in  turn  sold  241,010  lines 

National  Ad,  PR  Program  electrical  dealers. 

LBE  conducts  a  national  ad-  The  backbone  of  any  success- 
vertising  and  public  relations  ful  appliance  campaign  by  a 
program  (via  BBDO)  to  pro-  non-merchandising  utility  such 
vide  a  unified  backdrop  for  as  AP&L  is  the  support  given 
concentrated,  coordinated  ac-  the  activity  by  dealers  and  dis- 
tion  by  the  entire  electrical  tributors.  For  best  results,  it 
industry  to  gain  a  greater  is  imperative  that  dealers  sup- 
share  of  the  consumer  dollar.  plement  utility  product  adver- 

Publicity  efforts  of  local  tising  with  ads  that  tie  in  and 
trade  allies  and  electric  utilit-  support  the  company’s  cam- 
ies  will  be  given  support  via  paign. 

a  fall  press  kit  and  the  six-  Therefore,  the  objective  of 
page  newspaper  supplement.  AP&L’s  activity  was  to  offer 
These  kits  are  part  of  the  dealers  and  distributors  the 
regular  series  which  have  been  tsrpe  of  hard-hitting  promotion 
released  periodically  since  the  that  would  make  them  want  to 
switch  was  thrown  on  LBE  in  participate.  In  the  same  vein, 

1956.  They  contain  feature  the  program  provided  media 

stories  on  various  aspects  of  with  extra  incentive  to  sell  ad-  _ _ 

electrical  living,  suggested  ditional  linage  and  broadcast  the  newspapers  a  plan  through 
radio  scripts  and  glossy  photos,  time.  .  which  they  could  earn  plus  ad 

A  Working  Tool  . 

jective  w; 

The  newspaper  supplement  .suppleme 
provides  a  working  tool  that  doubled  t 
enables  newspapers  to  build  vertising 
profitable  editorial  and  adver-  with  AI 
tising  sections  and  special  edi-  editorial 
tions.  To  be  released  to  the  and  elect 
nation’s  newspapers  on  Aug.  and  radic 
30  through  Publishers’  Auxili-  an  incen 
“ry,  the  six-page  LBE  supple-  which  th^ 

Went  will  carry  three  pages  of  space  an< 

«<*itorial  material  and  three  selling  sp 
pages  of  suggested  newspaper  vertising. 
promotion  and  advertising  ideas. 

The  last  such  supplement 
was  sent  to  newspapers  on  On  April 
•^an.  15,  1957.  in  a  four-month  alert”  was 
period  between  Feb.  1  and  May  newspapers 
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LIVE  BEHER  ELECTRICALLY  SECTIONS— Shown  it  small  portion  of 
the  more  than  800  Liva  Better  Electrically  sections  and  supplements 
published  by  newspapers  throughout  the  U.S.  during  four-month 
period.  Total  linage  run  by  utilities,  dealers,  distributors,  contractors, 
banks  and  builders  topped  32,000,000. 

free  of  charge  by  AP&L.  The 
campaign  was  given  additional 
newspaper  punch  with  three 
“follow-up”  ads  that  ran  the 
weeks  of  May  13,  20  and  June 
3.  The  AP&L  ad  was  set  for 
the  center  of  the  page  and 
surrounding  tie-in  space  was 
sold  to  dealers.  Free  mats  were 
furnished  for  art  work  at  the 
top  of  the  page,  but  this  space 
was  not  charged  to  the  com¬ 
pany.  Failure  to  sell  the  tie-in 
space  on  their  pages  did  not 
affect  AP&L’s  regular  ad  sched¬ 
ule  with  the  various  newspa¬ 
pers. 

‘Drop-in’  Ads 

AP&L  supplemented  its 
newspaper  product  ads  with 
600,  28-line  LBE  “drop-in”  ads. 
Six  of  these  were  run  in  100 
newspapers  for  the  length  of 
the  campaign  period. 

Comparable  incentive  plans 
were  offered  to  radio-TV  sta¬ 
tions  and  outdoor  advertising 
interests. 

Upon  completion  of  the  news- 
In  order  to  qualify  for  a  1960-  paper  campaign,  AP&L  con- 

line  ad  from  AP&L,  the  news-  ducted  a  survey  of  participat- 

papers  were  required  to  sell  a  ing  newspapers  in  order  to  get 

minimum  of  5450  lines  of  tie-  suggestions  for  improving  com- 

in  ads.  A  minimum  of  1400  parable  promotions  in  the 

lines  qualified  them  for  a  five-  future. 

column  ad.  Anything  less  re-  Some  of  the  replies  received 
ceived  a  three-column  ad  from  were  interesting.  For  example, 
AP&L.  ir  reply  to  the  question:  “If 

The  newspapers  published  trouble  selling  ti®-i*^ 

.  the  campaign  kickoff  section  be-  what  was  the  specific 

Plan  of  Action  tween  April  29  and  May  10.  trouble?”  answers  remained 

1,  a  “campaign  Many  of  them  used  an  LBE  about  equally  divided  between: 

sent  to  86  of  100  masthead  and  picture  layout  1)  “Dealers  did  not  have  mats 

with  which  AP&L  that  was  matted  and  furnished  (Continued  on  page  24) 


High  Costs  Seen 
'Softening*  TV  Market 


New  York  advertising  agency 
circles  have  noted  a  “softening” 
in  the  TV  market. 

William  B.  Lewis,  president, 
Kenyon  &  Eckhardt,  Inc.,  inter¬ 
viewed  by  Editor  &  Publisher 
last  week  blamed  the  current 
condition  to  high  costs  charged 
advertisers  for  time  and  talent. 

“It  is  getting  too  expensive 
for  advertisers  to  pay  all  the 
cost  of  bringing  TV  entertain¬ 
ment  and  information  into 
homes,”  Mr.  Lewis  said.  His 
own  agency  handles  Ed  Sulli- 
%'an’s  “Toast  of  the  Towm,” 
sponsored  by  Mercury  and  Lin¬ 
coln.  Lincoln  is  withdrawing 
and  Eastman  Kodak  is  taking 
over. 

“Lever  Brothers  is  now  shar¬ 
ing  costs  with  other  sponsors,” 
Mr.  Lewis  continued.  “RC.4 
will  be  advertising  its  TV  sets 
with  others  helping  to  pay  the 
bill  on  the  Fisher  and  Gobel 
shows. 

“As  a  consequence,  TV  is 
softening  up  in  spots.  Today, 
there  ai-e  far  better  potential 
buys  in  TV  than  there  used  to 
be  at  this  time  of  year.” 

Variety,  amusement  weekly, 
reported  July  24  that  “the  panic 
button  is  beginning  to  ring  at 
the  networks.”  On  its  front 
page  July  25,  the  New  York 
Times  ran  a  story  by  Jack 
Gould,  TV  editor,  stating  TV 
was  facing  the  “toughest  season 
in  10  years.” 

CBS-TV  reported  it  had 
available  one  and  a  half  hours 
weekly;  NBC,  three  hours;  and 
ABC,  five  and  one-quarter 
hours. 

Mr.  Gould’s  column  touched 
off  a  hornet’s  nest. 

To  “correct”  any  misinterpre¬ 
tation  of  the  good  health  and 
growth  of  TV  as  of  July  25, 
1957,  Halsey  V.  Barrett,  direc¬ 
tor  of  national  sales  of  Tele¬ 
vision  Bureau  of  Advertising, 
speaking  for  the  all-industry 
Bureau,  reported : 

“Since  television  business  is 
now  front  page  news,  a  look  at 
the  facts  is  necessary  to  correct 
the  misinterpretation  the  hasty 
reader  might  get  from  the  New 
York  Times  article,”  said  Mr. 
Barrett. 

“There  is  no  downward  trend 
in  television  sponsorship,  Mr. 
Barrett  continued.  “Actually, 
Mr.  Gould  has  talked  about  only 
half  of  television — network;  and 


overlooked  station /spot  tele¬ 
vision  which  accounts  for  half 
of  TV’s  total  revenue.  Also  over¬ 
looked  is  almost  a  thiid  of  net¬ 
work  levenue  which  comes  from 
daytime  television.” 

ABC,  CBS  and  NBC,  three  of 
the  w'orld’s  largest  advertising 
media,  have  more  dollar  sales 
firmly  contracted  for  the  1957- 
1958  season  than  ever  befoi'e,” 
Mr.  Barrett  stated,  “Sponsor 
magazine  last  year  reported  18 
half  hour  network  availabilities 
and,  in  contrast,  their  Fall  Facts 
Issue  (out  this  w'eekend)  will 
show^  15-half-hour  opportunities 
this  year.  The  New  York  Times 
article  itself  shows  only  10 
availabilities.  How  can  this  pos¬ 
sibly  be  interpreted  as  a  down- 
w'ard  trend  in  network  sponsor¬ 
ship?” 

Mr.  Barrett  pointed  out  that 
the  networks  report  that  almost 
90%  of  fall  time  is  already  sold, 
and  that  network  revenue  this 
year  is  almost  8%  above  last.  A 
recent  prediction  that  the  in¬ 
crease  in  national  television 
revenue  will  be  three  times  that 
of  newspapers  for  the  full  year. 

“When  national  advertisers 
voted  television  their  number 
one  medium  for  the  second 
straight  year,  w’hen  total  TV 
billings  continue  to  grow,  when 
nighttime  network  advertisers 
reach  19%  more  homes  this 
year  than  last,  and  when  the 
fall  promises  more,  bigger,  bet¬ 
ter,  higher  quality  programs 
than  ever  before,  television  .  .  . 
and  the  40,300,000  television 
homes  .  .  .  need  not  w'orry  about 
the  future,”  Mr.  Barrett  said. 
“Certainly  there  are  opportuni¬ 
ties  for  new'  sponsors  to  come  to 
television  .  .  .  w’e  hope  there  al- 
w’ays  are  such  opportunities. 
But  these  should  not  be  con¬ 
sidered  a  minus,  as  Mr.  Gould’s 
front  page  article  maintains. 

“We  w'onder  w'hy,  if  TV  busi¬ 
ness  is  front  page  new'spaper 
news,  the  fact  that  general  ad¬ 
vertising  in  newspapers  has 
fallen  11.6  million  lines  in  five 
months  (Media  Records  Meas¬ 
urements)  is  not  also  front  page 
new's.  And  how  about  the  new's 
value  of  the  19%  decline  in 
New  York  nighttime  newspaper 
circulation  (A.B.C.)  this  spring 
vs.  last  ...  or  the  4%  decline  in 
circulation  of  just  the  two  New- 
York  morning  papers  with  pub¬ 
lished  figures  available?  And 
w'hy  are  not  the  New'  York 


Times  circulation  figures  avail¬ 
able  for  the  period  following 
March  30th?” 

CBS  Reply 

William  H.  Hylan,  CBS  tele¬ 
vision  vicepresident  of  sales  ad¬ 
ministration,  said: 

“I  am  somew'hat  amazed  at 
the  coupling  of  CBS  Television 
w’ith  reference  to  a  “soft”  tele¬ 
vision  market  in  a  recent  front 
page  story  in  the  New  York 
Times. 

“Two  very  simply  and  gener- 
ally-know'n  facts  point  to  the 
exact  opposite  conclusion:  A) 
The  latest  figures  released  by 
Publishers’  Information  Bureau 
show'  that  CBS  Television  is 
11.1%  ahead  of  1956  for  the 
period — January  through  May 
— and  a  little  over  $19,000,000 
ahead  of  its  closest  competitor 
for  the  same  period;  B)  Con¬ 
cerning  refei’ence  to  fall  avail¬ 
abilities  in  the  nighttime  sched¬ 
ule,  CBS  Television  is  in  a 
more  sold-out  position  than  it 
was  at  this  time  last  year. 

“An  additional  index  of 
.sti'ength,  which  does  not  readily 
appear  to  the  casual  observer, 
is  the  number  of  very  high- 
budget  show's  which  have  been 
contracted  for  this  coming  year. 
In  this  category  are  firms  such 
as:  DuPont,  which  has  con¬ 
tracted  for  10,  90-minute,  high 
budget  programs;  Foi’d,  w'hich 
w'ill  offer  five  hour  programs 
featuring  Lucille  Ball  and  Desi 
Arnaz;  the  Uelco  Division  of 
General  Motors,  which  is  cur¬ 
rently  preparing  five  hour  pro¬ 
grams  featuring  Lowell  Thomas; 
a  series  of  hour  programs  titled, 
“Conquest,”  to  be  sponsored  by 
the  Monsanto  Chemical  Com¬ 
pany;  the  Bing  Crosby-Frank 
Sinatra  program,  which  will  an¬ 
nounce  the  Edsel  car,  and 
others  which  will  be  announced 
later. 

“It  is  quite  likely  there  w'ill 
alw'ays  be  a  few  availabilities 
on  our  network,  just  as  I  am 
sure  there  will  be  opportunities 
to  secure  space  in  other  media. 

“In  sales  income  and  program 
popularity,  CBS  Television  is 
enjoying  the  best  year  in  its 
history,  thus  references  to  a 
“soft”  market  and  to  “panic- 
buttons”  seem  most  inaccurate.” 

TV  Outpulled 

After  testing  TV  to  promote 
an  annual  sales  event  last  year, 
Sibley,  Lindsay  &  Curr,  Roches¬ 
ter,  N.Y.  department  store,  went 
back  into  newspapers  this  year 
and  showed  a  12%  increase  in 
sales  over  a  year  ago  when  it 
ran  its  annual  “Warehouse 
Sale.” 

TV  trade  papers  and  the  Tele¬ 


vision  Bureau  of  Advertising 
capitalized  on  the  event  in  195( 
when,  as  a  test,  the  store  stayed 
out  of  newspapers  for  a  similar 
out-of-store  sale. 


Egil  Krogh,  the  store’s  pi-esi- 
dent,  advising  Editor  &  Pub¬ 
lisher  of  the  percentage  gain 
over  last  year,  said  newspapers 
were  the  predominant  median; 
this  year.  Mr.  Krogh  currently 
is  not  running  any  special  Ti' 
or  radio  programs,  but  may  re¬ 
sume  in  the  Fall  if  a  satisfactory 
idea  can  be  found.  Before  tie 
summer  break,  the  store  spon¬ 
sored  a  weekly  TV  fashion  show 
and  a  three-times-a-w'eek  news 
program. 

This  year’s  Warehouse  Sale 
was  introduced  with  a  half  page  ^ 
in  the  Rochester  (N.Y.)  Demo- 
crnt  &  Chronicle,  followed  by 
four  full  pages  in  the  Times- 
Union.  Both  are  Gannett  news-  i 
papers.  Only  one  minute  shorts  i 
were  used  on  TV  and  radio,  24  ! 
hours  before  the  sale  began. 

“The  combination  did  us  a  lot 
of  good,”  Mr.  Krogh  said.  “We 
made  the  gain  of  12%  over  last 
year  with  only  three  sale  days 
as  compared  to  four  in  1956, 
w'hen  we  tested  TV.” 


When  he  used  TV  in  1956  ex¬ 
clusively,  Mr.  Krogh  commented 
on  how  people  were  brought  in 
from  neighboring  towns.  He  was 
asked  if  he  experienced  the  same 
results  this  year,  and  said  it  was 
“difficult  to  determine.” 

“We  had  some  people  come  in 
from  Newark,  N.Y.,  this  year,” 
he  said,  “but  then  we  have 
opened  a  branch  in  Newark  in 
the  meantime.” 

Mr.  Krogh  said  he  was  still 
“experimenting”  as  far  as  TV 
was  concerned.  Last  February 
he  told  E&P  that  “TV  is  no  sub¬ 
stitute  for  newspaper  advertis¬ 
ing  and  never  will  be.” 

Don  Bridge,  advertising  direc¬ 
tor  of  the  Times-Union  and 
Democrat  &  Chronicle,  said  that 
Sibley’s  had  used  approximately 
1,468,000  lines  in  the  two  news¬ 
papers  during  the  first  six 
months  of  1957,  as  compared  te 
1,632,000  in  1956. 

All  retail  advertising  was  up 
this  year  over  last,  he  added. 
The  Times-Union  showed  an  in¬ 
crease  of  66,000  lines  of  retail  in 
1956  over  1957,  w'hile  the  in¬ 
crease  for  the  Democrat  4 
Chronicle  for  weekdays  and  Sun¬ 
days  w'as  117,000  lines. 

With  the  exception  of  Sibley’s 
six  other  leading  Rochester  de¬ 
partment  stores  showed  gains 
for  the  first  half  of  1957  as  com¬ 
pared  to  1956.  These  stores  are 
B.  Forman  &  Co.,  Edwards,  Mc¬ 
Curdy’s,  Sears,  McFarlin’s,  and 
National  Clothing  Company. 
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Some  folks  get  a 
^BIGGER  HALF 
tlian  otlier  folks 


*ln  Cleveland  1/2  the  people  buy  3/ 4  of  the  goods. 
You  concentrate  on  this  Better  Economic  Half  in... 


The  better  you  know  an  area 
the  better  you  sell  an  area 

The  market  research 
department  of  The  Plain 
Dealer  offers  many  studies  on 
the  sale  of  most  important 
commodities  in  Greater 
Cleveland.  Write  for  our  list  of 
publications.  They’re  yours 
for  the  asking. 


The  Cleveland  PLAIN  DEALER 
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Supermarket 
Prizes  Hit 


New  High 


Prizes  for  public  and  press 
hit  new  highs  in  a  supermarket 
give-away  war  now  being  waged 
in  all  New'  England  States  ex¬ 
cept  Connecticut. 

Chains  involved  are  First  Na¬ 
tional  and  Atlantic  &  Pacific. 
A&P  started  the  fight,  which 
Finast  reluctantly  entered,  ac¬ 
cording  to  Marshall  Duane,  ad¬ 
vertising  manager  of  the  Boston 
Division.  To  increase  store  traf¬ 
fic  and  volume,  prizes  total 
$425,000,  which  Supermarket 
Xews  in  New  York  said  was  an 
all-time  high  for  this  kind  of 
promotion.  Safeway  has  gone  as 
high  as  $100,000  previously. 
Newspapers  should  get  an  esti¬ 
mated  $200,000  in  increased  ad¬ 
vertising. 

A&P  opened  the  first  of  July, 
offering  more  than  $200,000  in 
5,700  prizes,  including  32  free 
Dodges.  Four  Dodges  are  given 
awray  each  week.  Give-away 
stores  are  in  Eastern  Massachu¬ 
setts,  and  also  in  Manchester 
and  Nashua,  N.  H.  The  promo¬ 


tion  continues  for  eight  weeks. 
A&P  officials  declined  to  dis¬ 
cuss  what  kind  or  results  were 
stemming  from  the  increased 
linage. 

Finast  followed  with  its  pro¬ 
motion  July  11  to  run  through 
Sept.  7.  An  extra  full  page  in 
Class  A  newspapers  upped  the 
A&P  prize  money  to  $225,000, 
including  a  choice  of  five  auto¬ 
mobiles  each  week  or  $2,500  in 
cash  as  the  top.  Both  chains 
insisted  the  promotion  was  “not 
a  contest”.  All  shoppers  have  to 
do  is  to  register  each  time  they 
visit  a  store.  Winners  are  being 
notified  by  mail. 

Choice  of  a  Buick,  Oldsmobile, 
Mercury,  Ford,  Chevrolet,  Pon¬ 
tiac  or  Plymouth  is  offered  by 
Finast  to  five  customers  each 
week,  or  they  can  take  $2,500 
in  cash. 

Mr.  Duane  said  78  newspa¬ 
pers  are  receiving  extra  linage 
to  advertise  the  give-away,  at  a 
total  cost  of  $100,000. 


series  of  “personality  ads”  is 
now  avalilable  for  the  exclusive 
use  of  one  operator  in  each  city 
or  trading  area,  according  to 
Herbert  A.  Morse,  New  York 
promotion  consultant,  141  East 
44th  St.,  and  producer  of  the 
campaign. 

“We  have  long  known  the 
need  of  medium  and  small  oper¬ 
ators  for  institutional  ads  that 
really  sell,”  Mr.  Morse  said. 
“We  decided  to  produce  such  a 
campaign,  using  the  most  effec¬ 
tive  art  and  copy  available. 

The  new  campaign  is  planned 
to  give  advertisers  complete 
flexibility  in  integrating  these 
“personality  ads”  with  their  re¬ 
gular  program.  Mats  may  run 
as  separate  5-  or  6-column  ads. 


Strouse  Named 
On  Book  Group 


with  NEWS-IN-COLOR 


More  and  more  newspapers  are  unfurling 
editorial  color  on  their  pages  becouse  of 
NEA's  NEWS  IN-COLOR  program.  This 
progressive  service  provides  matted  color 
pictures,  drawings,  maps  and  pictorial 
features  on  important  news  events,  per¬ 
sonalities,  sports,  fashions.  NEWS-IN¬ 
COLOR  signals  tomorrow — today  ...  in 
the  NEA  Full  Service. 


NEA  SERVICE  INC. 

1200  IFcsf  Third  Street  Cleveland  13,  Ohio 


Food  Stores  Plan 
A  ^Spectacular^ 


IS  etc  Super  Market  Ads 
Sell  Store,  ISot  Price 


A  new  newspaper  mat  cam¬ 
paign  is  being  offered  super 
market  operators  who  wish  to 
sell  the  distinctive  personalities 
of  their  stores  rather  than  de¬ 
pend  on  price  alone.  The  first 


Chicago 

More  than  100,000  independ¬ 
ent  food  stores  across  the  coun¬ 
try  will  receive  in  August  kits 
of  promotional  material  to  tie-in 
with  the  national  “Food  Store 
Spectacular,”  including  local 
newspaper  advertising. 

Co-sponsored  by  the  National 
Association  of  Retail  Grocers 
and  the  Saturday  Evening  Post, 
the  event  will  feature  national 
brand  merchandise.  Sept.  12  to 
21.  The  “Food  Store  Spectacu¬ 
lar”  will  feature  twin  themes: 
“Miracle  Meals”  and  “Miracle 
Marketing.”  The  Sept.  14  issue 
of  the  Post  will  have  a  “Spec¬ 
tacular”  section  with  special 
product  advertising.  Retailers 
are  being  urged  to  localize  the 
promotion  through  newspaper 
ads  in  their  own  communities. 


Norman  H.  Strouse,  presi¬ 
dent,  J.  Walter  Thompson  Co., 
has  been  appointed  to  the  steer¬ 
ing  committee  for  National 
Library  Week,  a  campaign  to 
expand  reading  in  America 
sponsored  by  the  National  Book 
Committee  in  cooperation  with 
the  American  Library  Associa¬ 
tion. 

The  official  theme  of  the 
campaign  is  “Wake  Up  and 
Read!”  It  is  designed  to  focus 
public  attention  on  the  import¬ 
ance  of  reading  in  our  lives  and 
the  value  of  libraries  of  all 
kinds,  from  the  home  library 
to  the  public  library. 

Publishers  of  magazines, 
newspapers  and  books  are  co¬ 
operating  in  the  program  which 
will  be  climaxed  by  the  cele¬ 
bration  of  the  first  National  Li¬ 
brary  Week,  March  16-22,  1958. 

Gilbert  Chapman,  president 
of  Yale  &  Towne  Manufactur¬ 
ing  Co.,  is  chairman  of  the  Na¬ 
tional  Book  Committee,  a  non¬ 
profit  organization  devoted  to 
the  wider  and  wiser  use  of 
books.  Harold  Guinzberg,  presi¬ 
dent  of  Viking  Press,  is  chair¬ 
man  of  the  steering  committee 
for  National  Library  Week. 

John  S.  Bobling,  former  di¬ 
rector  of  advertising  and  pro¬ 
motion  for  McCall  Corpora¬ 
tion’s  Pattern  Division,  is  in 
charge  of  public  relations  for 
the  National  Book  Committee 
and  will  direct  National  Li¬ 
brary  Week. 


13.8%  Linage  Cain 


The  European  Edition  of  the 
A’eto  York  Heerald  Tribune  an¬ 
nounces  a  13.8%  gain  in  adver¬ 
tising  linage  from  U.  S.  com¬ 
panies  for  the  first  six  months 
of  this  year. 


Save  Time . .  Labor . .  Space 

RIMELT 

FURNACE 


Beer  Ads  Gain  Spot 
In  League  Standing 

Minneapolis 


Eighteen  member  newspapers 
of  the  Northwest  Daily  Press 
Association  are  accepting  Grain 
Belt  beer  (Minneapolis  Brewing 
Co.)  ads  to  be  inserted  in  the 
baseball  league  standings. 

The  three  one-inch  ads  appear 
daily  in  the  standings  to  run 
five  days  a  week  through  the 
end  of  the  current  baseball  sea¬ 
son.  Copy  for  the  Grain  Belt 
schedule,  done  in  cartoon  style, 
was  prepared  by  Knox  Reeves 
Advertising,  Inc. 

“The  basic  idea  from  which 
our  variation  was  developed  was 
used  by  Miller  Brewing  Com¬ 
pany  in  Milwaukee  three  years 
ago,”  explained  Ray  C.  Rode, 
executive  secretary  of  North¬ 
west  Daily  Press  Association. 
“The  Miller  series  consisted  of 
an  ad  layout  into  which  the 
baseball  standings  were  incor¬ 
porated. 


L 


EDITOR  ec  PUBLISHER  for  August  3,  1957 


20 


AD  A(;ENCIES 


Mr.  Willis  de- 


Grocery  Account  Agencies 
Face  Searching  Analysis 


.\dvertising:  agencies  with 

grocery  i>roduct  accounts  face  a 
more  searching  evaluation  of 
their  creative  and  marketing 
services  then  they  have  experi¬ 
enced  at  any  time  in  the  last  l.'i 
years,  accoiding  to  Paul  S.  Wil¬ 
lis,  president.  Grocery  Manufac¬ 
turers  of  America,  Inc. 

The  reason  is  that  the  chief 
executives  of  many  grocery 
manufacturing  companies  are 
taking  over  direct  supei  vision  of 
marketing  activities. 

Since  the  early  1940’s,  these 
top  men  have  been  primarily 
concerned  with  increasing  the 
efficiency  and  caj)acity  of  their 
production  facilities.  These  ef¬ 
forts  have  been  successful,  and 
output  has  grown  tremendously. 
.\s  a  result,  today’s  major  prob¬ 
lem  now  is  to  dispose  profitably 
of  the  larger  production,  and  the 
same  men  are  now  turning  their 
attention  to  the  marketing  side 
of  the  business. 

‘‘Management  sees  marketing 
costs  rising  constantly,”  Mr. 
Willis  observes,  ‘‘But  competi¬ 
tion  in  the  food  industry  is  so 


SELF-STARTER  SALESMAN 

for  southeastern  territory 


Needed  at  once  ...  .4  high 
caliber  man  who  can  sell  a 
combination,  tangible  and  in¬ 
tangible,  advertising  sales 
system  to  newspapers.  The 
most  outstanding  product  in 
the  field,  new  enough  to  have 
tremendous  appeal,  yet  wide¬ 
ly  enough  used  that  pioneer¬ 
ing  is  largely  done.  Accept¬ 
ance  is  very  gratifying.  It 
takes  a  top-notch  man  to 
handle  as  it  involves  not 
only  the  initial  sale  but  also 
conducting  staff  meetings. 
High  rate  of  renewals  guar¬ 
antees  that  your  income  will 
constantly  increase.  Remu¬ 
neration  is  on  the  basis  of 
substantial  draw  against  high 
commissions.  Join  our  team 
and  you’ll  never  be  .  .  .  just 
another  employee.  Field 
training  provided.  A  strong 
desire  to  build  a  permanent 
sales  career  is  essential.  A 
good  car  and  travel  are 
necessary.  Qualified  appli¬ 
cants,  based  on  complete 
resume,  will  be  interviewed 
at  our  expense. 


MULTI-AD  SERVICES,  INC. 

100  Walnut,  Peoria,  Illinois 


severe  that  the  higher  costs  can 
not  be  added  to  selling  prices. 
Different  ways  must  be  found  to 
offset  them. 

‘‘The  best  hoi)e  seems  to  lie  in 
improving  the  efficiency  and  re¬ 
productivity  of  three  marketing 
areas:  The  sales  force,  the 
transportation  and  distribution 
job,  and  the  advertising  and  pro¬ 
motion  department,”  he  says. 

Thus,  the  marketing  contribu¬ 
tions  of  advertising  agencies 
will  be  coming  under  the  close 
critical  scrutiny  of  the  execu¬ 
tives  directly  responsible  for  the 
profitable  operation  of  their 
comi)anies.  ‘‘These  men  will  ex¬ 
pect  the  same  efficiency  in  the 
marketing  field  that  they  have 
achieved  in  production,”  Mr. 
Willis  as.serts. 

He  points  out  that  grocery 
product  manufacturers  are  now 
budgeting  more  than  $1  billion 
a  year  for  advertising.  ‘‘Man¬ 
agement  will  demand  that  this 
record  amount  be  used  with  the 
utmost  selectivity  and,  whenever 
possible,  flexibility,”  the  food  in¬ 
dustry  spokesman  says. 

‘‘Competition  for  consumer 
and  trade  franchises  has  never 
been  keener.  Constant  introduc¬ 
tion  of  new  and  improved  prod¬ 
ucts  is  giving  consumers  the 
widest  choice  of  merchandise  in 
history.  At  the  same  time,  it  is 
placing  a  tremendous  strain  on 
available  shelf  space  in  food 
stores.  Getting  adequate  distri¬ 
bution  is  becoming  more  difficult 
daily. 

‘‘Under  these  conditions,  the 
chief  executives  will  expect  their 
advertising  agencies  to  provide 
a  greater  amount  of  meaningful 
assistance  on  the  total  market¬ 


ing  problem,' 
dares. 

“Creating  consumer  demand 
through  wise  placement  of  effec¬ 
tive  advertising  will  always  be 
the  agencies’  principal  job,”  he 
asserts.  “But  now  they  must  also 
be  prepared  to  help  their  clients 
in  competitive  selling  situations 
within  the  grocery  trade.  This 
means  that  they  must  be  more 
aware  than  ever  of  the  implica¬ 
tions  of  intra-industry  develop¬ 
ments  and  trends,”  he  said. 

“Management  will  probably 
want  to  know  exactly  how  much 
money  the  advertising  agency  is 
spending  to  handle  their  com¬ 
pany’s  account,”  Mr.  Willis  pre¬ 
dicts.  “If  the  agency’s  commis¬ 
sions  on  the  account  are  out  of 
line  with  its  expenses,  manage¬ 
ment  may  feel  entitled  to  addi¬ 
tional  service.” 


will  handle  advertising  for  the 
manufacturing  division.  In  addi¬ 
tion  it  will  serve  the  following 
operation  divisions:  Atlanta, 
Cincinnati,  Columbus,  Dayton, 
Little  Rock.  Louisville,  Mem¬ 
phis,  Na.shv  lie,  Roanoke,  Wichi¬ 
ta,  St.  Louis,  Kansas  City  and 
Carbondale. 


Harry  B.  Cohen  Now 
Cohen  &  Aleshire 


Kroger  Co.  Appoints 


Harry  B.  Cohen,  founder  and 
until  now  president,  of  the 
Harry  B.  Cohen  Advertising 
Company,  Inc.,  marked  the  10th 
anniversary  of  the  agency’s 
existence  last  week  by  an¬ 
nouncing  executive  changes  and 
a  change  in  the  firm  name. 
Hereafter  the  company  will  be 
known  as  Cohen  &  Aleshire,  Inc. 

Edward  Aleshire,  executive 
vice  president  and  creative 


director  of  the  agency  since  its 
2  Agencies  on  Account  beginning  in  1947,  will  become 

pi-esident,  relieving  Mr.  Cohen 
of  supervision  of  the  firm’s  in¬ 
ternal  operations.  Mr.  Cohen 
assumes  chairmanship  of  the 
board,  a  move  which  will  enable 
him  to  devote  an  increasing 
amount  of  his  time  to  client  con¬ 
tact  and  marketing  and  mer¬ 
chandising  problems  of  the 
agency’s  clients. 


Appointment  of  two  national 
advertising  agencies  to  handle 
the  account  of  the  Kroger  Co., 
21-state  retail  food  store  chain, 
was  announced  last  week.  They 
are:  Campbell-Ewald  Co.,  De¬ 


troit,  and  Campbell-Mithun,  Inc., 
Minneapolis. 

Twenty-three  Kroger  oper¬ 
ating  divisions  and  the  com¬ 
pany’s  manufacturing  division 
will  be  divided  between  the  two 
agencies.  The  advertising  firms 
will  work  with  the  divisions  on 
all  types  of  media,  including 
newspaper,  radio  and  television, 
beginning  Oct.  7. 

Henry  G.  Little,  Campbell- 
Ewald  president,  reported  his 
company  has  the  advertising 
assignment  for  the  following 
Kroger  divisions:  Charleston, 
Chicago,  Cleveland,  Detroit,  Fort 
Wayne,  Grand  Rapids,  India¬ 
napolis,  Madison,  Peoria  and 
Toledo. 

Ray  Mithun,  Campbell-Mithun 
president,  said  his  agency,  which 
has  been  serving  Kroger’s  St. 
Louis  division  for  the  last  year. 


Direct  Mail  firm 
Offers  15%  Coni  mission 

Announcement  of  a  lo%  com¬ 
mission  payable  to  advertising 
agencies  on  direct  mail  services 
offered  by  his  organization  has 
been  made  by  Jack  Hecht,  ptesi- 
dent  of  Western  Empire  Direct 
Advertising  Company.  Said  Mr. 
Hecht:  “This  is  the  Hrst  time— 
as  far  as  we  know — that  any¬ 
one  in  the  direct  advertising 
field  has  offered  agency  com¬ 
missions  on  mail  services  such 
a.s  couponing,  sampling,  premi¬ 
ums,  contests,  occupant  mail¬ 
ing  and  refund  offers. 


Everything  in  Baltimore 
revolves  around 


Wine 

eVA 


Wine  Co.  .Appoint!^ 

The  Cresta  Blanca 
Company,  Division  of 
Company,  has  announced  the 
appointment  of  Foote,  Cone  & 
Belding,  San  Francisco,  as  its 
advertising  agency,  effective  im¬ 
mediately.  The  appointment 
marks  the  consolidation  of  all 
eVA  products  within  one 
agency.  Foote,  Cone  &  Belding’s 
San  Francisco  office  has  handled 
the  advertising  for  CVA’s  Roma 
wines  for  some  seven  years. 
Management  responsibility  for 
the  advertising  of  all  CVA  prod¬ 
ucts  was  consolidated  earlier 
this  year  under  Ken  Pearson, 
advertising  director. 
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Diamond  Jewelry  by 
J.  B.  Hudson  Co. 
Minneapolis  ’ 


\  Now  only  the 

/largest  U.S.  cities*  have 
newspapers  with  more 
circulation  than  the 

^  Minneapolis  Snnday  Tribune 


625,000 

In  Minnesota,  North  and  South  Dakota,  western  Wisconsin 


*New  York  •  Chicago  •  Los  Angeles  •  Philadelphia 


Minneapolis  Star  Tribune 

J  •  EVENING  morning  and  SUNDAY 

625,000  SUNDAY  •  495,000  DAILY 

JOHN  COWLES,  Prttidenl 


editor  &  PUBLISHER  for  August  3,  1957 


Wis.  Paper 
Issues  10th 
Annual  Study 

Appleton,  Wis. 

The  Appleton  Post-Crescent 
has  released  its  Tenth  Annual 
Consumer  Buying  Habit  Study 
of  the  Appleton,  Neenah-Men- 
asha,  Wisconsin,  City  Zone.  This 
marks  ten  continuous  years  of 
consumer  research  for  the  news¬ 
paper,  a  goal  reached  by  few' 
newspapers  published  in  com¬ 
munities  other  than  major  met¬ 
ropolitan  areas. 

When  the  Post-Crescent  pro¬ 
duced  its  first  study  in  1948  it 
was  regarded  skeptically  by 
many,  but  over  the  years  has 
proven  itself  to  be  the  most  ef¬ 
fective  sales  tool  the  new'spaper 
has  had  at  the  regional  and  na¬ 
tional  levels.  Since  its  inception, 
the  Post-Ci'escent  has  moved 
from  16th  in  the  .state  in  na¬ 
tional  linage  to  fifth,  and  is  sec¬ 
ond  in  total  linage  among  all 
Wisconsin  evening  and  morning 
dailies. 

Like  other  studies  of  this 
kind,  the  report  covers  buying 
habits  and  brand  distribution 
for  food  and  grocery  products, 
drugs,  toiletries  and  cosmetics, 
liquor,  wine  and  beer,  soaps  and 
cleansers,  cigarettes,  appliance 
and  television  set  owmership,  au¬ 
tomobile  ow'nership,  gasoline  and 
fuel  oil  preference,  shopping  and 
reading  habits,  and  family  and 
housing  statistics. 

BOAT  NOTES^ 

Three  preat  newspapers,  Miami 
Herald,  New  Orleans  Times- 
Picayim:,  and  Toledo  Blade  are 
regular  users  of  “Boating  Brief.” 

Look  for  greater  use  of  news¬ 
paper  linage  by  national  adver¬ 
tisers  of  boats  and  equipment. 
The  market  is  becoming  highly 
competitive.  .Agencies  will  seek 
papers  with  regular  boating 
pages. 

“Deep  in  the  Heart  of  Texas” 
“Boating  Brief”  is  a  regular  fea¬ 
ture  in  Tbe  Taylor  Press. 

“Your  Boat  and  Mine”  cruises 
the  Pacific  Coast  in  The  Vic¬ 
toria  Times,  British  Columbian, 
Aberdeen  World,  Longview 
News,  Los  Gatos  Times- 
Observer,  Roseville  Press-Trib¬ 
une,  San  Francisco  Chronicle, 
and  Santa  Monica  Outlook. 


.Samples  and  rates  of  our  “bet¬ 
ter  boating  features”  on  request. 

BOATING  FEATURES 

Syndicate 

9  Murray  St.,  New  York  7,  N.  Y. 


For  most  product  classifica¬ 
tions  five  year  comparisons  are 
published,  and  ten  year  trends 
are  available  upon  request.  The 
study  is  made  by  the  direct  in¬ 
terview  method  among  1200  Fox 
Cities’  (Appleton,  Neenah-Men- 
asha  City  Zone  area)  house¬ 
wives. 

Copies  of  this  report  of  Wis¬ 
consin’s  third  largest  market  can 
be  secured  by  writing  to  Ken¬ 
neth  E.  Davis,  manager,  general 
advertising  of  the  Post-Crescent. 


N.Y\  Mirror  Survey 
Covers  Wide  Field 

Richard  Manville  Research, 
New  York,  has  just  completed 
a  study,  “Daily  Newspaper 
Readers:  Their  Characteristics 
and  Product  Usage,’’  for  the 
New  York  Mirror. 

The  study,  running  263  pages, 
provides  information  about  the 
audiences  of  daily  and  Sunday 
newspapers  in  the  New  York 
metropolitan  area.  For  each  of 
the  newspapers  studied,  the  re¬ 
port  shows  reader  breakdowns 
by: 

Population  characteristics, 
such  as  age,  sex,  education,  oc¬ 
cupation,  and  family  income; 
automobile  ownership;  product 
usagre;  and  principal  family 
food  shoppers,  along  with  the 
volume  of  selected  products 
which  they  reported  having 
purchased. 


ANA  Sets  Fall  Meet 

Donald  Cady,  vicepresident, 
charge  of  advertising  and  mer¬ 
chandising,  The  Nestle  Com¬ 
pany,  Inc.,  has  been  appointed 
chairman  of  the  program  com¬ 
mittee  for  the  48th  Annual 
Meeting  of  the  Association  of 
National  Advertisers.  The  meet¬ 
ing  will  be  held  Oct.  28-30  at 
the  Chalfonte-Haddon  Hall,  At¬ 
lantic  City,  N.  J. 


‘LBE^ 

{Continued  from  page  17) 

available  for  use;  2)  Dealers 
were  apathetic  to  tie-in  adver¬ 
tising.” 

Two-thirds  of  the  newspapers 
requested  mats  for  all  categor¬ 
ies  and  nearly  all  requested 
mats  for  banks,  dealers  and 
builders. 

W’hen  AP&L  asked  the  news¬ 
papers  for  specific  suggestions 
or  ideas  for  improving  AP&L 
tie-in  advertising,  answers  fell 
into  three  areas:  1)  Provide 
dealers  with  adequate  number 
of  mats;  2)  Supply  mats  of 
correct  column  width;  and  3) 
Help  is  needed  from  AP&L  in 
educating  dealers  on  import¬ 
ance  of  advertising. 

Two  or  three  newspapers 
felt  that  follow-ups  should  not 
have  followed  the  LBE  section 
so  soon. 

Results 

N  e  w  s  p  a  p  er  participation 
broke  all  records  for  this  type 
of  promotion,  according  to 
AP&L.  A  total  of  83  papers, 
including  weeklies,  used  the 
promotion.  Analysis  of  the 
LBE  sections  shows  the  follow¬ 
ing  results: 

AP&L  purchased  145,684 
lines  of  advertising;  Newspa¬ 
pers  sold  241,010  lines  to  deal¬ 
ers;  Total  ad  linage  hit  386,694 
with  revenue  totaling  about 
$19,234;  Newspapers  carried  a 
total  of  62,328  lines  of  tie-in 
editorial  material  and  published 
202  pictures  from  mats  supplied 
by  AP&L;  and  17  papers  used 
all  or  part  of  the  LBE  mat  art 
furnished  by  the  electric  utility. 

,AP&L  Exhibit 

To  demonstrate  the  success 
of  its  newspaper  campaign, 
AP&L  adapted  a  LBE  appli¬ 
ance  display  into  a  special  ex¬ 
hibit  for  the  summer  meeting 


of  the  Arkansas  Press  Associa- 
tion.  A  bound  volume  of  all 
participating  newspapers  efforts 
was  displayed  along  with  total 
linage,  revenue  and  sales  (see 
cut  page  17). 

.Magazine  Ads 

To  bring  the  electrical  living 
concept  “closer  to  the  market 
place”  the  LBE  consumer  ad 
program  this  fall  will  feature 
two  ads  in  Satevepost,  Life 
and  Better  Homes  &  Garden, 
for  a  total  of  six  insertions.  In 
addition  to  the  regular  LBE 
ad  schedule,  leading  publica¬ 
tions  such  as  Parents,  Atnerican 
Weekly  and  House  &  Garden 
are  planning  special  electrical 
living  editorial  sections.  These, 
too,  will  offer  tie-in  opportuni¬ 
ties  both  for  national  advertis¬ 
ing  and  local  merchandising. 
LBE  will  receive  mention  on 
various  fall  network  TV  pro¬ 
grams. 

In  addition  to  consumer  and 
trade  advertising,  publicity  and 
merchandising  kits,  two  LBE 
full-color  motion  pictures  also 
will  be  made  available  for 
showing  by  local  trade  allies 
to  women’s  service  clubs,  civic 
and  social  organizations. 


production  •  quality  •  flexibility  •  dependability 


Wine  Board’s 
Program  Told 

San  Francisco 
A  multi  -  media  program 
promoting  California  wines  on 
an  industry  basis  was  an¬ 
nounced  this  week  by  the  Wine 
Advisory  Board.  Expenditures 
within  12  months  will  approxi¬ 
mate  $1,000,000. 

This  fund,  expended  nation¬ 
wide,  will  augment  brand  ad¬ 
vertising  by  individual  winer¬ 
ies  and  bottlers.  Expenditures 

by  Dec.  31  will  total  $490,000 
with  advertising  stress  on  Na¬ 
tional  Wine  Week,  Oct.  12-19. 
Newspapers,  trade  publica- 
I  tions,  medical  journals,  na- 
;  tional  consumer  magazines, 
television  and  radio  will  share 
in  the  July- December  portion 
of  the  campaign.  Seven  maga¬ 
zines  will  be  used  in  that  period. 

Specific  schedules  have  not 
yet  been  determined  for  th® 
first  six  months  of  1958,  it  is 
announced.  Expenditures  in  that 
period  also  will  total  $490,000. 
Roy  A.  Durstine,  Inc.,  is  plac¬ 
ing  the  WAB  advertising. 


‘Good  Housekeep’  Lines 

A  special  “GSood  Housekeep¬ 
ing”  section  published  by  the 
Peoria  (Ill.)  Jotimal  Star  car¬ 
ried  28,700  lines  of  advertising. 
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IT  TAKES  A 

FORT  WORTH  NEWSPAPER 

t 

TO  SELL  THE 

FORT  WORTH  MARKET 


It  takes  a  Fort  Worth  newspaper  to  sell  the  Fort  Worth  market. 
Newspapers  published,  in  cities  other  than  Fort  Worth  do  not 
penetrate  the  Fort  Worth  market  with  ample  coverage  to  be  con¬ 
sidered  merchandisable.  The  Fort  Worth  Star-Telegram  combined 
daily  and  Sunday  influences  virtually  every  home  in  the  metro¬ 
politan  area,  and  reaches  over  20%  of  the  families  in  48  counties 
combined  daily,  and  20%  or  more  in  55  counties  on  Sunday. 


Fort  Worth 


AMON  G.  CARTER,  Jr.,  Prmsident  and  National  Advertising 


LARGEST  COMBINED  DAILY  CIRCULATION  IN  TEXAS 


without  the  use  of  schemes,  premiums  or  contests 
"Just  a  good  nowspaper" 
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1*K  KOLNDLP 

PR  Men  Praise  Handling 
Of  News  Copy  By  Papers 

Ity  N  irior  J.  Danilov 

Manager  of  Public  Relations,  Illinois  Institute  of  Technology 


Most  of  the  comments,  natui’- 
ally,  were  favorable  about  the 
trend.  Personally,  I  think  it  is 
a  sad  commentary  on  the  status 
of  our  press  if  true.  A  certain 
amount  of  cooperation,  of 
course,  is  necessary.  But  it  is  an 
unhealthy  situation  when  a 
news|)aper  must  depend  on  pub¬ 
lic  relations  representatives  — 
no  matter  how  honest  —  as  a 
regular  diet. 


How  do  public  lelations  i)eo- 
ple  feel  about  the  tieatment 
they  receive  from  the  newspa¬ 
pers? 

To  find  the 
answer,  I  con¬ 
ducted  a  limited 
survey  among 
some  of  the  na¬ 
tion’s  leading 
practitioners  in 
industry,  busi¬ 
ness, agriculture, 
education,  and 
other  fields. 

The  returns 
were  highly  complimentary  — 
perhaps  even  too  flattering  for 
the  newspapers’  own  good. 

Of  the  20  replies,  all  but  two 
said  newspapers  were  doing  a 
"good”  or  “excellent”  job  han¬ 
dling  news  from  their  organi¬ 
zations.  The  two  exceptions 
rated  the  coverage  only  “fair.” 

(General  .Attitude 

The  geneial  attitude  toward 
newspapers  in  the  i-andom  sam- 
l)ling  can  be  expressed  in  the 
words  of  J.  P.  Reinhold,  assi.st- 
ant  to  the  piesident,  Santa  Fe 
Railway: 

"They  are  impartial,  fair,  and 
accurate  in  their  treatment.” 

A  number  of  public  relations 
men  agreed  with  George  B.  Vi¬ 
dal,  national  publicity  director 
for  Sears,  Roebuck  and  Com¬ 
pany,  who  said,  “Whenever  w’e 
run  into  trouble  it  usually  is  the 
lesult  of  one  of  our  people  fail¬ 
ing  to  follow  accepted  press  re¬ 
lations  j)ractices.” 

When  asked  what  they  liked 


Danilov 


We  ran  it  up  the  flagpole  to  i 
it  anyone  would  salute  it  .  . 


THEY  DID! 


NEW  ORLEANS  ITEM 

Louisiana's  Largest  Evening  Newspaper 


about  the  way  newspapers  han¬ 
dle  their  news,  more  than  three- 
fourths  of  the  public  relations 
representatives  cited  the  papers’ 
objectivity  and  or  accuracy. 

Nathan  E.  Jacobs,  president 
of  Bozell  and  Jacobs,  Inc.,  said 
his  agency  received  “splendid 
cooperation,”  pointing  out  that 
“news  is  printed  when  it  is 
news.” 

The  increasing  use  of  special¬ 
ized  editois  or  writers  also 
came  in  for  praise  from  Robert 
W.  Emerick,  director  of  public 
lelations  for  GM’s  Pontiac  Mo¬ 
tor  Division,  and  Alex  Dworkin, 
PR  head  at  Michael  Reese  Med¬ 
ical  Center  in  Chicago. 

‘Two-way  Street’ 

“Communication  with  medical 
institutions  must  be  a  two-way 
street,”  Mr.  Dworkin  added. 
“Newspapers  used  to  complain 
about  the  lack  of  competent  peo¬ 
ple  in  institutions  to  answer  in¬ 
quiries.  We  are  working  toward 
solution  of  this  problem.  It  now 
is  incumbent  on  the  press  to 
supply  equally  competent  peo¬ 
ple  who  know  what  to  ask  and 
why;  understand  libel  laws;  ap¬ 
preciate  that  institutions,  like 
newspapers,  are  working  for 
the  public  good.” 

The  growing  reliance  of  news¬ 
papers  upon  public  relations 
staffs  was  noted  in  some  of  the 
replies.  About  one-third  of  the 
answers  told  of  the  increasing 
acceptance  of  handouts,  clear¬ 
ance  of  press  inquiries  through 
public  relations,  and  consulta¬ 
tion  with  PR  representatives  be¬ 
fore  printing  a  story. 


Mixed  Feelings 

One  of  tho.se  who  had  mixed 
feelings  on  the  subject  was  Mor¬ 
ris  B.  Rotman,  president  of 
Hai'she-Rotman,  Inc.  He  said  he 
w’as  sorry  to  see  “the  increased 
use  of  public  lelations  assist¬ 
ance”;  at  the  same  time,  he  re- 
greted  “the  frequent  by-passing 
of  PR  people.” 

Mr.  Rotman  clarified  his  posi¬ 
tion  by  saying  that  frequent  by¬ 
passing  “undermines  PR  per¬ 
sonnel  in  the  eyes  of  the  em¬ 
ployer  or  client,  ultimately  mak¬ 
ing  it  more  difficult  for  the 
press  to  get  news.” 

Most  of  the  others  replying  to 
the  questionnaire  were  more 
cautious  in  answering  the  ques¬ 
tion,  “What  do  you  dislike  about 
the  way  newspapers  handle  your 
news?” 

Of  the  20  participating  in  the 
survey,  five  failed  to  ans\ver  the 
question  and  four  had  no  com¬ 
plaint.  Nearly  all  of  the  other 
replies  were  of  a  routine  na¬ 
ture,  dealing  with  errors  in  re¬ 
writing  releases,  delays  in  print¬ 
ing  stories,  assignment  of  inex¬ 
perienced  reporters,  and  the  ig¬ 
noring  of  release  times. 

‘Babbitts’ 

John  L.  McGehee,  public  re¬ 
lations  director  for  Kiwanis  In¬ 
ternational,  told  of  being 
“plagued  with  the  old-fashioned 
idea  that  all  service  club  mem¬ 
bers  are  ‘Babbitts’.” 

“Occasionally  we  get  some 
‘young  intellectual’  who  pooh- 
poohs  all  service  clubs  and  their 
activities  as  the  aimless  efforts 
of  ineffectual  ‘dogooders’.  Inter¬ 
estingly,  the  old  hands,  the  guys 


Are  you  going  to  11-ems  or  9-columns?  If  so,  notv  is  the 
best  time  to  change  to 

ALUMINUM  STEREOTYPE  CHASES 

The  Dural  Aluminum  Chase  is  the  most  popular  and  finest 
Stereotype  Chase  on  the  market!  There  are  now  more  than 
100  exclusively  aluminum  chase  installations  in  the  United 
States  ami  Canada.  If  you  will  trade  in  aU_  of  your  steel 
chases,  we  will  give  you  a  liberal  trade-in  allowance  on  the 
purchase  of  an  equal  number  of  Durals.  Wire,  phone  or 
write  today  to 


BEARD  NEWSPRINT 

&  WAREHOUSE  CO  .  INC. 

8761  FULTON  ST.  DETROIT  9,  MICH 


who  should  be  cynics  as  rejwr- 
ters,  are  the  most  sympathetic 
and  cooperative.” 

The  most  serious  complaint 
concerned  the  news-advertising 
tie-in  that  seems  prevalent  on 
some  newspapers. 

Emerick  of  the  Pontiac  Motor 
Division  criticized  newspapers 
that  channeled  all  PR  copy  — 
regardless  of  its  newsworthiness 
—  through  the  advertising  de¬ 
partment. 

He  as.sailed  the  practice  of 
having  “combination  men  who 
sell  advertising  and  have  a 
writer  ghost  a  column  for 
them.” 

Clubbing  Tactics 

Stephen  E.  Korsen,  assistant 
director  of  public  relations  for 
the  Borden  Company,  pointed  to 
cases  where  editors  have  openly 
offered  to  exchange  news  space 
for  advertising.  He  quoted  from 
a  letter  which  read: 

“In  this  morning’s  mail  we 
received  a  packet  of  publicity 
material  and  photographs.  .  .  . 
While  we  appreciate  receiving 
this  material,  it  is  our  policy 
not  to  publicize  products  other 
than  those  of  our  advertisers... 

“We  make  every  effort  to  co¬ 
operate  with  our  advertisers, 
and  will  he  happy  to  try  to  work 
your  products  in  .  .  .  just  as 
soon  as  we  receive  an  advertis¬ 
ing  schedule.” 

Mr.  Korsen  said  editois  some¬ 
times  will  write,  complaining 
that  “w’e  advei’ti.se  in  their  com¬ 
petitor’s  newspaper  but  not 
theirs.”  This  usually  is  followed, 
he  added,  with  the  comment  that 
“should  w'e  choose  to  advertise 
with  them,  our  press  releases 
w’ould  be  welcome.” 

Most  of  these  letters  come 
from  newspapers  in  the  smaller 
communities,  some  in  areas  cov¬ 
ered  by  large  dailies,  according 
to  Korsen.  “We  realize  that  the 
competition  must  be  rough  in 
such  areas.  However,  we  ques¬ 
tion  whether  an  editor  ought  to 
sacrifice  his  ethics  even  then," 
he  asserted. 

Half  of  the  20  public  rela¬ 
tions  men  participating  in  the 
survey  believed  that  the  inser¬ 
tion  of  advertising  affects  the 
handling  of  news  in  some  news¬ 
papers.  Eight  others  felt  it  did 
not  make  a  difference,  and  two 
did  not  commit  themselves. 

Some  of  the  opinions  ex¬ 
pressed  follow: 

K.  W.  Haagensen,  director  of 
public  relations,  Allis-Chalmers 
Manufacturing  Company:  “B 
shouldn’t  make  a  difference. 
They  say  it  doesn’t.  But  we  are 
not  always  too  sure.” 

Bruce  Quisenberry,  public  re¬ 
lations  director.  Automatic  Elec¬ 
tric  Company:  “I  w'ould  like  to 
(Continued  on  page  32) 
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A  Knowing  Look 


Wi hen  Lockheed  wanted  to  watch  the  in-  flight 
behavior  oj  the  ftiant  skis  on  their  62  ton  C-13() 
Hercules  pro]}jet  —  they  used  an  IT&T  closed- 
circuit  TV  system  to  show  engineers  inside  the 
jdane  exactly  tchat  was  happening'. 

Closed-circuit  television  systems  developed  by 
International  Telej)lioJie  and  Telegraph  Corpora¬ 
tion  are  proving  to  be  valuable  tools  for  industry, 
inanagenient,  and  the  military. 

When  there’s  a  need  to  see,  you  can  use  the  eyes 


of  the  TV  camera  to  overcome  distance,  dust,  or 
hazardous  locations— even  to  jK-er  ijiside  a  boiler! 
It  takes  you  anywhere— and  sees  everything. 

This  is  another  major  contribution  in  visual 
telecommunication  and  electronic  controls  by  the 
creative  engineering  of  IT&T. 


IT^T 


INTERNATIONAL  TELEPHONE  AND  TELEGRAPH  CORPORATION,  67  Broad  Street,  New  York,  N.  Y. 

For  infornialiun  about  Clo'^nl-t^irciiil  Tt-lovi^ion  Syslonis  write  Irulii^trial  Products  Division  of  IT&T,  100  Kingsland  Hoad,  Clifton,  N.  J. 
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Yule  Gift  Section  Set 
For  American  Weekly 


A  special  eight-page  Chris- 
mas  gift  section  carrying  ads 
from  26  leading  manufacturers 
will  be  published  in  the  Dec.  1 
issue  of  the  American  Weekly. 

Entitled,  “26  Wonderful 
Ways  To  Solve  Your  Christmas 
Gift  Giving,”  the  section  will 
represent  the  combined  efforts 
of  the  26  advertisers,  McKes¬ 
son  &  Robbins,  drug  whole¬ 
saler,  and  the  American  Week¬ 
ly- 

Reasons  Why 

Front  page  of  the  section 
sells  the  consumer  on  reasons 
why  he  should  do  his  holiday 
shopping  at  his  neighborhood 


A  new 
periodical 
of  unusual 
interest 
to  editors 

Best  +  + 
Articles  + 

Stories -I- 

♦  *  ♦ 

Reprinting,  in  full,  superior  ar¬ 
ticles  and  stories  from  literary, 
scientific  and  industrial  journals 
not  circulated  on  the  newsstands. 
Contents  chosen  from  nomina¬ 
tions  of  magazines'  own  editors. 
Cover  small-circulation  quality 
magazines  from  A  to  Y.  A  in¬ 
cludes  American  Scholar,  AAUP 
Bulletin,  American  Editor,  Ari¬ 
zona  Quarterly — Y  is  for  Yale 
Review — between  them  range 
America's  leading  journals  of 
thought  and  opinion.  Charter 
subscribers  enrolled  now  receive 
Vol.  I  No.  1  in  October  1957.  By 
subscription  only,  ten  issues  an¬ 
nually,  $4.50  the  year,  check  or 
money  order  to  Best  Articles  & 
Stories,  Inc.,  1757  Devon  Lane, 
Bloomington,  Indiana,  U.S.A. 


drug  store.  It  tells  him  that  he 
will  see  featured  the  quality 
gift  items  of  the  26  manufac¬ 
turers  participating  in  this 
promotion.  It  also  intrigues  the 
consumer  wdth  an  opportunity 
to  walk  away  with  a  novel 
Sylvania  “Phone-Radio” — free. 
This  unique  offer  is  designed 
to  build  store  traffic. 

In  coordinating  this  Chistmas 
promotion,  McKesson  &  Rob¬ 
bins  will  make  available  to  the 
participating  drug  stores  an 
unusual  window  display  piece 
incorporating  both  light  and 
motion.  The  display  piece  ac¬ 
tually  identifies  the  outlet  as  a 
“Merry  Christmas  Drug  Store” 
— headquai-ters  for  gift  items — 
and  ties  the  druggist  in  with 
the  ads  in  the  American  Week¬ 
ly. 

In  addition  to  this  national 
advertising,  big  space  news¬ 
paper  copy  spotlighting  the 
Merry  Christmas  Drug  Stores 
will  appear  in  many  major 
cities  throughout  the  country. 
The  program  has  been  designed 
to  deliver  tremendous  local  im¬ 
pact,  to  provide  the  druggist 
with  powerful  direct  sales  sup¬ 
port. 

Reprints 

Participating  outlets  are  get¬ 
ting  a  kit  of  point-of-sale  mat¬ 
erial  which  calls  attention  to 
the  druggists’  Christmas  spe¬ 
cials  in  general  and  the  partici- 
nating  advertisers’  items  in  par¬ 
ticular.  They  are  also  being 
supplied  with  reprints  of  the 
Gift  Section  from  the  American 
Weekly  in  self-mailer  form 
for  purposes  of  local  distribu¬ 
tion. 

• 

Supplements  to  Plug 
‘Harper’s  Bazaar’ 

Eleven  newspapers  will  run 
fall  fashion  supplements  with 
editorial  content  based  on  the 
theme — “Fashion  on  a  New 
Wave  Length  .  .  .  The  Harper’s 
Bazaar  Look.” 

Papers  participating  in  this 
promotion  are:  the  Albany 
(N.Y.)  Times-lJvion,  the  Balti¬ 
more  (Md.)  News-Post,  the 
Boston  (Mass.)  Globe,  the  Char¬ 
lotte  (N.C.)  Observer,  the  Dal¬ 
las  (Tex.)  Times -Herald,  the 
Detroit  (Mich.)  Times,  the 
Jackson  (Miss.)  State  Times, 
the  Miami  (Fla.)  Daily  News, 
the  New  Orleans  (La.)  States, 
the  New  York  Journal- Ameri¬ 
can,  the  San  Antonio  (Tex.) 
Light. 

The  Albany-Times  Union  will 


sponsor  a  fashion  show  for  the 
benefit  of  a  local  charity  in 
which  all  stores  will  participate. 
Merchandise  shown  will  be  from 
the  August  and  September  is¬ 
sues.  The  Show  will  be  under 
the  direction  of  Delana  Jeliff, 
fashion  editor. 

It  is  estimated  that  the  com¬ 
bined  circulation  of  the  11  sup¬ 
plements  will  be  four-and-a-half 
million. 

• 

Tidewater  Oil  Selects 
Advertising  Manager 

San  Francisco 

Fred  Wellmerling  has  been 
appointed  manager  of  advertis¬ 
ing  of  Tidewater  Oil  Company, 
according  to  an  announcement 
by  J.  Ronald  Getty,  adminis¬ 
trative  vicepresident  for  mar¬ 
keting. 

Mr.  Wellmerling  will  direct 
Tidewater’s  nationwide  adver¬ 
tising  program  from  his  head¬ 
quarters  in  San  Francisco. 

From  1946  to  1953,  Mr.  Well¬ 
merling  served  as  merchandis¬ 
ing  manager,  advertising  man¬ 
ager  and  then  assistant  sales 
manager  of  the  Carnation  Com¬ 
pany’s  milk  and  ice  cream  di¬ 
vision.  More  recently,  he  was 
national  sales  and  advertising 
manager  of  both  the  Tuxedo 
Candy  Company  and  the  Jell- 
Well  Dessert  Company. 

• 

Mercury  Names  Swan 
Ad  Dept.  Manager 

Harry  L,  Swan  has  been  ap¬ 
pointed  manager  of  the  adver¬ 
tising  department  of  Mercury 
Division.  He  comes  to  Mercury 
from  the  Ford  Division  adver¬ 
tising  department  where  he  has 
been  for  the  past  five  years.  Mr. 
Swan  joined  Ford  as  coordi¬ 
nator  of  cooperative  advertis¬ 
ing,  including  agency  and  dealer 
contact,  in  June,  1952.  From 
May,  1955  until  June,  1956,  he 
was  assistant  manager  of  the 
division’s  advertising  depart¬ 
ment.  He  then  served  as  truck 
advertising  coordinator. 

Previously  Mr.  Swan  had 
been  advertising  manager  and 
later  director  of  advertising  and 
merchandising  for  Willys-Over- 
land  Motors,  Inc. 

• 

Brnn^kill  Appoiiitetl 

Philip  J.  Brunskill  has  been 
appointed  assistant  to  the  man¬ 
ager  of  space  advertising  for 
United  Air  Lines.  He  will  head¬ 
quarter  in  Chicago.  Prior  to 
joining  United,  he  was  with  the 
Holden  Chapin  and  LaRue  ad¬ 
vertising  agency  in  Detroit. 


Changes  Made 
In  BNF  Contest 

The  10th  Annual  Brand  Name 
Retailer-of-the-Y  ear  Competi¬ 
tion,  announced  this  week  by 
Henry  E.  Abt,  president.  Brand 
Names  Foundation,  Inc.,  will  in¬ 
clude  two  new  categories.  The 
Food  Store  Classification,  it  was 
announced,  has  been  expanded  to 
include  a  new  classification, 
Food  Stores-Class  III.  This  is 
defined  as  ‘Cooperative’  and 
‘Voluntary’  Chains.  Any  group 
of  food  stores,  irrespective  of 
total  volume,  the  stores  of  which 
are  individually  owned  but  the 
advertising,  sales  promotion, 
merchandising  and  sales  train¬ 
ing  programs  of  which  are  pre¬ 
pared  in  common  for  use  by  all 
of  its  units.” 

The  Competition  also  includes, 
as  in  past  years.  Food  Stores- 
Class  I,  annual  sales  volume  of 
$15  million  or  more,  and  Food 
Stores-Class  II,  annual  sales  vol¬ 
ume  of  less  than  $15  million. 

The  second  category  being  ex¬ 
panded  in  the  new  competition 
is  the  Men’s  Wear  classifica¬ 
tion,  which  previously  included 
all  men’s  wear  stores,  irrespec¬ 
tive  of  volume.  Under  the  new 
classification.  Men’s  Wear-Class 
I  will  include  stores  with  an 
annual  sales  volume  of  $350,000 
or  more,  and  Men’s  Wear-Class 
II,  stores  with  an  annual  sales 
volume  of  less  than  that  amount 
*  *  * 

Brand  Names  Week-1958  will 
be  observed  April  13-19,  it  was 
announced  by  Thomas  F.  O’Neil, 
chairman  of  the  board,  RKO 
Teleradio  Pictures,  Inc.  and 
chairman  of  the  board  of  Brand 
Names  Foundation,  Inc.,  spon¬ 
sors  of  the  national  promotion. 

Manufacturers  of  branded 
products,  advertising  agencies 
and  media  will  join  forces  with 
the  nation’s  retailers  again  in 
1958  to  dramatize  the  advan¬ 
tages  of  brand  names  to  the 
consumer.  The  Week  is  climaxed 
by  a  Brand  Names  Day  Dinner, 
to  be  held  on  Wednesday,  April 
16,  in  the  Grand  Ballroom  of 
the  Waldorf-Astoria  in  New 
York  City. 

During  the  last  celebration, 
more  than  125,000  window  and 
in-store  displays  across  the  na¬ 
tion  were  tied-in  with  the  pro¬ 
motion  and  its  slogan,  “Brand 
Names  Make  it  Easy  for  You 
to  Buy  the  Best.”  Newspaper 
editorials,  news  and  feature 
stories  stressed  the  benefits  of 
the  brand  name  system.  Spot 
announcements  were  broadcast 
and  telecast  on  stations  in  more 
than  1,000  communities,  as  well  I 
as  on  major  networks.  j 
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Control  tower  says  “Scotch”  is  a  brand  name 
for  tape— don’t  forget  the  quotes! 


Plane  facts:  while  we  welcome  the  mention  of 
our  product  in  your  columns,  we  ask  that  you 
respect  our  registered  trademark.  If  it  is  impos¬ 
sible  for  you  to  use  the  full  name  correctly: 


“SCOTCH”  Brand  Cellophane  Tape— or 
“SCOTCH”  Brand  Masking  Tape,  etc.,  please 
just  say  cellophane  tape  or  masking  tape.  Thank 
you  for  your  cooperation. 


MINNESOTA  MINING  AND  *€^1  MANUFACTURING  COMPANY 


ST.  PAUL  6, 


MINNESOTA 
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Promotion  Men 
Pick  ^Bowser 
Contest  ’  Ads 

Winners  in  the  seven  divi¬ 
sions  in  the  “Bowser  Contest,” 
sponsored  by  the  National 
Board  of  Fire  Underwriters, 
were  announced  this  week. 
They  are: 

First  division  resulted  in  a 
tie  between  J.  H.  Donahue, 
Hitchcock  Insurance  Agency, 
Delevan,  N.  Y.,  and  E.  J. 
Johnson,  Burdick’s  Insurance 
Agency,  Smethport,  Pa.  Win¬ 
ners  in  the  remaining  six  div¬ 
isions  are:  Div.  2,  R.  C.  Roha, 
Gelvin,  Jackson  &  Starr,  Mead- 
ville.  Pa.;  Div.  3,  Bill  Garner, 
Johnson-Garner  Agency,  Enid, 
Okla. ;  Div.  4,  Cecil  Cleavenger, 
Cleavenger  &  Breen,  Ft.  Smith, 
Ark.;  Div.  5,  George  Guffin, 
Guffin  &  MacLennan,  Gary, 
Ind. ;  Div.  6,  Joseph  L.  Heyer, 
Rochester,  N.  Y.;  and  Div.  7, 
J.  I)  Roach,  The  Summer 
1956  Agency,  Inc,  Chicago,  Ill. 

•  Ad-  Prizes  are  pedigreed  puppies, 
s  to-  Winning  entires  were  judged 
lines  by;  George  E.  Wilt,  promotion 
ircu-  manager.  Editor  &  Publisher; 
cord-  Ivan  Veit,  promotion  director, 

•  New  York  Times;  and  Donald 
ginal  H.  Clark,  president.  Commerce 
,  and  Publishing  Co.,  St.  Louis,  Mo. 
lews-  'I'be  contest  was  conducted 
itives  during  the  past  months  for  the 
anted  purpose  of  encouraging  agents 

or  brokers  to  tie  in  at  the  local 
eport  level  with  NBFU’s  national  ad- 
1  the  vertising  program  which  broke 
last  October  with  a  series  of 
rgely  full-page  magazine  ads.  The 
eorge  national  ads  stressed  the  im- 
ector,  portance  of  the  independent 
agent  and  broker  in  his 
®  community,  and  featured  the 
picture  of  an  appealing  dog 
that  (bence  choice  of  prize). 

‘d  3  3  qualify  in  contest,  agents 

had  to  prepare  a  newspaper 
ad  or  series,  using  the  national 

-  illustrations  with  their  own 

text  run  in  their  local  news¬ 
papers.  Tearsheets  were  then 
mailed  to  the  NBFU. 


Bureau  Book 
Giles  Success 
Of  Dailies 


Nearly  all  major  classifica¬ 
tions  of  national  newspaper  ad¬ 
vertising  made  gains  last  year 
over  1955,  as  the  medium  hit  a 
new  all-time  high  of  $737,996,- 
000,  it  was  reported  by  the  Bur- 
of  Advertising,  ANPA,  in 


eau 

the  latest  in  its  annual  series, 

“Expenditures  of  National  Ad¬ 
vertisers  in  Newspapers:  1956.” 

Top  Classifications 

.\mong  the  classifications 
showing  substantial  gains  were: 
alcoholic  beverages,  up  10.8% ; 
groceries,  up  9.7%;  industrial, 
up  34.3%;  radio  and  television 
(newspaper  advertising  by  set 
manufactui’ers,  networks  and 
stations),  up  16.7%;  tobacco,  up 
32.8%. 

In  addition,  numerous  sub¬ 
classifications  increased  their 
newspaper  advertising  sharply, 
including:  liquor,  up  17.1%; 
baking  pi’oducts,  up  18.2% ; 
meat,  fish  and  poultry,  up 
22.8% ;  cigai'ettes,  up  36.5% ; 
airways,  up  15.2% ;  gasoline  and  substantially.  Lever  Bros.  Co. 
oils,  up  13%.  showed  a  gain  of  37.8%;  Gen- 

National  new'spaper  advertis-  enal  Electric  36.2%;  National 
ing  as  a  whole  showed  a  gain  of  Distillers,  31.7%  ;  Schenley  In- 
6.1%,  the  publication  noted.  Ex-  dustries,  24.3%;  Reynolds  To- 
cluding  automotive,  which  bacco  Co.,  71.8%;  American 
dropped  by  8.6%,  the  gain  rises  Tobacco  Co.,  41.2%, 
to  12.1%.  Automotive  advertis-  Copies  of  the  new  publication, 
ing’s  drop,  it  is  pointed  out,  re-  now  being  sent  to  all  Bureau 
fleeted  “an  overall  decrease”  in  member  newspapers,  are  avail¬ 
advertising  by  this  industry  last  able  to  advertisers  and  adver- 

tising  agencies  on  request. 


SELECTING  WINNING  ENTRIES — "Bowser  Contest"  winners  were 
chosen  by  panel  of  judges  with  an  assist  by  Lewis  A.  Vincent  (third 
from  left),  general  nrvanager,  National  Board  of  Fire  Underwriters. 
Judges  are  (left  to  right):  Ivan  Veit,  promotion  director.  New  York 
Times;  George  E.  Wilt,  promotion  manager,  EDITOR  &  PUBLISHER; 
and  Donald  H.  Clark,  president.  Commerce  Publishing  Co.,  St.  Louis. 


The  PRIMARY  advertising  medium  for  .  .  . 

•  NEWSPAPERS 

•  NEWSPAPER  EQUIPMENT  &  SUPPLIES 

•  SYNDICATES  AND  SERVICES 

•  NEWSPAPER  REPRESENTATIVES 

•  TRADEMARK  PROTECTION 


Daily  Names  Agency 

The  Niagara  Falls  (N.Y.) 
Gazette  has  appointed  Comstock 
&  Company  as  advertising 
counsel  effective  immediately. 
First  assignment  will  be  a  trade 
campaign  to  introduce  a  new 
Sunday  edition  w’hich  will  ap¬ 
pear  Oct.  6.  In  addition  to  the 
usual  news  sections,  this  Sun¬ 
day  paper  will  include  a  14- 
page  comic  section,  a  16-page 
radio-TV  section  and  Family 
Weekly  magazine  supplement. 
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Uni^d  Press 

NEwiFICTURES 
Tell|fh«  Sjtory 


America's  most  influential  medium  for 
Public  Relations,  Corporate  and  Institu- 
tional  Advertising  .  .  . 


For  complete  information  and 
advertising  rates,  write  .  .  . 
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St'hlieren  |>hoto^ra|>h  4»f  sup4‘rs(>ni<'  fliglil  patt*‘ 


There  is  a  formula  behind  America’s  supersonic  might 


still  no  Air  Fore**  o|)erational  airplane  that  can 
niateh  its  tactical  and  cotnhat  versatility. 

Supersonic  history  will  he  made  hy  North 
American’s  X-lo  experimental  rocket-powered 
airplane.  It  will  carry  man  faster  and  higher 
than  he  has  ever  flown  before.  It  is  setting  the 
pace  for  the  Air  P’orce  of  tomorrow. 

Other  major  supersonic  projects  at  North 
American:  a  long-range  interceptor  for  the  Air 
Force  at  the  Los  Angeles  Division,  and  the  A3J. 
a  carrier-based  attack  weapon  system  for  the 
Navy,  at  the  Columbus  Division. 

From  the  P-.51  through  the  F-86  and  the 
F-KM),  North  American  has  designed  planes 
with  growth  potential  to  use  more  power  as  it 
became  available.  It  has  translated  this  ideal 
performance  into  wing-strength  reality  — accu¬ 
rately.  rapidly,  and  at  lowest  possible  cost. 

The  formula  for  supersonic  strength  in  the 
future  is  supersonic  experience  today.  North 
American  has  it. 


1  he  fate  of  freedom  cannot  hinge  on  trial 
and  error.  Our  future  security  depends  on  mak¬ 
ing  major  supersonic  advances  at  a  (quickening 
tempo... on  developing  aircraft,  manned  and 
unmanned,  to  fly  at  far  beyond  today's  s{)eeds 
and  altitudes. 

North  American  Aviation’s  exjjerience  in  the 
design  and  production  of  supersonic  aircraft— 
hy  far  the  greatest  in  the  Frt'e  W  orld— is  f(K"Used 
full  upon  this  vital  jiroblem.  The  new  aircraft 
and  wea|)ons  systems  now  in  progress  will  be 
as  remarkable  tomorrow  as  these  achievements 
of  today: 

Supersonic  capability  of  North  American’s 
brilliant  F-ICH)  Super  Sabre  series  has  given 
the  Air  Force  its  most  dependable  supersonic 
fighter.  In  19.53,  the  first  production-line  F-lOO 
flew  faster  than  the  speed  of  sound  on  its  first 
flight.  In  19.54— two  years  before  any  other 
supersonic  airplane  became  operational  —  tbe 
Air  Force  had  F-IOOs  in  wing  strength.  There’s 


NORTH  AMERICAN  AVIATION,  INC."* 


Los  Angeles,  Fresno,  Canoga  Park,  Downey,  California;  Columbus.  Ohio;  Neosho,  Missouri.  ^ 
NORTH  AMERICAN  HAS  BUILT  MORE  SUPERSONIC  AIRCRAFT  THAN  ALL  OTHER  COMPANIES  COMBINED 
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Papers  Seen 
Altering  View 
On  Liquor  Ads 

Newspapers  which  formerly 
refused  alcoholic  beverage  ad¬ 
vertising  ai’e  increasingly  chang¬ 
ing  their  policies,  a  spokesman 
for  Licensed  Beverage  Indus¬ 
tries,  national  public  relations 
organization  for  the  distilled 
spirits  industry  announced. 

Thomas  J.  Donovan,  vice- 
president  and  executive  director 
of  LBI  cited  five  major  news¬ 
papers  which  have  recently 
opened  their  pages  to  liquor 
advertising  (E&P,  July  13,  page 
18). 

They  are  the  Los  Angeles 
Times,  the  Chicago  Daily  News, 
the  Washington  (D.  C.)  Star, 
the  St.  Petersburg  (Fla.) 
Times,  and  the  Muskegon 
(Mich.)  Chronicle. 

Advertisers  of  alcoholic  bev¬ 
erages  spent  a  total  of  $65,837,- 
000  on  newspaper  advertising  in 
1956,  Mr.  Donovan  reported. 
Magazine  advertising  of  the 
same  kind  cost  an  estimated 
$35,000,000. 

Commenting  on  the  change  of 
press  attitudes  toward  accept¬ 
ing  liquor  advei'tising,  Mr.  Don¬ 
ovan  said,  “The  recent  trend  of 
newspapers  to  accept  advertis¬ 
ing  for  all  kinds  of  alcoholic 
beverages  reflects  the  increasing 
acceptance  by  the  public  of  al¬ 
coholic  beverages  as  a  part  of 
modern  living  when  used  in 
moderation  by  the  normal 
adult.” 


Diamond  Jubilee  Edition 

The  Dickinson  (N.D.)  Press 
recently  published  a  126-page 
special  edition  to  mark  the  dia¬ 
mond  jubilee  of  both  the  city 
and  the  Press.  Advertising  ran 
approximately  37%. 


8-Mun  Exec  Committee 
To  Direct  AFA 

An  eight-member  executive 
committee  to  direct  the  oper¬ 
ations  of  the  Advertising  Feder¬ 
ation  of  America  has  been  ap¬ 
pointed  by  Robert  M.  Feemster, 
chairman  of  the  executive  com¬ 
mittee  of  the  Wall  Street  Jour¬ 
nal,  and  newly  elected  Chair¬ 
man  of  the  AFA. 

Members  of  the  Committee, 
in  addition  to  Chairman  Feem¬ 
ster,  are:  Vice  Chairman, 
James  S.  Fish,  vicepresident  and 
director  of  advertising.  General 
Mills,  Minneapolis;  Mary  E. 
Busch,  executive  vicepresident, 
Emery  Advertising  Corp.,  Balti¬ 
more;  Ben  R.  Donaldson,  direc¬ 
tor,  institutional  advertising, 
Ford  Motor  Co.,  Detroit;  Melvin 
S.  Hattwick,  director  of  adver¬ 
tising,  Continental  Oil  Co., 
Houston ;  George  \V.  Head,  man¬ 
ager,  advertising  and  sales  pro¬ 
motion,  National  Cash  Register 
Co.,  Dayton;  C.  James  Proud, 
piesident  and  general  manager, 
AFA,  New  York;  and,  Ralph 
Winslow',  vicepresident  and 
manager,  marketing  depart¬ 
ment,  Koppers  Co.,  Pittsburgh. 

The  Committee  will  hold 
monthly  meetings,  starting  Aug. 
16,  when  the  first  quarterly 
meeting  of  AFA’s  Board  of  Di¬ 
rectors  is  to  occur. 

Van  Slambrouck  Quits 
BoA  for  Ad  Managership 

Robert  R.  Van  Slambrouck, 
head  of  the  retail  depart¬ 
ment  of  the  Bureau  of  Ad¬ 
vertising,  AN  PA,  has  re¬ 
signed  to  accept  the  adver¬ 
tising  managership  of  the 
Sacramento  (Calif.)  Bee.  He 
succeeds  M.  A.  Tancock  who 
has  retired. 

Mr.  Van  Slambrouck  has 
been  succeeded  at  the  Bureau 
by  Mark  Arnold. 


PR  Roundup 

(Continued  from  page  26) 

say  ‘no’  to  this  one.  However, 
when  I  see  some  of  the  stories 
and  pictures  the  press  uses  con¬ 
cerning  big  advertisers,  especi¬ 
ally  department  stores,  I  can¬ 
not  help  but  suspect  that  adver¬ 
tising,  in  an  indirect  way,  may 
help.” 

William  K.  Case,  manager  of 
publicity  and  publications.  Bur¬ 
roughs  Corporation:  “No.  If  it 
did  in  our  case  w'e  would  never 
see  a  story  appear.  Since  we  do 
not  manufacture  and  market 
direct  consumer  goods,  we  do 
not  use  newspaper  product  ad¬ 
vertising  in  the  same  way  an 
appliance  or  auto  maker  gener¬ 
ally  does.” 

Dale  O’Brien,  president,  May¬ 
er  and  O’Brien,  Inc.:  “Yes,  in 
some  newspapers.  It  is  quite  ap¬ 
parent  that  large  and  consistent 
advertisers  often  are  favored. 
How'ever,  in  fairness,  it  must  be 
pointed  out  that  such  adver¬ 
tisers  often  are  more  deserving 
of  editorial  space  because  their 
activities  are  more  closely 
linked  to  the  public  welfare.” 

Vidal  of  Sears  said  his  firm 
—  one  of  the  nation’s  largest 
advertisers  —  has  a  company 
policy  against  attempting  to 
capitalize  on  the  advertising  re¬ 
lationship. 

“Our  national  publicity  sec¬ 
tion  is  completely  disassociated 
from  the  advertising  department 
and  we  try  to  use  all  of  the 
professional  skills  at  our  com¬ 
mand  and  endeavor  to  forget 
that  W'e  are  big  advertisers,”  he 
added. 

All  20  public  relations  direc¬ 
tors  replying  to  the  question¬ 
naire  believe  that  personal 
visits,  phone  calls,  letters, 
and/or  telegrams  affect  the 
handling  of  news  from  PR 
sources. 

There  was  considerable  differ¬ 
ence  of  opinion  on  the  nature 
and  extent  of  the  effect,  al¬ 
though  all  agreed  that  personal 
contact,  in  general,  helps  de¬ 
velop  more  sympathetic  treat¬ 
ment  by  the  press. 

Several  PR  directors,  how¬ 
ever,  warned  against  question¬ 
able  calls  to  the  newspaper 
office,  especially  near  deadlines 
or  when  releases  are  not  really 
new’sworthy. 

“We  feel  that  personal  ac¬ 
quaintance  and  contact  cer¬ 
tainly  do  make  a  difference, 
winning  better  representation, 
providing  that  one  has  a  legiti¬ 
mate  story  to  tell,”  stated  Kor- 
sen  of  the  Borden  Company. 

“We  doubt  that  a  letter 
w’ould  help  gain  better  accept¬ 


ance  and  w'ould  prefer  to  have 
a  release  tell  the  full  story.  In 
much  the  same  way,  we  do  not 
think  that  telegrams  are  in  or¬ 
der  unless  the  telegram  itself  is 
in  the  form  of  a  release.  Letters 
and  telegrams  do,  of  course 
have  their  place  in  advising 
editors  of  forthcoming  events.” 

Philip  Lesly,  president  of  the 
Philip  Lesly  Company,  recom¬ 
mended  that  personal  contact  be 
made  “only  when  personal  ex¬ 
planation  or  haste  is  essential.” 

“If  personal  contacts  empha¬ 
size  something  that  is,  or  could 
be,  of  particular  interest  to  the 
editor  concerned,  they  help.  But 
if  they  are  used  for  pressure  on 
strictly  routine  material,  I  think 
they  hurt,”  warned  Donald  C. 
Thompson,  public  relations  su¬ 
pervisor  for  N.  W.  Ayer  and 
Son,  Inc. 

“I  firmly  believe  that  each 
piece  of  publicity  should  stand 
on  its  owm  merits,  naive  though 
that  may  sound,  and  any  editor 
w'ho  can  be  pressured,  through 
friendship  or  any  other  means, 
into  running  mediocre  material, 
isn’t  worth  very  much.” 

The  survey  produced  bits  of 
advice  for  both  newsmen  and 
public  relations  men. 

Lee  Schooler,  president  of  the 
Public  Relations  Board,  said  the 
public  relations  profession  is 
“badly  in  need  of  a  PR  program 
to  educate  newsmen  that  cor¬ 
rectly-performed  public  rela¬ 
tions  service  in  the  realm  of 
publicity  is  truly  an  extension 
of  the  city  desk.” 

“There  are  still  too  many 
newsmen  who  smell  press  agen- 
try  at  the  mention  of  public  re¬ 
lations,”  he  added.  “At  times 
they  are  right,  but  more  and 
more  often  they  are  wrong  and 
should  learn  to  make  the  dis¬ 
tinction.” 

As  for  public  relations  prac¬ 
titioners,  McGehee  of  Kiwanis 
International  advised  them  to 
“see  your  publicity  needs  as  the 
newsman  sees  them — a  policy 
of  playing  fair  and  not  trying 
to  palm  off  mere  propaganda." 
• 

Pocket-Planner  Aids 
Assi^inent  Planning 

A  new’  “Pocket-Planner”  sys¬ 
tem  to  help  reporters,  editors 
and  advertising  salesmen  organ¬ 
ize  their  w’ork  assignments  and 
keep  records  of  appointments 
and  expenses  has  been  intro¬ 
duced  by  Regency  Crafts,  Inc., 
520  Fifth  Avenue,  New  York. 

Complete  set  consists  of 
leather  pocket  secretary,  12  in¬ 
dex  monthly  diaries,  12  month¬ 
ly  expense  cards,  and  a  file  box. 
Each  monthly  diary  has  day-by¬ 
day  index  with  two  full  3*2  x6- 
inch  pages  for  each  day’s  notes. 
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□  Buffalo  Evening  News  □ 


WBEN-TV 


a  GREENSBORO  DAILY  NEWS  Q 


WFMY-TV 


all  on  our 

masthead . . . 

I'his  is  an  outstanding  array  of  newspaper- 
owned.  television  stations.  They  demand  the 
finest  in  specialized  representation.  For 
that  reason,  they  have  all  selected  the  one 
representative  devoted  exclusively  to  the 
television  medium  —  Harrington, 

Righter  and  Parsons. 

They  are  joined  in  this  by  the  five  other  quality 
stations  listed  below.  All  benefit  from 
specialized  representation.  It  is  a  unique 
business  asset  worth  evaluation  by  any 
TV-minded  newspaper  management. 


THE  MILWAUKEE  JOURNAL  IZH 


WTMl-TV 


WSYR.n 


HARRINGTON, 
RIGHTER 
A  PARSONS.  Inc. 


NEW  YORK  •  CHICAGO 
SAN  FRANCISCO  •ATLANTA •BOSTON 


also  national  representatives  for: 

^A^CDA-B~C  Albany  WURT  Flint 
^A/TIG■TV  Hartford  ^A/IVIT^A^  Mt.  Washington 

WRVA-TV  Richmond 
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Want  Ads  Reach 
Families  on  the  Move 


Uy  Daniel  E.  Lionel 
CAM,  New  York  Herald  Tribune 


“Families  on  the  move”  are 
singled  out  in  an  article  in 
Home  Fiintishitifis  Doihi  as  con¬ 
stituting  one  of  the  best  markets 
for  floor  covering.  The  com¬ 
ments  are  reported  in  the  July 
12  Bureau  of  Advertising  “Re¬ 
tail  Memo.”  They  indicate  that 
approximately  AO't  of  today’s 
rug  business  comes  from  fam¬ 
ilies  on  the  move.  “People  who 
otherwise  would  not  be  in  the 
carpet  market  are  forced  into  it 
by  moving  to  a  new  home,”  .says 
the  article. 

While  the  article  concerns  it¬ 
self  only  with  the  plus  rug  and 
carpet  business  spurred  by  mov¬ 
ing,  it  is  generally  conceded  by 


taining  new  merchandise  adver¬ 
tisers. 

Another  advantage  that  class¬ 
ified  has  in  attracting  “on  the 
move  families”  to  its  merchan¬ 
dise  classifications  is  the  fact 
that  most  families  changing 
homes  are  usually  extremely 
budget-conscious.  Moving  in¬ 
volves  many  outsize  expenses  all 
of  which  have  to  be  made  at  the 
.same  time.  Classified’s  merchan¬ 
dise  columns  usually  attract 
bargain!? — just  what  the  moving 
family  is  piobably  seeking  at 
such  a  time. 


Free  Newspapers 
-Are  niseontiniied 

Washington 
Free  distribution  of  United 
States  newspapers  to  “policy 
molders”  in  the  British  Parlia¬ 
ment  and  elsewhere  has  been 
ended  under  the  lash  of  Con¬ 
gressional  cuts  in  the  appropri¬ 
ation  for  the  U.S.  Information 
Service — from  a  requested  $144 
million  to  $06.2  million.  Arthur 
Larson,  director  of  USIA,  said 
some  newspapers  will  be  dis¬ 
tributed  in  the  future  but  he 
indicated  free  copies  will  not  be 
available  at  points  such  as  the 
Parliament  where  the  editions 
are  sold  on  nearby  newsstands. 
• 

Jamboree  Reporter 

Toronto 

Bruce  Maybank,  15-year-old 
Boy  Scout,  will  cover  the  World 
Boy  Scout  Jamboree  in  England 
for  the  Toronto  Dnily  Star, 
Aug.  1-12.  A  former  Star  car¬ 
rier,  he  flew  to  England  from 


Water  Series 
Giv  es  Serviee 

Los  Angelk 
A  series  of  12  articles  and 
editorials  on  this  area’s  water 
problem  has  now  been  re¬ 
printed  in  booklet  form  in  a 
public  service  activity  of  the 
Lon  Anyelen  Examhwr. 

The  compilation  represents 
a  depth  reporting  assignment 
completed  by  Magner  White, 
a  Pulitzer  Prize  winner.  In¬ 
cluded  are  photos  and  sketches 
as  well  as  maps  specially  pre¬ 
pared  by  Examiner  staff  artist 
Howard  Burke. 

“This  booklet  will  help  you 
understand  what’s  at  stake  and 
what  you  are  expected  to  do 
about  it  as  a  citizen  voter," 
Franklin  S.  Payne,  publisher, 
and  Warden  Woolard,  editor, 
report  in  a  forew’ord. 

As  evidenced  by  the  legisla¬ 
ture’s  adjournment  without 
decisive  action  on  water — and 
the  debate  that  broke  out  dur- 


Toronto  along  with  1,400  Can-  ing  the  .YSNE’s  water  discus- 
P  . -j  .....  ,  adian  boys  to  attend  the  meet-  sions  in  San  Francisco — the 

furniture  and  annliance  ticonlp  ♦  a  ing  with  35,000  Boy  Scouts  from  problem  continues. 

.ha^  r  impcSl  roLr^t  "r  S  He  other  report,  in  depth  tron, 

^  these  g^Qj.y  July  26  after  landing  in  throughout  the  state  are  anti- 


their  busine.ss  results  from  the 
same  circumstance. 

Reaching  people  “on  the  move” 
with  an  advertising  message 
makes  good  sense.  That  is  class¬ 
ified’s  oyster.  Practically  every 
family  that  changes  hou.ses  or 
apartments  con.sults  classified — 
not  just  once,  hut  for  peidods 
ranging  up  to  six  months  and 
even  longer  until  they  find  ex¬ 
actly  the  home  they  want.  Are 
there  many  of  such  people?  Ac¬ 
cording  to  Xewsu'eek,  “In  1956, 
31  million  Americans  moved. 
This  year  an  estimated  40  mil¬ 
lion — almost  1  out  of  every  four 
.  .  .  will  do  the  same.”  Classi¬ 
fied,  thus,  has  the  key  to  this 
rich  market  of  “ready  to  buy” 
families  at  the  point  of  sale! 

A  little  thought  would  sug¬ 
gest  that  the  classified  merchan¬ 
dise  classification,  one  of  the 
least  exploited  of  all  want  ad 
categories,  be  placed  as  close  to 
the  apartment  and  real  e.state 
classifications  as  possible  — 
ideally,  between  them.  Thus  the 
person  poring  over  the  real  es¬ 
tate  or  apartment  classifications 
every  day  for  months,  would 
have  every  opportunity  to  spot 
the  home  furni.shings  which  w'ill 
be  needed  for  the  new  abode. 

Small  promotion  ads  inter¬ 
spersed  with  the  real  estate  ads 
directing  readers  to  the  mer¬ 
chandise  classification  for  spe¬ 
cific  items  like  home  dryers,  dish 
washers  and  carpeting,  etc.,  will 
not  only  guide  reader  traffic  to 
the  merchandise  values,  but  can 
be  used  as  a  sales  point  in  ob- 


days  since  Help  Wanted  in  most 
areas  has  taken  a  tailspin.  In 
June,  despite  the  extra  Sunday, 
Help  Wanted  advertising  count 
dropped  lO^s'r  under  the  cor¬ 
responding  month  of  ’56,  accord¬ 
ing  to  the  B.  K.  Davis  &  Bro. 
“Trend.”  The  report  indicates 
that  the  Help  Wanted  slide  ac¬ 
tually  began  in  May  1956  when 
18  mid-western  newspapers  re¬ 
corded  losses.  Last  month  72  out 
of  the  111  reporting  newspapers 
showed  Help  Wanted  los.ses  with 
many  showing  jilus  figures  only 
because  of  the  extra  Sunday. 


England  from  the  overnight 
flight  from  Toronto. 

• 

Naroolios  Series 

Cleveland 
.A  series  of  Cleveland  Press 
stories,  written  by  Bus  Bergen 
and  Ray  DeCrane  about  Agent 
X,  narcotic  operative,  and  re¬ 
cently  published  in  that  paper, 
is  being  run  by  the  St.  Louis 
(Mo.)  Po.st  -  Dispatch.  The 
stories  describe  the  break-up 
of  a  big  international  narcotics 
ring. 


VyiMiam  K.  Biethan,  center,  publisher  ot  the  beettle  (Wash.)  limes, 
accepts  from  Lester  P.  Jehkins,  right,  the  paper's  classified  advertisihg 
mahager,  the  James  McGovern  Memorial  Trophy,  which  was  awarded 
the  Times  as  making  the  "most  outstanding  contribution  to  the  bet¬ 
terment  and  development  of  newspaper  classified  advertising"  in  the 
past  year.  Russell  Young,  advertising  director  of  the  Times,  looks  on. 
The  award  was  presented  by  the  Association  of  Newspaper  Classified 
Managers,  of  which  Mr.  Jenkins  is  a  past  president. 


cipated  as  California  voters 
face  a  decision  on  whether 
water  development  will  be  on  a 
state-wide  basis,  editors  indi¬ 
cated  in  discussions  at  the 
CNPA  Editors  Conference. 

• 

Kenneth  Roberts  Sent 
Last  Letter  to  Press 

Portland,  Me. 

The  la.st  published  letter  of 
famed  Maine  historical  novelist 
Kenneth  Rolierts  was  sent  to 
the  Portland  Press  Herald  July 
16.  Mr.  Roberts  died  at  his 
Kennebunkport,  Me.,  home  July 
21. 

The  final  letter  enveighed 
against  Press  Herald  abolition 
of  its  Jumble  feature.  “I  do 
know,  however,”  Mr.  Roberts 
declared,  “that  in  abandoning 
the  Jumble,  you  are  disturbing 
the  many  people  who  turn  to  it 
first  of  all,  each  morning,  in 
order  to  establish  within  them¬ 
selves  that  feeling  of  mental 
agility  and  omniscience  that  so 
many  of  us  find  it  difficult  to 
retain.” 

Mr.  Roberts’  was  only  one  of 
100  letters  calling  for  reinstate¬ 
ment  of  the  Jumble. 

That  was  enough  for  a  .sam¬ 
ple  Jumble  to  appear  the  morn¬ 
ing  of  July  16.  Conceivi'd  by 
Press  Herald  Managing  liditor 
Ernest  W.  Chard,  it  said,  in  un¬ 
scrambled  form,  “Your  favorite 
is  coming  back  soon.”  R'  ,'ular 
reinstatement  came  in  the 
Press  Herald  July  22. 


EDITOR  8c  PUBLISHER  for  August  3,  1957 


34 


LES 

ind 
ter 
re- 
I  a 
the 

nts 

ent 

ite, 

In- 

hes 

re- 

:ist 

rou 

ind 

do 


t 


an  ever-cliaii<:in<r  storv 


■  read  by  more  than  20,000,000  peojile 


News  Access 


Poll  Issued 


In  California 


Berkeley,  Calif. 


California’s  law  prohibiting 
secret  meetings  by  local  legis¬ 
lative  bodies,  now  amplified  to 
include  state  boards  and  com¬ 
missions,  has  proven  successful 
over  the  last  four  years  in  the 
opinion  of  all  88  editors  re¬ 
sponding  to  a  state-wide  poll. 

About  one-third  of  the  edi¬ 
tors  felt  that  the  spirit  of  the 
law  is  being  violated  by  some 
type  of  informal,  private  ses¬ 
sion,  however.  Many  city  at¬ 
torneys  opposed  the  mandatory 
feature,  and  25%  of  the  attor¬ 
neys  in  the  poll  thought  execu¬ 
tive  or  “study”  .sessions  should 
be  permitted. 

The  study  by  the  University 
of  California’s  Bureau  of  Public 
Administration  shows  that  one- 
third  of  the  states  today  have 
legislation  which  prohibits 
clo.sed  meetings  by  state  and/or 
local  agencies.  California’s  ap¬ 
plication  to  state  boards  and 
commissions  was  recently  im¬ 
posed  by  the  enactment  of  66 
new  laws. 


and  Washington.  South  Dakota 
exempts  the  Public  Utilities 
Commission  and  Ohio  the  Par¬ 
don  and  Paroles  Commission. 

The  wide  variety  of  public 
meeting  laws  and  the  lack  of 
common  definitions  make  such 
listings  difficult,  the  report  ob¬ 
serves.  Three  listings  were 
given,  with  the  notation  that 
varying  restrictions  on  applica¬ 
tion  make  the  compilations  of 
marginal  value. 

Editor  &  Publisher’s  report 
of  22  “enlightened”  states  has 
been  contested  by  F.  S.  Siebert, 
University  of  Illinois,  on  the 
grounds  that  some  of  the 
statutes  in  these  22  states  are 
satisfactory  and  some  are  use¬ 
less.  (E&P  Sep.  8,  1956,  page 
7.3.) 

The  new  study  prefers  to  rest 
on  the  “approximately  one- 
third”  total,  with  the  observa¬ 
tion  that  six  of  the  29  without 
any  “general”  legi.slation  re¬ 
ported  legislation  had  been  con¬ 
sidered  but  failed  to  pass.  A 
state  by  state  report  is  included 
in  the  study. 


Federal  Judge 
Upholds  Press 


New  Haven,  Conn. 


Newsweek  Enters 
Ra<Uo-TV  Field 


29  Report  No  Law 

The  detailed  study,  by  Albert 
G.  Pickerell,  associate  professor 
of  journalism,  and  Edward  L. 
Feder,  public  administration 
analyst,  shows  that  29  states 
have  no  legislation  covering 
closed  sessions.  Five  of  these 
were  considering  such  measures 
at  the  time  of  the  poll,  however. 

General  statutes  covering  all 
levels  of  government  are  on  the 
books  in  Arkansas,  Delaware, 
Indiana,  Louisiana,  Maryland, 
Utah,  Washington,  and  now, 
California.  Ohio,  Pennsylvania 
and  Wyoming  have  laws  appli¬ 
cable  only  to  cities,  counties  and 
other  local  jurisdictions,  the 
study  reports. 

Montana  and  Virginia  legisla¬ 
tion  applies  only  to  counties. 
North  Carolina  and  Nevada 
regulate  only  municipal  govern¬ 
ing  bodies  and  Idaho’s  statute 
applies  only  to  school  district 
boards,  the  report  states. 


Qualified  Laws 
Executive  sessions  are  permit¬ 
ted,  providing  no  final  legis¬ 
lative  action  is  taken,  in  Dela¬ 
ware,  Idaho,  Louisiana,  Mary¬ 
land  and  Washington.  Alabama 
exempts  sessions  “when  the 
character  and  good  name  of  a 
man  or  woman  is  involved.” 

Specific  exemption  is  given  to 
the  state  legislature  in  the  j)ub- 
lic  meeting  laws  of  Louisiana 


San  Diego,  Calif. 

James  G.  Rogers,  president 
of  KFSD  here,  announced  that 
Weekly  Publications,  Inc.,  pub¬ 
lisher  of  Xetvsweek,  has  ar¬ 
ranged  for  the  purchase  of  a 
substantial  minority  interest  in 
the  broadcasting  company.  The 
purchase  is  subject  to  FCC 
approval. 

Stations  operated  by  the 
company  are  KFSD-AM-FM- 
TV.  They  are  affiliated  with 
the  NBC  network.  Fox,  Wells 
and  Company,  a  private  invest¬ 
ment  firm,  continues  its  control¬ 
ling  interest  in  the  stations. 
Mr.  Rogers  is  a  member  of  that 
firm.  William  E.  Goetze  is  the 
general  manager  of  the  stations. 

“For  sometime  past,”  com¬ 
mented  Malcolm  Muir,  president 
and  editor-in-chief  of  News¬ 
week,  “we  have  been  exploring 
the  possibility  of  buying  one  or 
more  television  stations  in  or¬ 
der  to  educate  ourselves  in  the 
medium  and  as  an  investment. 
In  taking  this  step  to  broaden 
our  activities  in  the  field  of 
communications,  we  felt  it  es¬ 
sential  first  to  associate  our¬ 
selves  with  a  dynamic  manage¬ 
ment  and  second  to  tie  in  with 
a  rapidly  growing  area.  The 
search  for  this  combination  of 
factors  led  us  to  San  Diego,  the 
fastest  growing  city  in  the  state 
of  California,  where  the  man¬ 
agement  of  both  KFSD  and 
KFSD-TV  have  actively  demon¬ 
strated  their  aggressiveness 
over  the  past  several  years.” 


Columbus  Dispatch 
Takes  Heller  Award 


Columbus,  Ohio 


Around  the 
World  in 


U,  S.  Circuit  Court  Judge 
John  1).  Martin  defended  the 
right  of  the  American  press  to 
depend  on  secondhand  informa¬ 
tion  and  to  make  “their  stories 
interesting,”  despite  the  possible 
after-effect  of  over-embellish¬ 
ment  and  error. 

At  the  same  time,  Judge  Mar¬ 
tin,  assigned  to  sit  in  U.S.  Dis¬ 
trict  Court,  New  Haven,  to  help 
clear  a  backlog  of  cases,  asserted 
that  both  newspapers  and  maga¬ 
zines  must  depend  on  informa¬ 
tion  provided  by  wire  services 
and  other  outside  sources.  “They 
can’t  check  everything  or  there 
wouldn’t  be  any  magazines  or 
newspapers  published,”  he  said. 

“Because  of  this  situation,” 
the  Memphis,  Tenn.,  jurist  con¬ 
tinued,  “incorrect  information 
i.  published  in  even  the  most 
reputable  magazines  and  news¬ 
papers.” 

He  heard  case  brought  by 
James  Hazlett,  Oklahoma  City, 
Okla.,  against  Fawcett  Publica- 
tion.s,  Greenwich,  Conn,  for  “in¬ 
vasion  of  privacy.” 


Eight  Days 


For  the  second  straight  year, 
the  Columbm  Dispatch  has  won 
the  Frank  M.  Heller  Award  of 
Ohio  State  University  for  re¬ 
porting  of  public  affairs. 

The  paper’s  winning  entry 
was  a  series  of  six  articles  by 
three  staff  members  on  munici¬ 
pal  problems,  schools,  bond 
issues,  the  city  airport  and 
traffic.  Writers  were  Carl  De- 
Bloom  and  Mary  McGarey  of 
the  reportorial  staff  and  Dean 
Jauchius,  former  staff  member. 

Second  place  went  to  Tom 
Duross  of  the  Sprittgfield  Daily 
News;  third  place  was  given  to 
Edward  Weiland  of  the  Civ- 
civvati  Times-Star. 


No  Checks  Accepleil 

Wags  in  Fleet  Street  have 
been  taking  a  light  view  of  the 
recent  burglary  of  the  Fleet 
Street  Press  Club. 

Some  have  surmised  that  the 
raider  knew  what  he  was  about 
when  he  left  untouched  in  the 
till  checks  drawn  by  members 
of  the  club,  while  taking  awa.v 
cigarettes,  liquor  and  £150 
($450)  in  cash. 

The  thief  used  a  meat  cleaver 
to  smash  open  the  tills,  and 
then  raided  the  premises  below^ 
the  club  where  he  opened  and 
drank  a  bottle  of  w'hiskey. 


Detroit 

Touring  the  world  in  eight 
days  doesn’t  provide  very  much 
adventure  or  give  one  a  chance 
to  see  very  much  of  it.  Take 
the  word  of  Harvey  Taylor, 
Detroit  Times  reporter  and 
drama  critic. 

Mr.  Taylor  has  just  com¬ 
pleted  detailing  in  an  eight- 
article  series  in  the  Times  his 
super-duper  Phileas  Fogg  trek 
in  which  he  covered  some 
22,751  aerial  miles  in  eight 
days  (with  the  help  of  a  day 
picked  up  crossing  the  Inter¬ 
national  Dateline,  even  as  did 
Phileas  in  Jules  Verne’s  fam¬ 
ous  “Around  the  World  in  80 
Days.” 

As  might  be  expected,  Mike 
Todd’s  colorful  version  of  “80 
Days”  was  in  on  the  act.  Mr. 
Taylor’s  trip  had  the  support 
of  the  Times  and  Todd,  with 
an  aerial  assi.st  by  Air  France, 
on  whose  planes  Mr.  Taylor 
did  his  globe-girdling. 

With  the  exception  of  brief 
sight-seeing  trips  in  Paris,  Lon¬ 
don,  Tokyo  and  San  Franci.sco, 
Mr.  Taylor’s  gi'ound  hours  were 
confined  to  sunbaked  airports. 
His  more  numerous  air  hours 
were  spent,  Taylor  told  his 
readers,  in  snoozing. 

In  his  series,  Taylor  affected 
the  debonair  attitude  of  that 
imperturbable  Fogg,  hopping 
around  the  old  world  in  one- 
tenth  the  time  Phileas  took, 
and  with  only  an  unshapely 
carpetbag  for  company.  No 
mention  ever,  for  the  benefit 
of  Times  readers  or  Taylor’s 
pretty  wife  back  home,  of 
pretty  stewardesses.  Just  a  few 
pretty  view.s  (aerial)  and  lots 
of  sleep. 

Taylor  made  it  from  Paris 
to  Rome,  to  Teheran,  to 
Karachi,  to  Saigon,  to  Manila, 
to  Tokyo,  to  Wake  Island,  Hon¬ 
olulu,  San  Francisco  and  back 
to  Detroit. 

On  the  appointed  day,  as 
Taylor  tells  it,  he  walked  into 
the  Nonconform  Club — an  un¬ 
official  group  whose  meetings 
it  is  alleged  are  mainly  for 
refreshment  and  chewing  out 
the  bosses — and  announced  in 
the  best  Foggy  manner: 

“Gentlemen,  here  I  am.” 

Taylor  summed  up  his  trip 
thus:  “My  reaction  to  the 
world  is  that  it’s  a  w’ond<  rful 
place  to  visit,  but  I  woul  In’t 
want  to  live  there.” 
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You  won’t  have  to  worry  about  upping 
periscope  for  a  tentative  look-see  around  with 
“Snowflake.”  When  you  i^eel  the  bark  back 
on  this  one,  you  know  the  sap  is  running! 
Seriously  though,  since  its  beginning  in  1954, 
U.  S.  Steel’s  Operation  Snowflake  has  gained 
more  momentum  each  year  .  .  .  helping  to 
Make  it  a  White  Christmas  ...  by  selling 
plenty  of  major  appliances  during  the  nor¬ 
mally  slack  pre-Christmas  season. 

“Snowflake — 56“  biggest  ever.  Opera¬ 
tion  Snowflake  —  1956  topped  all  previous 
years  for  tie-ins  of  every  kind.  Here's  just  a 
sampling  of  some  mighty  impressive  figures. 


There  were  6,824.214  lines  of  newspaper  tie- 
in  ads,  1,636,020  lines  of  “Snowflake”  editorial 
matter;  486  newspapers  ran  special  “Snow¬ 
flake”  sections;  213  radio  stations  sold  19,346 
one-minute  tie-in  spots  plugging  139  different 
brand  names.  And,  28,000  appliance  dealers 
tied-in  with  “Snowflake.”  That’s  40%  of  all 
major  appliance  dealers  in  the  U.  S.! 

Market  Facts,  Inc.,  of  Chicago  surveyed  the 
results  of  “Snowflake”  and  summed  up  their 
findings  this  way:  Retailers  who  tied-in  with 
Operation  Snowflake  increased  their  chances 
of  having  much  greater  sales  by  75%  over 
non-participating  retailers! 


t!  ^  m 


Newspapers  can  sell  more  lineage 
by  tying-in  with  this  proven  promotion 

DPBimn  snowFumE  1957 


Robert  C.  Myers.  Director 
Market  Development  Division 
United  States  Steel 
Pittsburgh  30,  Pa. 

Please  send  me  complete  information 
on  “Operation  Snowflake— 1957." 


Thousands  of  major  appliance  manufac¬ 
turers,  distributors,  retailers,  banks  and  utili¬ 
ties  will  tie-in  with  the  “Snowflake”  sales 


drive  this  year.  Here  is  a  big  opportunity  for 
you  to  get  local  tie-in  . . .  and  boost  your  sales 
of  advertising  lineage. 


U.S.  Steel  will  back  Operation  Snowflake— 1957 
with  this  powerhouse  schedule: 

•  Big  ads  in  657  individual  newspapers  in  507  markets  .  .  .  with  a  total  circulation  of  over  32  million.  Even 
if  your  paper  does  not  receive  a  U.  S.  Steel  ad.  you  can  take  advantage  of  the  popularity  of  “Snowflake”  to 
get  local  appliance  advertising.  U.  S.  Steel  has  prepared  a  newspaper  kit  to  help  you  line  up  this  tie-in 
advertising. 

•  “Snowflake"  radio  commercials  on  seven  top-rated  network  shows:  Gunsmoke,  Don  McNeill's  Breakfast 
Club,  Amos  'n  Andy,  Our  Miss  Brooks,  My  True  Story,  Robert  Q.  Lewis  and  Galen  Drake. 

•  6  TV  commercials  on  the  U.  S.  Steel  Hour  (each  viewed  by  more  than  25  million  people)  during  November 
and  December. 

•  25  “Snowflake”  advertisements  in  11  trade  magazines. 

UNITED  STATES  STEEL  Pittsburgh  so.  pa  .  THAOCMAtlK 
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FAIRCHILD 

news 


Madt'leine  Monroe,  fashion  edi¬ 
tor  of  Home  Fi  rmshincs  Daily, 
will  leave  for  Europe  in  late 
August  to  cover  the  19.i7  .Scandi¬ 
navian  Design  Cavalcade  in  Den¬ 
mark.  Sweden.  Norway,  Finland. 


In  late  summer  Fairchild  Busi¬ 
ness  Book  Division  will  publish  a 
booklet.  "Twelve  Sales  Meetings 
for  In-Store  Sales  Promotion,”  for 
use  by  retail  stores.  Authors  are 
Dr.  Robert  G.  Seymour,  Director 
of  Bureau  of  Business  Manage¬ 
ment,  U.  of  Illinois:  and  Mrs. 
Virginia  Cone,  sales  consultant 
and  lecturer,  Purdue  University. 


Eleven  people,  representing  edi¬ 
torial,  advertising,  circulation  de¬ 
partments,  will  be  on  hand  to 
cover  estern  Electronic  Show  in 
San  Francisco  Aug.  20-23  for 
Electromc  News.  Wade  Fair- 
child.  publisher  of  paper,  .Alfred 
Cook,  editor,  attend  from  New 
York;  Harr>-  Martindale,  Pacific 
Coast  director,  heads  group  from 
Los  .Angeles  and  regular  San 
Francisco  staff. 


Fairchild’s  three  dailies — Home 
Flrmshings  Daily.  Women’s 
Wear  Daily,  Daily  News  Record 
— rank  1,  2  and  8  in  Printers’ 
Ink  listing  of  top  50  business 
publications  and  general  magazines 
in  number  of  pages  of  advertising 
carried  during  1956. 


Twenty-six  leading  supermarket 
chains  increased  their  combined 
dollar  volume  10.2%  in  19.56  over 
1955,  according  to  Supermarket 
News  new  Food  Industries  Finan¬ 
cial  Manual  for  19,57,  just  issued. 
Manual  contains  detailed  financial 
data  on  food  retailers  and  pro¬ 
ducers  for  use  by  industry. 


Home  Furnishings  Daily’s 
semi-annual  Merchandising  Fash¬ 
ion  Trends  supplement,  out  August 
12.  guides  nation’s  retailers  on 
how  to  display,  merchandise,  ad¬ 
vertise  and  sell  newest  home 
fashions. 


No  summer  doldrums  for  Fair¬ 
child’s  photographic  division,  re¬ 
ports  Ernest  Barbieri,  head  of 
dept.  Supermarket  promotions, 
Syracuse;  new  furniture  at  High 
Point;  housewares  show,  Atlantic 
City;  fashion  openings  in  Paris, 
New  York,  California;  guided  j 
missiles  and  atomic  reactors — all  ' 
part  of  day-to-day  coverage. 

FAIRCHILD 
Publications,  Inc.  ! 

7  East  nth  St.,  New  York,  N.  Y.  | 
Publithers  of 

Doily  Ntws  Record,  Supermarket  i 
Newt,  Women’s  Wear  Daily,  Elec¬ 
tronic  News,  Home  Furnishings 
Daily,  Directories,  Men's  Wear,  Foot¬ 
wear  News,  Books. 


Becker,  Hearst 
Named  in  L.  A. 

Los  Angeles 

Edward  D.  Becker  has  been 
named  general  manager  of  the 
Los  Angeles  Examiner  and 
Herald-Express  in  addition  to 
the  Hillbro  Newspajier  Printing 
Division  of  Hearst  Publishing 
Company  which  operates  the 
merged  plant  of  the  two  papers. 
Mr.  Becker,  publisher  of  the 
Pittsburgh  (Pa.)  Sun-Telegram 
for  11  years,  became  general 
manager  of  Hillbro  Jan.  21. 

In  the  recent  announcement 
made  by  David  Hear.st,  pub¬ 
lisher  of  the  Herald-Express, 
and  Franklin  S.  Payne,  pub¬ 
lisher  of  the  Examiner,  George 
Hearst,  Jr.,  was  named  busi¬ 
ness  manager  of  the  Herald-Ex¬ 
press.  He  was  formerly  assist¬ 
ant  business  manager.  C.  T. 
Griffiths,  formerly  business 
manager  of  the  Her-Ex,  has 
assumed  the  same  job  with  the 
Examiner. 

John  Padulo,  formerly  busi¬ 
ness  manager  of  the  Examiner, 
has  returned  to  New  Y'ork 
Hearst  headquarters. 

♦  iK  * 

Hamilton  Brosious,  advertis¬ 
ing  manager,  Bellingham 
(Wash.)  Herald  —  to  general 
manage!-,  KVOS,  Bellingham, 
Wash.  He  was  formerly  adver¬ 
tising  manager,  Danville  (Pa.) 
Morning  News. 

«  «  * 

Robert  E.  Jackson,  former 
United  Press  correspondent  in 
London,  manager  in  Rome  and 
special  feature  vvriter  in  New- 
York — to  Time  Magazine  in  New 
York  as  foreign  news  writer. 

*  *  ♦ 

Don  Lynch,  foi-mer  publisher, 
Ontario  (Ore.)  Argus-Observer 
— to  the  Boise  (Ida.)  Statesman 
as  classified  ad  manager. 

«  «  « 

George  Skorney,  Portland 
(Ore.)  Journal  reporter  for  past 
six  years — to  public  relations 
staff  of  Union  Pacific  RR  office 
in  Portland. 

If  *  if 

Cliff  Kuhlman,  Oregon  State 
College  graduate — to  the  Corval¬ 
lis  (Ore.)  Gazette-Times  staff  as 
general  reporter. 

*  «  * 

W.  Donald  Mackay,  formerly 
with  United  Press  for  11  years 
in  North  America  and  Europe — 
succeeds  Pye  Chamberlayne  as 
chief  of  Radio  Free  Europe’s 
central  news  section,  European 
Division.  Mr.  Chamberlayne  was 
former  news  editor  of  the  New 
York  Herald  Tribune’s  Euro¬ 
pean  edition  in  Paris. 


personal 


Constance  van  Natta.  edi¬ 


tor  Sunday 


Gardner 


* 


i’omen’s  Section, 
Topeka  (Kas.) 
Daily  Capital — 
married  to  Jo¬ 
seph  M.  Gard¬ 
ner.  Mrs.  Gard¬ 
ner  has  been  in 
the  Capital’s 
women’s  dejiart- 
ment  27  years 
and  has  been 
E  &  P  Topeka 
correspondent 
25  years. 

♦  ♦ 


Dick  Nafsinger,  sports  editor 
of  the  Caldwell  (Ida.)  News- 
Tribune — to  sports  editor  of 
Albany  (Ore.)  Democrat-Her¬ 
ald. 

♦  *  « 


Lee  Grimes,  managing  editor, 
and  Thomas  M.  Grimes,  adver¬ 
tising  director — to  assistant  pub- 
lisherships,  Oxnard  (Calif.) 
P  ress-Co  u  rier. 

♦  ♦  * 

Paul  McDonald,  publisher, 
Shafter  (Calif.)  Press — to  asso¬ 
ciate  publisher,  Sunland-T ujun- 
ga  (Calif.)  Record-Ledger. 

* 


Hogg  Resigns 

Chattanooga,  Tenn. 

John  A.  Hogg,  assistant  in 
the  Southern  Newspaper  Pub¬ 
lishers  Association  labor  depart¬ 
ment  for  the  past  two  years,  has 
resigned  his  post  to  become  as¬ 
sociated  in  an  executive  capacity 
with  a  newspaper  editorial  de¬ 
partment.  He  did  not  reveal  the 
name  of  the  newspaper,  which 
he  will  join  Sept.  1.  For  three 
years  Mr.  Hogg  was  general 
manager  of  the  Columbia  Mis¬ 
sourian,  daily  teaching  news¬ 
paper  of  the  University  of  Mis¬ 
souri  School  of  Journalism, 
Columbia,  Mo.  He  also  served 
as  an  associate  professor  of 
journalism,  and  was  manager 
of  the  Missouri  Press  Associa¬ 
tion  for  several  years. 

*  V  * 

Robert  Sever,  reporter  for 
Portland  Oregon  Journal — to 
editorial  department  of  the  Port¬ 
land  (Ore.)  Oregonian.  Walter 
Moe,  district  dealer  for  the  Jour¬ 
nal  in  southern  Oregon — to  cir¬ 
culation  manager  of  the  Baker 
(Ore.)  Democrat-Herald. 

if  if  if 


Robert  S.  Magee,  general 
manager,  Hanford  (Calif.)  Sen¬ 
tinel — to  joint  general  manager¬ 
ship  of  the  Sentinel  and  the 
Santa  Maria  (Calif.)  Times.  B. 
L.  Spindler,  Sentinel’s  advertis¬ 
ing  manager — to  added  duties  as 
business  manager. 

*  ♦  * 


Charles  W.  Heck  art,  for¬ 
merly  manager  of  the  independ¬ 
ent  carrier  department  for  the 
Oklahoma  Publishing  Co.  —  to 
circulation  manager  of  the 
Hobbs  (N.M.)  News-Sun,  suc¬ 
ceeding  Herman  Harrell— re¬ 
signed  to  join  the  Evansville 
(Ind.)  Press. 


George  C.  Graff,  former  re¬ 
tail  advertising  manager  of  the 
Charlotte  (N.C.)  Observer,  au¬ 
tomotive  advertising  manager, 
Washington  (D.C.)  Post  and 
Times  -  Herald  —  to  Omaha 
(Neb.)  World-Herald  as  na¬ 
tional  ad  manager. 


Earl  Stratton  Jr.,  former 
publisher  of  the  Portales 
(N.  M.)  Tribune  —  recently 
established  two  new  New 
Mexico  weeklie.s — the  Hagerman 
Star  and  the  Dexter  Tribune. 


George  Gill,  June  graduate 
of  Indiana  University  and  a 
summer  replacement  last  year  on 
the  staff  of  the  Richmond  (Va.) 
News  Leader — now  on  a  perma¬ 
nent  basis  as  a  general  assign¬ 
ment  reporter. 

«  *  ♦ 

Donald  L.  Smith — to  man¬ 
ager  of  the  new  United  Press 
Newspicture  bureau  at  Indian¬ 
apolis,  Ind. 


James  B.  Miller — to  the  ad¬ 
vertising  department  of  the 
ArUsia  (N.M.)  Daily  Press. 

*  *  * 

Ray  Van  Hennick,  former 
editor  of  w’eekly  papers  in 
Traer,  la.,  and  Loganspoi  t,  La. 
— to  news  editor  of  the  bi-week¬ 
ly  Deming  (N.M.)  Headlight 
and  Graphic. 


L.  D.  Ward,  for  the  past  year 
managing  editor  of  the  Lebanon 
(Ore.)  Express — to  managing 
editor  of  McCook  (Nebr.)  Daily 
Gazette. 


Jack  O’Brien,  former  man¬ 
aging  editor  of  Greemvieh 
(Conn.)  Life — to  Argosy  maga¬ 
zine  as  promotion  manager  and 
director  of  public  relations. 
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Ernie  Garcia — to  the  Gallup 
(N.M.)  Independent  as  sports 
editor  and  weekly  columnist. 

«  «  ♦ 

Walter  R.  McKinstry,  Jr., 
managing  editor  of  the  Grants 
(N.M.)  Beacon  for  the  past 
year — to  business  manager,  suc¬ 
ceeding  Dave  Dahlberg. 

*  *  * 

Emerson  Baydorff,  general 
assignment  reporter  of  the 
Cleveland  (Ohio)  Plain  Dealer 
—  to  the  welfare  beat.  Marc 
Gleisser — from  general  report¬ 
ing  to  coverage  of  the  civil 
courts.  Stanley  P.  Barnett, 
assistant  editor  —  retiring  and 
will  move  to  North  Carolina.  He 
was  formerly  managing  editor 
of  the  paper.  Eugene  W.  Whit- 
•NEY,  financial  department  of 
the  Plain  Dealer — awarded  a 
Fulbright  fellowship  to  the 
University  of  Copenhagen,  Den¬ 
mark. 


Buys  into  Daily 

Blackfoot,  Ida. 

Drury  R.  Brown  former  busi¬ 
ness  manager  of  the  Hutchinson 
(Kas.)  Neivs  Herald,  recently 
purchased  an  interest  in  the 

Daily  Bulletin.  He  became  gen¬ 
eral  manager  with  Harold  H. 
Smith  remaining  as  editor  and 
publisher. 

«  «  « 

Angelo  J.  Demio,  ex-New 

Haven  (Conn.)  Evening  Regis¬ 
ter  state  capital  correspondent 
— to  public  relations  officer, 
Connecticut  Veterans  of  Foreign 
Wars. 

*  ♦  ♦ 

William  Loftus,  Cleveland 
bureau  of  United  Press — to  as¬ 
sistant  to  the  president  of  the 
Brotherhood  of  Locomotive  Fire¬ 
men  and  Enginemen  in  Cleve¬ 
land. 


Alan  Iirattell,  former  man¬ 
aging  editor,  St.  Albans  (N.Y.) 
Life,  general  news  reporter  and 
sports  writer,  Mattoon  (Ill.) 
Daily  Journal-Gazette. 

*  *  # 

Roy  Johnson,  CAM,  Glendale 
(Calif.)  yiews-Press  for  the 
past  14  years — honored  with 
Quarter  Century  Award  at  na¬ 
tional  convention  of  Association 
of  Newspaper  Classified  Adver¬ 
tising  Managers  Association. 

*  *  * 

E.  W.  Johnston,  editor-pub¬ 
lisher,  Ft.  Erie  (Ont.)  Times- 
Review — honored  by  Chamber 
of  Commerce  for  his  role  in 
civic  and  commercial  develop¬ 
ments  in  Ft.  Erie  since  1900. 

♦  * 

Colonel  Sigurd  J.  Arnesen, 
publisher,  Xordisk  Tidende, 
Norwegian  language  newspaper 
— observed  his  70th  birthday 
July  31st.  He  became  solo  pub¬ 
lisher  of  the  paper  in  1929.  He 
also  founded  the  Arnesen  Press, 
Inc. 


Roscoe  C.  Born,  Jr.,  city  edi¬ 
tor  of  the  Topeka  (Kas.)  State 
Journal  —  to  the  Washington, 
D.  C.  bureau  of  the  Wall  Street 
Journal.  He  was  with  the  Jour¬ 
nal  for  16  years.  He  is  suc¬ 
ceeded  by  William  Lee  Porter. 

iti  * 

Alde.n  James,  formerly  vice- 
president,  member  of  the  board 
of  directors  and  director  of 
Advertising,  P. 
Lorillard  Co.  — 
to  executive 
vicepresident 
and  director  of 
advertising  of 
This  Week 
Magazine.  H  e 
was  also  elected 
to  the  board 
of  directors. 

James  WALTER  S.  FER- 

rigan,  eastern 
manager  —  appointed  a  vice- 
president. 

*  *  * 

Kenneth  Robbins — new  re¬ 
porter,  Ely  (Nev.)  Daily  Times. 

*  *  * 


Oscar  Berger’s 

VIP-Gallery 


PHILIP  L  GRAHAM 


President,  Publisher,  Washington  Post  and  Times  Herald 
DRAWN  FROM  LIFE  ESPECIALLY  FOR  E  i  P. 


Mrs.  Estelle  W.  Reese,  chief 
editorial  writer  for  the  Grand 
Junction,  (Colo.)  Sentinel — re¬ 
tired.  She  began  writing  edi¬ 
torials  for  the  paper  in  1931. 

e  *  * 

Vic  Uliman,  Charles  R. 
Baker,  Ji.m  Richard  —  former 
Toledo  (Ohio)  Blade  reporters 
formed  a  public  relations  firm, 
the  Burr  .Agency,  Toledo. 

«  *  « 

Lester  H.  Geiss,  former 
news  analyst  for  the  Boston 
(Mass.)  Post  —  to  assistant  to 
company  president,  Doman  Heli¬ 
copters,  Inc. 

*  «  * 

Gerald  B.  Healy,  former 
Chicago  (Ill.)  American  re¬ 
porter — first  fulltime  public  re¬ 
lations  director  of  the  Repub¬ 
lican  party  in  Illinois. 


different! 


Henry  Rilling — to  advertis¬ 
ing  staff.  Las  Vegas  (Nev.) 
Sun. 

*  *  * 

Dwight  Dyer — to  Associated 
Press,  San  Francisco. 

«  *  * 

Nathan  W.  Goldstein,  cir¬ 
culation  director.  New  York 
Times — elected  president  of  the 
Times’  Thirty-Year  Club. 

*  *  « 

Pat  Brennan,  former  city 
editor,  Loveland  (Colo.)  Re¬ 
porter-Herald  —  to  Petroleum 
Information,  Denver,  Colo. 

a  *  « 

Louie  Deisbeck — new  assist¬ 
ant  to  chief  photographer,  Glen¬ 
dale  (Calif.)  News-Press. 

(Continued  on  page  40) 


Senator 


rates,  samples: 

Ed  Koterba,  editor 

Washington  News  Enterprises 

P.  O.  Box  5509 
Washington  16,  D.  C. 

(Now  reaching  6,000,000  .readers) 
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Arthur  Bigelow,  formerly  Two  Win  $1,000 

Personal  P»<*vey  Jom»  Staff  Bowaler  Award, 

{Continued  from  page  39)  copy  desk  of  the  Camden  (N.J.)  Hearst  papers  Ottawa,  Ont. 

_ Courier-Post.  David  M.  Podvey,  recently  Fred  Poland,  Montreal  (Que.) 

Robert  G,  Lecompte  former  •  *  *  general  manager  of  the  Phila-  Star,  and  Allan  Kent,  Toronto 

Albuquerque  (N.  M.)  Tribune  JOHN  Calpin,  political  writer,  delphia  Daily  News,  joined  the  (Ont.)  Telegram,  won  the  two 

reporter  —  now'  with  the  AEG,  Philadelphia  (Pa.)  Bulletin  —  staff  of  Harold  G.  Kern,  general  $1,000  awards  for  distinguished 

Washington,  D.  C.  Sam  John-  recuperating  from  a  fractured  manager  of  Hearst  Newspapers,  journalism  in  1956,  in  the 

SOj; _ to  the  Tribune  collarbone.  in  an  executive  capacity.  second  annual  contest  of  the 

♦  *  ♦  Mr.  Podvey  was  formerly  Bowater  Awards  for  Journalism. 

Tw  v  vupnc  f  1  •  L  Philadelphia  Inquirer,  Mr.  Poland  won  with  a  series 

Elden  Rawlings  —  resigned  ^  ‘  .p  \  n-  where  he  had  been  business  of  medical  articles  and  Mr. 

as  sports  editor  and  wire  edi-  manager,  and  before  that,  gen-  Kent,  who  won  one  of  the  Bo- 

tor  of  the  Portales  (N.M.)  r  ”  c  ^  *  ^^^1  promotion  manager  for  water  prizes  last  year,  with  a 

News-Tribune  to  join  the  Amc^  (^d.)  Evening  Sun. 

rillo  (Tex.)  Globe-News.  He  is  *  *  *  jjg  started  his  career  in  the  Trans-Canada  Air  Lines  mo- 

succeeded  by  John  Griffith.  Arthur  S.  Henning,  member  promotion  department  of  the  nopoly.  Winners  of  the  two 
•  ♦  *  of  the  Chicago  (Ill.)  Tribune  Hearst  new’spapers  in  Boston  major  prizes  in  Canadian  jour- 

VrvT  twvmav  with  staff  since  1899  and  Correspond-  and  New  York.  Before  joining  nalism  were  announced  by 

I  ArW  ^  ent  emeritus  of  the  Trib’s  the  Inquirer  he  was  promotion  James  R.  Nelson,  president  of 

t  Washington  bureau  —  chosen  manager  of  the  old  Philadelphia  the  Parliamentary  Press  Galle- 

vf.e»n  the  year  by  A-ord.  »'  •>» 

Argus,  succeeding  Wendell  directors  of  Chicago  Press  -  -  ^  , 

BECK-to  the  Mailera  (Calif.)  Veterans.  ^  ^  ^  Lou  Pavlouch  former  man- 

Tribune  as  advertising  man-  ^  °p  Bisbee  James  M.  Hutcheson— re- 

ager.  Harry  C.  Deputy,  Jr.  —  to  turned  to  Walla  Walla  (Wash.) 

*  •  *  travel  and  resort  manager  of  x  n  v  Tucson  Union-Bulletin  as  executive  news 


ry,  Ottawa,  custodian  of  the 
awards. 


Tribune  as  advertising  man¬ 
ager. 


Hal  Kleinschmidt,  for  the  *  *  *  sociated  Press.  He  was  with  the 

past  four  years  editor  of  the  *  *  *  ^  tt  r  ......  *» 

Chalfant  Press  publications  in  a*  a  GERTRUDE  Po^ER,  production  •  j  •  a  p  .  Cnokane  W-issh 

Lone  Pine  and  Independence,  Mary  Gerdan,  former  re-  department  of  Bullock’s  in  Los  Joining  AP  at  Spokane,  Wash. 

Cajjf _ returned  to  the  news-  porter  in  the  women’s  depart-  Angeles — to  the  Portland  Ore-  •  ♦  ♦ 

paper  field  in  Los  Angeles.  ment  of  the  Tucson  (Ariz.)  gon  Journal's  promotion  staff  as  JiM  CROW,  formerly  handled 

^  ^  ^  Daily  Citizen  —  to  assistant  to  artist  and  copywriter.  publicity  for  the  University  of 

Women’s  Editor  Betty  Mil-  *  *  *  Mexico — to  the  staff  of  the 

ISADORE  Bernstein,  Wilkes-  burn.  Two  new  reporters  to  the  Paul  C.  Daniel  formerlv  (Ore.)  Herald 

Barre  (Pa.)  Sunday  Independ-  department  are  Miss  Barbara  ^y^g  [{opkins  County  Times  News  as  sports  editor. 

ent  sports  columnist  for  more  McNeil  and  Mrs.  Kenny  Madisonville,  Ky.-to  the  Lex-  *  *  * 

ThearlluISr""""""^  f  n  thf Um-v^-siiv  K.  FIFE,  formerly 

a  heart  attack.  journalism  from  the  Univeisity  .^^^e  editor.  Donald  L.  with  the  advertising  kaff  of  the 

*  *  *  Arizona.  ^  ^  ^  Armstrong,  graduate  student  at  Albany  (Ore.)  Democrat-Herald 

Marian  Kittell  —  new  man-  •  u  u  University  of  Kentucky —  and  the  Provo  (Utah)  Herald 

aging  editor  of  the  Eddy  County  Morris  McGowan,  with  the  to  assistant  state  editor  of  the  to  the  KTVT  sales  staff  at  Salt 
News,  Carsbad,  N.M.  Miami  (Okla.)  New-Record  for  Herald.  Lake  City,  Utah. 

the  past  26  years  and  recent  *  •  ♦  ,  *  , 

’  publisher  and  general  manager  Andries  I  Pot  fnrpi«m  pri:  ^  , 

Robert  Zimmerman,  former-  —new  general  manager  of  the  tor  of  the  Utrecht’s  Nieuwshlad  former  radio-tele- 

ly  with  the  United  Press  in  Brownwood  (Tex.)  Bulletin  and  ®  ^  vision  newsman  and  agricul- 

Santa  Fe,  N.  M.  and  New  York  executive  vicepresident  of  South-  .  Press  Gazette  as  a  jxnps't  editor  of  IFena(cA«e 

and  with  the  Santa  Fe  (N.M.)  western  Dailies,  Inc.  He  is  sue-  ^embL  of  the  stfff  Hp  <Wash.)  World  three  years-to 

New  Mexican  — now  with  the  ceeded  by  C.  M.  Holden,  for-  tininaHno.  in  »  Marshall  Riconosciuto  agency, 

New  Mexico  State  Touriet  Bu-  merly  with  the  advertiamg  de-  St  “fha"  pS 

reau  as  technical  editor.  partment  of  the  Great  Bend  *  *  *  *  •  ♦ 

*  ♦  *  (Kas.)  Tribune  and  Clarksburg  Kaz  Ishiki,  Madison  (Wis.) 

Rna  Wonn  AiKnnnprnnp  (W.Va.)  Exponent  -  Telegram  Carlton  Thomas,  managing  Capital  Times— to  the  Ameri- 

for  two  years  as  advertising  di-  editor  of  the  IFi/miwpfon  (N.C.)  can  Federation  of  State,  County 

^'uJan^PrJpd  A^^TirP^r  at  Morning  Star —  to  public  r^ela-  and  Municipal  Employes  Associ- 

^Wniv  aS  *  *  ’  New  York  City,  Washington,  D.  C.  The 

’  Thomas  F.  Conway,  former-  Charles  Hurst,  city  ed^r,  Madison  City  Council  adopted  a 

*  *  *  ly  with  Hartford  (Conn.)  Cou-  s  Mr.  Thomas  as  ME.  resolution  praising  Mr.  Ishiki’s 

John  D.  Vairo,  School  of  rant — to  news  editor,  WNBC-  *  *  ♦  “courage,  accuracy,  impartiality, 

Journalism  instructor  at  the  TV,  West  Hartford,  Conn.  George  C.  Graff,  automotive  candor  and  excellence’’  of  a 

Pennsylvania  State  University  ♦  *  ♦  advertising  manager  of  the  newspaper  reporter  who  has 

— serving  as  editor  of  the  Albert  E  Cotter  military  Washington  (D.C.)  Post  and  covered  its  deliberations  for 

Lehighton  (Pa.)  Evening  Leader  writer  for  the  Har f/or’d  (Conn.)  T'^^^-Herald- to  national  ad-  several  years, 
for  the  summer  months.  Times _ received  civil  defense  vertising  manager  of  the  OmaJia  *  *  * 

*  *  *  citation  for  “his  contributions  in  .^N®M  World-Herald,  succeed-  Mack  Hoffman,  legislative 

Porter  Crisp  formerly  with  increasing  public  awareness  of  ayne  Sams  resigned  to  j-eporter  for  the  Associated 

the  Asheville  (N.C.)  Times _ ^to  Connecticut’s  Civil  Defense  pro-  J®*®  advertising  agency.  Press  bureau,  Madison,  Wis.— 

the  Greensboro  (N.C.)  Record  gram.”  ♦  ♦  *  to  the  editorial  staff  of  the 

desk  staff.  John  S.  Holland  Jr.  *  *  •  Evabeth  Miller,  Peoria  Madison  (Wis.)  Capital  Times. 

— resigned  as  Record  state  edi-  Nady  Cates,  managing  edi-  (HI*)  Journal  Star  drama  critic  Dewey  D.  Dunn,  Times  inan- 
tor  to  take  a  public  relations  tor  of  the  Winston-Salem  (N.C.)  and  columnist— suffered  broken  aging  editor  who  recently  under¬ 
job  with  the  American  Cotton  Sentinel  —  recovering  at  his  wrist  in  a  fall  in  the  newspa-  went  major  surgery  —  conva- 
Manufacturers  Institute.  home  after  an  operation.  per’s  composing  room.  lescing  at  a  Madison  hospital. 


the  Philadelphia  (Pa.)  Daily  Citizen.  editor  after  22  years  with  As- 


Marian  Kittell  —  new  man¬ 
aging  editor  of  the  Eddy  County 
News,  Carsbad,  N.M. 


Tacoma,  Wash. 
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TELETYPE  CORPORATION 


l*'f!>fern  Electric  Company 


Do  you  always  give  them  a  cap  T 


The  word  "Teletype”  is  a  registered 
trade-mark  and  is  properly  used  only 
when  referring  to  the  printed  communi¬ 
cations  equipment  made  by  the  Teletype 
Corporation.  It  should  always  be  spelled 
with  a  capital  "T.”  If  you  are  unable  to 
use  the  complete  expression,  "Teletype 
printer,”  we’d  appreciate  your  using  the 
word  "teleprinter”  or  "teletypewriter.” 


The  word  "Teletypesetter”  is  a  registered 
trade-mark  and  is  properly  used  only 
when  referring  to  the  automatic  control 
equipment  for  typecasting  machines 
made  by  the  Teletypesetter  Corporation. 
So  please  always  spell  "Teletypesetter” 
with  a  capital "T.”  When  space  is  limited 
or  to  avoid  repetition,  you  may  find  it 
convenient  to  use  the  contraction,"  TTS.” 


TELETYPESETTER  CORPORATION 
2752  N.  Clybourn  Av«.,  Chicago  14,  Illinois 


4100  Fullerton  Ave.,  Chicago  39,  Illinois 
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S/iumway  I  ells  Value 
Of  All-Out  Promotion 

By  Robert  C.  Shuimvay 

Circulation  Manager  Oil  City  (Pa.)  Derrick 
&  News-Herald 


Shumway 


.\ny  paper,  large  or  small 
can  and  should  use  as  much 
circulation  promotion  as  they 
can  find  time 
to  do  so.  They 
should  promote 
their  product, 
the  sale  of  it, 
service  of  it, 
and  the  boys 
who  deliver  it. 
That  is  what 
we  at  Venango 
Newspapers  are 
trying  to  do. 

There  is 
hardly  anything  a  large  paper 
is  using  that  can’t  be  adapted 
for  small  paper  use.  Take,  for 
example,  our  scholarship  plan. 
We  give  two  $250  grants  yearly 
to  our  top  carrier  students  with 
the  accent  on  their  records  as 
carriers.  This  idea  came  from 
the  Buffalo  (N.Y.)  Cotirier  Ex¬ 
press.  They  award  a  number  of 
scholarships  but  we  cut  the 
number  to  two  to  fit  our  needs. 
Our  Honor  Award  plan  is  a 
direct  adaptation  fi-om  Ed 
Bennett’s  Hackensack  (N.  J.) 
Bergen  Evening  News. 

And  so  it  goes.  From  our 
Jack  Pot  Homes  Sample  Cam¬ 
paign  to  our  complete  set  of 
four  mail  renewal  letters,  all 
have  been  revised  from  success¬ 
ful  promotions  used  by  other 
newspapers. 


{Editor's  Note — Robert  Shum- 
uay's  exhibit  took  first  honors 
among  newspapers  under  25,- 
000  at  the  Pittsburgh  conven¬ 
tion  of  the  International  Circu¬ 
lation  Managers  Association.  He 
tells  how  the  Venango  Newspa¬ 
pers  of  Oil  City,  Pa.,  promote 
their  product  and  the  hoys  who 
sell  and  deliver  it.) 

We  believe  our  most  valuable 
asset  is  our  carrier  organiza¬ 
tion.  Much  of  our  promotion  is 
designed  to  make  it  the  best 
organization  possible. 

Our  Honor  Carrier  Awards 
top  the  progiam.  The  awards 
consist  of  T-shirts,  identification 
cards,  jackets,  and  fancy-colored 
delivery  bags  inscribed  Derrick 
or  News-Herald  Honor  Carrier. 
Twenty  boys  are  chosen  as 
honor  carriers  each  year. 

Keep  Tab  of  Boys 

The  contests  we  hold  for  the 
boys  are  the  best  we  can  find 
and  we  vary  them  as  the  ideas 
pass  over  our  desk.  We  always 
have  at  least  one  contest  where 
sales  and  service  pay  off  in 
extra  points.  We  have  at  least 
one  good  trip  contest  a  year. 
At  the  present  we  promote  en¬ 
tirely  through  the  carrier  or¬ 
ganization  because  we  feel  this 
is  the  only  way  to  build  solid 
circulation.  Our  contests  are 
almost  exclusively  based  on 
orders. 

We  keep  a  record  of  each 
carrier  boy  from  the  time  he 
begins  until  he  gives  up  his 
route.  The  records  give  his  com- 


IT'S  A  FKOVEH  FACT . 


-OCHARTEl 


Which  now  includes 
tho  new,  inspiring  COPY  CUES 
every  month.  Write  us  or  ask  our 
representative  to  show  you  these 
other  proven  linoge  building 
services: 

*  Metro  Newspoper  Service 

*  Metro  Deportment  Store  Service 

*  Metro  Jewelry  Service 

*  Greoter  Solet  Service 

*  Metro's  Sook  of  Headings 

.  .  .  And  many  other  supplemen¬ 
tary  services  that  moon  PLUS 
BUSINESS  ter  your  newspopert 


INCREASES  CIRCULATION 


[ 


ROUTE  TUBES 
DISPLAY  RACKS 
HONOR  BOXES 


4 


FOR  FULL  details.  CATALOG  AND 
PRICES  WRITE 


METRO 


80  Modiion  Ave. 
New  York  16,  N.  Y 


OL  DIVISION  OF 
STEEL  CITY  MANUFACTURING  CO. 

YOUNGSTOWN,  OHIO 


THE  FOURTH  ESTATE  ...  By  Trent 


plaints,  savings,  route  draw 
month  by  month,  bill  payment 
record  and  grade  each  month. 
A  report  card  is  sent  to  the 
boy’s  parents  each  month  with 
the  above  information. 

Four  times  a  year  we  offer 
a  mail  special  for  new  readers. 
About  one-fifth  of  our  a.m.  cir¬ 
culation  is  mail.  These  offers 
overlap  each  other  and  always 
bring  us  about  a  2%  return. 

We  use  a  carrier  training  kit 
with  a  check-off  list  on  the  out¬ 
side  of  the  folder.  Each  kit 
contains  a  carrier  handbook, 
(Southern  association)  Mr. 
Grumpy  story,  all  forms  he  will 
come  in  contact  with,  and  a 
booklet  addressed  to  his  parents. 
This  year  we  will  begin  using 
Operation  Buildup  to  improve 
our  carrier  training  program. 

Our  monthly  carrier  newspa¬ 
per,  The  Pipeline,  is  used  to 
plug  contests,  give  advice  and 
amuse  the  carriers.  It  was 
named  in  a  contest  and  the 
winner  received  a  $25  savings 
bond. 

One  thing  in  which  we  firmly 
believe — we  will  trade  promo¬ 
tion  ideas  with  anyone.  We  may 
never  have  an  original  idea  in 
our  lives,  but  we  often  come 
up  with  some  new  twists  that 
are  good. 

• 

Property  Sold 

Erie,  Pa. 

The  two-story  brick,  down¬ 
town  site  of  The  Halle  Broth¬ 
ers  Department  store,  was  sold 
here  today  for  $150,000  to 
building  contractor  J.  Robert 
Baldwin  by  the  joint  owners — 
Erie  Times  Publishing  Co.  and 
the  estate  of  the  late  Lenora 
Reuscher  Moyer. 


Governor  Warns 
Serappy  Official 

Beaver  Faixs,  Pa. 

Gov.  George  M.  Leader  “slap¬ 
ped  Samuel  G.  Neff  on  the 
wrist”  for  his  fight  in  a  local 
hotel  bar  with  James  H.  March 
Sr.,  general  manager  of  the 
Beaver  Falls  (Pa.)  News-Trib¬ 
une.  The  scrap  occurred  the 
evening  before  the  May  21 
primaries.  Mr.  Neff,  Beaver 
County  Democratic  chairman, 
is  manager  of  the  State  Work¬ 
man’s  Insurance  Fund.  Mr. 
March  had  requested  Gov. 
Leader  to  fire  Mr.  Neff  from 
his  $12,000  a  year  job. 

The  assault  on  Mr.  March 
was  described  by  Governor 
Leader  as  “essentially  a  per¬ 
sonal  matter.”  He  warned  Mr. 
Neff  that  if  he  became  involved 
in  any  more  altercations  he 
would  be  fired. 

• 

Ken  While  Dead 
Former  Columnist 

Denm® 

Ken  White,  44,  former  Denver 
Post  columnist,  and  at  the  time 
of  his  death,  news  director  of 
KOA  radio  and  television  sta¬ 
tions,  died  July  11  following  a 
heart  attack.  Mr.  White  joined 
the  Post  in  1946  and  later  be¬ 
came  radio  and  television  col¬ 
umnist.  He  left  to  do  full-time 
work  at  KOA  in  1954. 

He  formerly  was  with  the 
Evansville  (Ind.)  Courier,  the 
Dayton  (Ohio)  Journal,  Evans¬ 
ville  (Ind.)  Journal,  San  An¬ 
tonio  (Tex.)  Evening  News, 
San  Antonio  (Tex.)  Light  and 
the  Beaumont  (Tex.)  Enter¬ 
prise.  He  joined  the  Associated 
Press  in  1937. 
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EVERYTHING'S 
SHIP-SHAPE 
IN  NEW 
ENGLAND 


Iz-  \ 


Li 


Sell  New  England  with  Newspapers 


Time  was  when  the  trim  Yankee  clipper  ships 
were  the  rulers  of  the  sea — could  out  race,  out 
maneuver,  out  perform  anything  else  afloat.  The 
clippers  are  gone  now,  but  New  England’s  ship¬ 
building  genius  has  continued  to  dominate  the 
seaways  of  the  world. 

Yankee  skill  and  knowledge  produced  the 
revolutionary  atomic  submarines  Nautilus.  Sea 
Wolf  and  Skate  .  .  .  with  even  more  radically 
new  ones  to  follow.  America’s  first  atomic 
powered  surface  shiji — a  missile  cruiser — is 
being  built  in  New  England.  Out  of  four  new 
“super-super”  tankers  currently  on  order,  three 
(including  the  world’s  largest)  will  come  out 
of  New  England.  The  roll  of  more  conventional 
vessels — guided  missile  destroyers  and  cruisers 
— submarines,  tankers,  yachts,  small  craft — is 
almost  endless. 

Shipbuilding  is  only  one  of  many  industries 
to  realize  the  full  value  of  Yankee  ingenuitv. 
New  industries  .  .  .  electronics,  plastics,  chemi¬ 
cals,  metals,  food,  aircraft  .  ,  .  are  moving  in 
every  day,  raising  employment  levels,  pouring 
new  payrolls  into  the  healthiest  economy  in 
America.  If  you  have  anything  to  sell,  you’re 
bound  to  find  a  market  here  when  you  do  your 
selling  through  the  New  England  newspapers. 


This  campaign  sponsored  by  these 
newspaper  leaders: 

MAINE — Banior  Daily  Nmn  (H). 

VERMONT— Barra  Tiets  (E),  Banainftaa  BaaMr  (E),  Burllai- 
ton  Frtt  Press  (H),  Ratland  Herald  (M). 

MASSACHUSETTS— Boston  Globa  (MftE).  Boston  Globa  (S), 
Brockton  Enterprisa  Ir  Tieas  (E),  Fall  Rhar  Harald  News  (E), 
FHdiburi  Sentinel  (E),  Gardner  Nears  (E),  Haaerhill  Ganita 
(E),  Lawrence  Eaila-Tribuna  (M&E),  Itam  (E),  North 

Adams  Transcript  <E),  Pittsfield  Berkshire  Eapla  (E),  Tbunton 
Gazette  (E),  Waltham  Nears  Tribune  (E). 

NEW  HAMPSHIRE— Concord  Monitor-Patriot  (E),  Manchestar 
Union  Ltader  and  New  Hampshire  Sunday  Nears  (M,  E<iS). 
RHODE  ISLAND— West  Warwick  Paartuxat  Valley  Daily  Tlm« 
(E),  Providence  Builetin  (E),  Providence  Journal  (M),  Provi- 
dance  Journal  (S),  Woonsocket  Call  (E). 

CONNECTICUT— Ansonia  Sentinel  (E),  Bridpcpert  Post  (S), 
Bridpeport  Post-Teleiram  (MAE),  Pistol  Prm  (E),  Hartford 
Courant  (M),  Hartford  Courant  (S),  Hartford  Times  (E),  Meri¬ 
den  Record-Journai  (MAE).  New  Britain  Heraid  (E),  Hew  Haven 
Retister  (EAS).  Norwich  Buiietin  and  Record  (MAE),  Torrinttoa 
Repister  (E),  Waterbury  Repubiican  A  AaMrican  (MAE).  Watar- 
bury  Repubiican  (MAS). 
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Revised  Reporting  Text; 
Grammar  for  ISewsmen 


A  fair  consensus  seems  to  boil  “The  leading  role’s  being  given 
down  to  this:  If  interpretative  to  Burkett  displeased  the  rest  of 
reporting  is  allowed  to  degener-  the  cast.”  Or: 


ate  into  a  license  for  writers  to 


‘The  rest  of  the  cast  was  dis- 


distort  or  jazz  up  facts  to  pleased  when  Burkett  was  as- 
whomp  out  a  sizzling  story  of  signed  to  the  leading  role.” 


what  they  think  facts  mean,  then  Suppose 


reporter 


Hv  Prof.  Kosroo  Kllard 


“interpretation”  is  no  interpre-  written  the  sentence  this  way: 
tation  at  all.  It  becomes  a  pseudo-  “The  whole  cast  was  displeased 
literai’y  effort  masquerading  as  when  Burkett  was  given  the 
news.  It  can  easily  become  bias,  leading  role.” 

On  the  other  hand,  when  com-  The  whole  cast?  Was  Burkett 


INTERPRETATIVE  REPORTING.  By 
Curtis  n.  MacDouKall.  Third  Edition. 
New  York:  Tlte  Macmillan  Company, 
.192  pp.  $5.75. 


p*.'  f  ^  eeping  plicated  news  is  made  objectively  displeased  at  being  assigned  to 

‘.f®  ’  ,,  T^  11  •  1.1  clear  by  including  unbiased,  un-  the  lead?  Wasn’t  Burkett  part 

\et  Mr.  MacDougall-— richly  opinionated  information,  the  re-  of  the  cast? 
experienced  in  cityrooms  himself  porting  is  more  objective  than  it  Another  point:  How  about  the 


This  is  fundamentally  a  newly  f“lljrd  possibly  be  if  one-sided  expression,  “When  Burkett  was 

revised  text  on  straight  report-  ^at^^  a  ttorv  o7ci  utterances  are  merely  set  down,  piven  the  leading  role...”? 

ing  with  an  adequate  analysis  of  f  f  and  a  terminology  and  situation  Many  points  like  these  are  good 

the  increasing  emphasis  on  fac-  ‘tig  author  makere^^^^^^  beyond  most  readers’ know  edge  for  an  argument,  but  I  know 

tual  interpretation  of  compli-  are  allowed  to  stand  without  several  meticulous  copyreaders 

cated  news  It  is  a  book  for  both  factual  illumination.  on  metropolitan  papers  who 


Another  point :  How  about  the 
expression,  “When  Burkett  was 


university  students  and  begin- 


around  an  inexperienced  report¬ 
er  who  sets  out  to  “interpret” 


ctual  illumination.  on  metropolitan  papers  who 

After  presenting  his  panel  on  would  never  let  a  reporter’s  sen- 


ners  in  a  professional  cityroom.  the  pi'os  and  cons  of  interpreta-  tence  go  to  the  composing  room 

_ is  not  the  sub-soil  chemistry  out  of  tion— with  factual  evnlanatorv 


“Interpretation”  is  not  the 
province  of  a  beginner  covering 
an  arrest  on  a  charge  of  bur- 
glary.  Consequently,  Mr.  Mac-  .  ^ 


,  .  ,  «  L-  ^  j.  .  tion — ^with  factual  explanatory  with  the  expression,  “Burkett 

which  an  objective  news  story  information  of  his  own,  not  opin-  was  given  the  leading  role.” 
sprouts.  ionated— Mr.  MacDougall  gets  Thev  would  call  that  a  false 


To  report  a  senator  as  charg- 


ionated — Mr.  MacDougall  gets  They  would  call  that  a  false 
down  to  the  business  of  routine,  dative  and  change  it  to  read. 


Dougall  gives  almost  all  of  his  pvernment  is  straightaway  reporting.  A  stu-  “The  leading  role  was  given  to 

book  to  the  newest  ways  of  thjo'^Sh  with  foreign  spies  dent  or  beginner  can  read  clear  Burkett.” 

organizing  facts  and  writing  ^^gentll  1 7aTs explanations  of  the  difference  Another  reporter  wrote:  “All 

stories  of  meetings,  interviews,  essential  lacts  uiat  tne  senator  between  crowded  first  sentences  tbe  stories  which  they  print  are 

accidents,  the  weather  and  the  supplied  no  evidence  and  that  and  several-sentence,  even  sev-  good  ones.” 

rest  of  the  routines.  He  cites  up-  fecurity  officers  of  the  civil  sery-  eral-paragraph  leads;  about  the  ^  ^  ^  ^ 

to-date  and  varied  examples,  and  Department  of  State  use  of  the  block  paragraph,  and  and  That 

does  a  specially  good  job  of  denied  the  chaige  is  not  nearly  the  taking  and  arranging  of  Many  a  copyreader  would 

discussing  w'ays  of  Making  It  ®  years  i  notes.  He  can  run  the  gamut  of  change  the  which  to  that — on  the 

Attractive  and  Readable,  Re-  seemed.  vpn,irtinrr  fmn,  ,^r.,.=^„olo  - __j  - 

freshing  Readers’  Memories, 


Service 


ice  and  the  Department  of  State  use  of  the  block  paragraph,  and  Which  and  That 

denied  the  charge  is  not  nearly  the  taking  and  arranging  of  Many  a  copyreader  would 
as  objective  as  for  years  it  notes.  He  can  run  the  gamut  of  change  the  which  to  that— on  the 
seeme  .  reporting  from  personals  and  grammarian  and  copyeditor 

“Objectivity”  society  to  science,  sociological,  ground  that  the  clause  in  this 

We  fortunately  recovered  from  reporting.  case  is  restrictive.  Most  editors 

the  slanted  and  opinionated  re-  ..  author  includes  appon-  agree  now  that  it  is  better  to  in- 
norting  of  colorful  newsmen  newspaper  terms,  a  good  troduce  a  restrictive  clause  with 

ZS  Lntury  concise  stylesheet,  plus  copyread-  the  relative  pronoun  that  in- 

. . nfvLr.  oYivoTno _ n  proof leaders’  symbols,  stead  of  which.  The  clause, 


.swung  to  the  other  extreme-a  „The  clause, 

fetish  of  “objectivity”  by  which  P”"*’ 

we  meant  that  the  exact  words  Evanston  (III.)  Neics-  ly  meant  to  restrict  the  meaning 

of  a  newsworthy  person  should  P^o^essor  of  journalism  of  good  stones  to  stories  actual- 

be  reported  as  uttered.  That  was  University  ly  published.  Presumably  not  all 

ohjcctirtti/,  even  though  we  knew  submitted  were 

that  the  newsworthy  character’s  .L 

wroo  tntnllv  iinnhipf-  .  latest  levision  IS  thorough-  There  is  an  exception  followed 


statement  w-as  totally  unobjec- 


good. 

There  is  an  exception  followed 


day  and 


on  any 


Hoe  press 


Call  CYpress  2-2400 
New  York  City 


<&co.,/,vc. 

910  East  138th  Street 
New  York  S4.  N.  Y. 


lent  was  tutaiiy  x  »  - ^ ^  - 

highly  opinionated,  and  manua\  foirthe^begiim^er  careful  copydesks:  That  can 


manifestly  a  lie.  ...anuai  lor  me  Deginner.  be  used  to  introduce  a  nonre- 

Mr.  MacDougall  quotes  Lester  „  strictive  clause,  or  which  to  in- 

Markel  of  the  New  Forfe  Times:  Grammar  t  ages  troduce  a  restrictive  clause,  to 

“To  say  that  Senator  McThing  For  NeiCSpaper  Men  avoid  repetition.  But  then  it  is 

is  investigating  the  teaching  of  _  questionable,  in  the  simplicity  of 

Patagonian  in  the  schools  is  grammar  for  journalists.  By  writing,  w  e  er 

news.  To  explain  factually  why  K-  i-  Cailihan.  New  York:  The  Ron-  niore  than  one  relative  clause 
Senator  McThing  is  carrring  on  Company.  397  pp.  $4.60.  should  be  used  in  the  same  sen- 

this  investigation  is  interpreta-  - - -  A  modicum  of  relative 

tion.  To  remark  that  the  senator  a  new.spaper  recently,  there  clauses  is  one  way  to  simplify 

should  be  ashamed  of  himself  is  fPPeared  this  sentence,  though  our  wntini 
opinion”  name  was  different:  “Burk-  These 

ett  was  given  the  leading  role  in  brought  up 
“Interpretative”  Writing  the  play,  which  the  other  mem-  mar  for 
In  this  book  is  a  balanced  bers  of  the  cast  did  not  like.”  women.  T 


appeared  this  .sentence,  though  our  writing, 
the  name  was  different:  “Burk-  These  ar 


ett  was  given  the  leading  role  in  brought  up  in  this  book  of  gram- 
“Intcrpretative  Writing  the  play,  which  the  other  mem-  mar  for  newspaper  men  and 
In  this  book  is  a  balanced  bers  of  the  cast  did  not  like.”  women.  The  decision  to  write 
panel  of  practicing  newspaper  What  was  wrong  W’ith  the  gram-  the  book  was  fully  supported  by 
advocates  and  antagonists  of  mar?  a  que.stionnaire  to  100  newspa- 

“interpretative”  newswriting.  It  It  was  the  error  of  using  the  per  editors  and  60  journalism 
has  been  a  long  debate — lasting  relative  pronoun,  tvhich  or  that,  school  directors.  The  consensus 
some  20  years — this  question  of  to  refer  to  a  clause  as  the  ante-  of  these  men  was  that  spelling 
factual  background  in  the  story  cedent  instead  of  having  which  and  grammar  are  sadly  deficient 
of  an  ov’crt  act,  to  let  readers  or  that  refer  to  a  specific  noun  among  many  beginning  report- 
know'  what  is  meant  by  a  state-  or  pronoun.  It  makes  writing  ers,  even  those  from  journalism 
ment  that  without  the  back-  loose.  A  copyreader  should  have  schools.  The  editors  and  direc- 
ground  would  be  Patagonian  to  changed  the  sentence  to  read  tors,  however,  did  not  specify 
them.  something  like  this:  any  instances  of  bad  grammar. 
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Press  Personalises 
Its  Byline  Writers 


By  T.  S.  Ir\in 

The  move  to  “glamorize” 
newspapers  by  personalizing  the 
people  who  make  them,  by  put¬ 
ting  flesh  and  bones  on  bylines, 
steps  ahead  smartly.  Recent 
weeks  have  seen  two  important 
and  influential  newspapers 
begin  to  employ  the  technique  of 
the  personality  advertisement  in 
their  promotion. 

First,  the  New  York  News. 
It  is  running  a  series  of  full 
(tabloid)  pages  about  the  per¬ 
sonalities  that  make  the  News 
the  great  newspaper  it  is.  These 
make  for  delightful  reading,  as 
good  as  anything  else  in  the 
paper. 

Second,  in  timing  only,  the 
New  York  World-Telegram  & 
Stcn.  It  is  running  a  series  of 
ads  150  lines  by  2  columns  titled 
‘‘Behind  the  Byline.”  These,  too, 
are  as  good  reading  as  anything 
in  the  Telly. 

What  is  interesting  about 
these  personality  ads — and  this 
seems  more  true  of  the  News 
ads  than  the  Telly’s — is  that 
they  reveal  to  readers  not  only 
the  personalities  of  the  writers 
they’re  devoted  to,  but  the  per¬ 
sonality  of  the  newspaper  as  a 
whole. 

And  this,  it  seems  to  this 
observer,  is  just  as  important 
and  maybe  even  more  impor¬ 
tant.  After  all,  the  objective  of 
personality  campaigns  is  not  to 
glorify  the  staff,  but  to  glorify 
the  end  product  of  the  staff,  the 
newspaper  the  staff  produces. 

NEA  Service,  and  all  the 
newspapers  that  buy  its  “Out 
Our  Way”  cartoons,  are  cur¬ 
rently  facing  a  problem  which 
personality  promotion  can  do  a 
gieat  deal  to  solve.  The  prob¬ 
lem  arises  out  of  the  recent  and 
saddening  death  of  J.  R.  (Jim) 
Williams,  who  drew  the  cartoon, 
some  12,000  of  them,  during  the 
last  35  years. 

The  passing  of  Jim  Williams 
doesn’t  mean  the  passing  of  the 
cartoon.  For  a  time,  at  any  rate, 
there  will  be  a  flow  of  selections 
of  “the  best”  of  “Out  Our 
Way,”  cartoons  Jim  Williams 
was  asked  from  time  to  time  to 
repeat  because  readers  got  a 
special  kick  out  of  them. 

But  then  “Out  Our  Way”  will 
be  continued,  in  the  Williams 
tradition,  by  the  man  who  had 
been  his  assistant  for  some 
years,  Negley  Cochran.  There  is 


a  story  in  Neg  Cochran  and  Jim 
W’illiams  that  makes  rich  per¬ 
sonality  promotion. 

Neg  is  the  son  of  Hal  Coch¬ 
ran,  an  NEA  man.  When  Neg 
was  13  he  was  hospitalized  for 
an  appendectomy.  Hal  Cochran 
got  Jim  Williams  to  visit  Neg 
and  bring  him  an  “Out  Our 
Way”  drawing.  This  started 
Neg  copying  “Out  Our  Way” 
cartoons,  ultimately  sent  him 
through  art  school,  got  him  a 
job  as  an  NEA  artist,  then  as 
Jim  Williams’  assistant. 

Can  there  be  anything  more 
heartwarming  than  this  story? 
If  newspapers  follow  their  usual 
routine,  they’ll  simply  continue 
to  publish  the  “Out  Our  Way” 
cartoons,  gradually  and  quietly 
switching  from  the  J.  R.  Wil¬ 
liams  byline  to  the  Neg  Coch¬ 
ran  byline. 

If  they’re  smart  however,  and 
with  a  prod  from  NEA  maybe 
they’ll  smarten  up,  they  ought 
to  pull  out  all  the  stops  on  the 
Williams-Cochrane  story.  It’s  a 
great  story  in  the  best  Ameri¬ 
can  tradition.  Which  is  why  it’s 
great  promotion. 

Just  the  Facts 

For  years  this  corner  has 
preached  the  doctrine  in  promo¬ 
tion — in  answer  to  short-sighted, 
short-budget  publishers  —  that 
promotion  doesn’t  take  dollars 
so  much  as  it  takes  brains.  If 
you  have  a  story  to  tell,  you 
don’t  have  to  worry  about  tell¬ 
ing  it  expensively.  Tell  it  just 
as  economically  as  you  wish 
and  it  will  be  just  as  effective, 
maybe  even  more  so. 

Case  in  point  is  a  booklet  ju.st 
in  from  the  Cleveland  (Ohio) 
News.  It  is  titled  “Market 
Facts  on  Greater  Cleveland.”  It 
is  dressed  up  about  as  excitingly 
as  a  legal  brief.  Yet  it  is  the 
more  effective  promotion  because 
of  this  deliberate  underplaying 
of  design. 

The  idea  of  this  promotion  is 
to  get  the  facts  into  the  hands 
of  advertisers.  It  does  this  in 
as  direct  a  way  as  possible.  All 
the  facts  are  here.  They  are 
easy  to  get  to. 

This  is  not  to  say,  of  course, 
that  the  excitement  and  emotion 
aroused  by  design  and  color 
and  art  are  not  necessary  in 
promotion,  or  that  they  are 


needless  extravagance.  It  is 
merely  to  say  that  they  are 
not  always  needed,  nor  in  every 
promotion. 

Sometimes  a  simple  typewrit¬ 
ten  sheet  is  the  best  design  you 
can  give  a  promotion.  Which  is 
about  what  this  is. 

The  Los  Angeles  (Calif.)  Ex¬ 
aminer,  on  the  other  hand,  takes 
a  simple  typewritten  document 
and  dresses  it  up  somewhat  to 
produce  a  market  promotion 
that  has  more  excitement  in  it, 
but  not  necessarily  more  facts. 

This  is  a  booklet  titled  “an 
interoffice  communication  that 
is  worth  sharing.”  The  commu¬ 
nication  is  a  memorandum  from 
Bill  Dover,  director  of  business 
research,  to  C.  W,  Horn,  adver¬ 
tising  director.  Subject:  “Cur¬ 
rent  business  conditions.” 

Those  who  know  Bill  Dover’s 
work  will  know  at  once  that 
this  is  truly  a  memo  worth 
reading  and  worth  sharing. 
Here,  too,  no  design  is  neces¬ 
sary  to  give  this  factual  pro¬ 
motion  impact.  The  simple  type¬ 
written  sheets  would  have  suf¬ 
ficed. 

But  with  the  addition  of  a 
little  design,  making  the  memo 
into  a  booklet,  outlining  and 
bracketing  and  underscoring 
some  of  the  points  with  crayon 
and  with  marginal  notes,  the 
memo  does  come  to  life  a  little 
faster  and  with  a  little  more 
bang. 

The  point  is:  Design  won’t 
save  a  bad  promotion;  it  can 
make  a  good  promotion  move 
faster. 


In  the  Bag 

Neat  phrase  from  a  New 
York  Journal- American  mailer 
for  mail-order  advertising:  “If 
you’re  a  busy  bee  who  likes  to 
make  money,  we’ve  a  honey  of 
a  market  for  you.” 

Community  newspapers 
around  Philadelphia,  Pa. — Main 
Line  Times,  Upper  Darby  News, 
Germantown  Courier  —  have  a 
word  to  describe  their  suburban 
market,  “Phil-urbia.” 

Rare  these  days  to  see  pro¬ 
motion  for  the  editorial  page. 
Danbury  (Conn.)  News-Times, 
however,  devotes  sizeable  space 
to  promoting  its  “page  of  opin¬ 
ion.”  “Looking  to  do  good  and 
thwart  the  bad?”  it  asks.  “Look¬ 
ing  for  information  and  news 
background?  Looking  for 
authoritative  opinion  and  view¬ 
points?  May  we  suggest  that 
you  read  the  News-Times  edi¬ 
torial  page  every  day  to  keep 
better  informed.” 


Teen  Seene 

Pittsburgh 
The  Pittsburgh  Sun-Telegraph 
on  July  20  began  publishing  a 
Saturday  teen  magazine  called 
Teen  Scene.  The  editor’s  note, 
headed  “Hi”  read:  “You’re 
reading  the  first  issue  of  Teen 
Scene,  the  weekly  news-maga¬ 
zine  for  the  sharp  set.  You’ll 
find  it  every  Saturday  in  the 
Pittsburgh  Sun-Telegraph.  Look 
us  over  and,  hey,  hey,  let’s  hear 
from  you.” 


BEATING  THE  HEAT — Copy  boys  in  th*  Miami  (Fla.)  News  city 
room  present  a  united  front  in  a  battle  against  high  temperatures  by 
appearing  in  Bermuda  shorts  one  recent  hot  day.  Staff  writer  Nan 
Riley  does  an  appropriate  double-take  as  Henry  Cheever,  Benjy  Smith, 
Baxter  Dungan,  Joe  Zachary  and  Jerry  Antonacci  model  their  new 
short  garb. 
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Newsprint 
Production, 
Use  Increases 

Production  of  newsprint  in 
North  America  during  June, 
1957  amounted  to  the  all-time 
high  for  this  month  of  691,108 
tons  and  was  1.9%  greater  than 
in  June,  1956.  Shipments  totaled 
705,274  tons  in  June,  1957  and 
were  2.4%  above  those  in  the 
corresponding  month  of  last 
year.  According  to  the  News¬ 
print  Service  Bureau,  output  in 
the  United  States  was  159,069 
tons — largest  June  volume  in 
history — and  shipments  were 
156,824  tons.  Canadian  produc¬ 
tion  amounted  to  the  second- 
highest  June  total  of  532,039 
tons  while  shipments  totaled 
548,450  tons.  (E&P,  July  20, 
page  13). 

The  record  965,416  tons  turned 
out  by  United  States  mills 
through  the  end  of  June  this 
year  was  117,250  tons  or  13.8% 
greater  than  in  the  first  six 
months  of  1956  while  output  in 
Canada  of  3,311,586  tons  also 
constituted  a  new  high  and  was 
115,427  tons  or  3.6%  above  that 
in  the  corresponding  period  of 
last  year,  thus  the  continental 
increase  amounted  to  232,677 
tons  or  5.8%. 

North  American  manufactur¬ 
ers’  stocks  on  June  30,  1957  ag¬ 
gregated  211,435  tons  compared 
with  225,601  tons  on  the  last  day 
of  the  preceding  month  and  139,- 
292  tons  at  the  end  of  June,  1956. 

Consumption  Up 

U.  S.  newsprint  consumption 
for  June  and  first  six  months 
1957  again  reached  an  all-time 
high.  Total  estimated  newsprint 
consumption  in  the  U.  S.  for 
June,  1957  was  574,684  tons, 
compared  with  559,419  tons  for 
June,  1956.  For  the  first  six 
months  of  1957,  total  estimated 
U.  S.  newsprint  consumption 

NEWLY  ENGINEERED 
for  SMOOTHER,  FASTER 
OPERATION 

Perfect  News  Machine 

•  Cruises  at  10  lines-a-minute 

•  One  to  four  magazines 

•  Range  to  30  pt.  condensed 
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was  3,444,079  tons,  compared 
with  3,436,228  tons  for  same  pe¬ 
riod  1956. 

Newspapers  reporting  to 
American  Newspaper  Publishers 
Association  consumed  433,887 
tons  of  newsprint  in  June,  1957 
compared  with  422,361  tons  in 
June,  1956,  and  422,246  tons  in 
June,  1955.  This  was  an  increase 
of  2.7%  over  June,  1956,  and  an 
increase  of  2.8%  over  June,  1955 
with  five  Sundays  in  June,  1957 
and  four  Sundays  each  in  June, 
1956  and  1955.  During  first  six 
months  of  1957,  reporting  news¬ 
papers  used  2,600,280  tons  of 
newsprint,  an  increase  of  0.2% 
over  corresponding  period  in 
1956  and  an  increase  of  4.1% 
over  corresponding  period  in 
1955. 

At  the  end  of  June,  1957 
stocks  of  newsprint  on  hand 
were  41  days  supply  and  seven 
days  supply  were  in  transit  for 
the  average  of  all  daily  news¬ 
papers  reporting  to  the  ANPA 
compared  with  39  days  supply 
on  hand  and  seven  days  supply 
in  transit  at  end  of  May,  1957. 
There  were  27  days  supply  on 
hand  and  eight  days  supply  in 
transit  at  end  of  June,  1956 
while  newsprint  on  hand  at  end 
of  June,  1955  totaled  25  days 
supply  with  six  days  supply  in 
transit. 

• 

ff  hat  About  Ike 
And  His  Money? 


editorial 

1  By  Roy  H.  Copperud 

m  I 

I  Obit  Dicta  | 

B  It  has  been  predicted,  I  believe  by  Saul  Pett  of  the  J 

B  AP,  that  the  next  war  will  be  between  reporters  and  § 

B  copyreaders.  Perhaps  the  one  after  that  will  be  between  1 

B  those  who  hold  a  man  is  survived  by  his  wife,  and  those  1 

B  who  insist  that  on  the  contraiy  he  is  survived  by  his  | 

B  widow.  J 

B  Style  books  can  be  introduced  in  evidence  on  both  1 
B  sides  of  this  disagreement.  Nothing  very  grievous  hangs  | 

B  from  the  choice  between  one  word  and  the  other,  prob-  i 

p  ably.  Those  who  prefer  widow  argue  that  once  a  man  1 

B  dies,  a  widow  is  what  his  wife  incontrovertibly  becomes.  1 

B  My  own  preference  in  this  morbid  struggle  inclines  J 

B  toward  wife,  perhaps  because  I  was  exposed  at  an  im-  j 

B  pressionable  age  to  some  editor’s  predilection  for  it.  | 

B  The  choice  of  wife,  however,  can  be  supported  by  an  1 

B  examination  of  the  word  survive,  which  means  “to  re-  g 

B  main  alive.’’  She  who  remains  alive  was  at  the  outset,  j 

B  at  least,  the  wife  rather  than  the  widow.  | 

B  But  debates  over  points  of  interpretation  like  this  are  1 
B  vain.  No  one  who  has  ever  thought  about  the  matter  § 

B  enough  to  have  formed  an  opinion  in  favor  of  either  1 

p  ivife  or  tvidoiv  in  this  connection  is  likely  to  be  budged  J 

B  an  inch  by  them.  | 

B  Even  so,  the  use  of  wife  can  be  justified  from  another  i 
B  direction.  A  woman  is  likely  to  see  herself  called  a  | 
B  widow  for  the  first  time  in  her  husband’s  obituary,  and  | 

B  she  can  easily  be  spared  this  shock.  I 

B  To  press  things  a  bit  farther,  if  a  man  is  survived  i 
B  by  his  widow,  why  does  not  one  speak  of  women  as  J 

B  being  survived  by  their  widowers?  Or  of  parents  as  1 

B  being  survived  by  their  orphans?  Quite  obviously  those  j 

B  words  would  seem  to  be  laboring  the  fact  of  bereave-  | 

B  ment.  Thus  also  with  widow!  1 

^  ♦  ♦  ♦  S 


Fletcher  Knebel  of  the  Wash-  B 
ington  bureau  of  the  Cowles  j 
Publications,  has  completed  a  E 
six-instalment  series,  “Ike  and  B 
His  Money.”  The  stories  are  B 
offered  for  immediate  release  B 
by  the  Register  and  Tribune  B 
Syndicate,  Des  Moines  and  New  B 
York.  B 

The  writer  shows  that  the  B 
President  is  now  worth  about  a  B 
million  dollars,  explains  how  he  | 
made  it,  describes  the  thousands  B 
of  dollars  worth  of  tax-free  p 
gifts  that  have  been  showered  B 
on  the  Eisenhowers.  = 


you  havo  Intarnafional  butinaai 
Intarastf  associated  with  publishing, 
I  printing,  advertising  or  commercial 
I  radio,  and  you  want  to  keep  in  touch 
j  with  those  activities  in  Australia  and 
I  New  Zealand,  read  Newspaper  News, 
the  national  monthly  business  news- 
'  paper  davotad  to  those  closaly  ro> 
latad  interests  of  "Down  Under." 


Unreasonably  squeamish  relatives  sometimes  seek  to  1 
withold  from  publication  the  age  of  a  deceased  woman.  | 
Reporters  ought  to  press  for  it,  however,  because  if  an  g 
obituary  is  worth  printing  at  all,  it  should  surely  give  g 
the  age  of  the  subject.  One’s  age,  it  has  been  well  said,  g 
is  the  fullest  possible  description  in  the  smallest  possible  I 
space.  Withholding  the  age  of  a  living  woman  may  be  g 
an  act  of  chivalry,  but  after  she  is  dead  her  sensibilities  i 
can  hardly  be  affected  by  publishing  it.  There  seems  no  § 
way  this  can  hurt  relatives,  either.  I 

*  *  *  g 

The  omission  of  any  information  about  what  the  I 

subject  did  for  a  living  is  a  conspicuous  fault  of  many  § 
short  obituaries.  This  is  the  most  interesting  fact  about  1 
a  man.  And  the  use  of  a  nickname  is  an  indignity  | 
except  in  instances  when  a  man  is  widely  and  publicly  1 
known  by  it.  Even  then,  it  ought  to  be  used  paren-  | 
thetically  with  the  full,  formal  version  of  the  name.  | 

*  *  *  t 

This  may  be  quibbling,  but  the  line  “funeral  arrange-  i 
ments  are  pending,”  seems  to  be  a  useless  statement  of  j 
what  the  reader  can  assume,  especially  when  the  practice  1 
is  to  publish  those  arrangements  once  they  have  been  1 

made.  ■ 

*  *  *  s 


15  Hamilton  St.,  Sydnoy  Autlrolla  g 
Annual  Subscription  to  U.  S.  I3JQ  B 
ITrite  for  sample  copy.  I  B 


It  is  growing  common  to  speak  of  the  subject  of  an  g 
obituary  as  having  been  “preceded  in  death”  by  some  g 
other  member  of  his  family,  but  this  expression  smacks  S 
of  the  unctuous  mortician.  Like  such  euphemisms  as  i 
passed  away  and  departed  this  life,  it  is  a  fit  subject  for  g 
interment.  And  while  we’re  at  it,  let’s  exhume  that  1 
plain  old  word  undertaker.  % 

g 
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How  to  hit  the  market  bulTs-eye 
in  Pennsylvanians  No.  3 


?•> 


No  trick  to  it  at  all,  once  you  set  your  sights  on  the  right  target.  But  it  means  getting 
out  beyond  the  city  limits  of  Philadelphia  and  Pittsburgh.  After  all,  even  if  you 
saturate  these  two  cities,  you’re  still  missing  two-thirds  of  the  customers  in 
the  Keystone  State.  When  you  aim  at  the  third  largest  city  in  Pennsyl¬ 
vania,  you’re  concentrating  on  the  combined  potential  of  the  14  markets 
listed  below — each  one  an  important  trading  center.  Together  they 
tie  up  a  solid  sixth  of  all  the  people,  pay,  and  money  spent  in 
the  whole  State.  And  you  can  reach  50%  of  all  these  free- 
spending  people  through  the  local  papers  they  shop  in 
every  day.  Try  it  for  yourself — put  these 
high-impact  hometown  dailies  at  the 
top  of  your  media  list,  and 
you’ll  hit  the  market 
bull’s-eye  in 
Pennsvivania’s 
No.-I 
“Citv.” 


Soil  Pennsylvania's  No.  3  "'City"  with  These  Newspapers: 

BEAVER  FALLS  NEWS-TRIBUNE  (E)  •  CHAMBERSBI  RG  PUBLIC  OPINION  (E)  *  COATESVILLE  RECORD  (E)  • 
CONNELLSVILLE  COURIER  (E)  •  INDIANA  GAZETTE  (E)  •  JEANNETTE  NEWS-DISPATCH  (E)  *  LOCK  HAVEN 
EXPRESS  (E)  •  NEW  CASTLE  NEWS  (E)  •  SUNBURY  DAILY  ITEM  <E)  •  TOWANDA  REVIEW  (M)  •  WARREN 
TIMES-MIRROR  (E)  •  WASHINGTON  OBSERVER  REPORTER  (M&E)  •  WILLIAMSPORT  SUN  GAZETTE  (E)  •  YORK 
DISPATCH  (E) 
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Cabinet  Hits 
Changes  In 
Secrecy  Law 

Washington 

Federal  agencies  have  lined 
up  against  the  first  legislative 
proposal  of  the  Moss  Committee, 
which  embodies  statutory  limits 
on  a  law  said  to  have  been 
passed  to  insure  physical  pro¬ 
tection  of  government  data  but 
allegedly  stretched  to  shield  it 
from  press  and  the  public. 

Hearing  began  this  week  be¬ 
fore  the  House  Committee 
headed  by  Rep.  John  E.  Moss. 
A  companion  bill  is  pending  in 
the  Senate,  under  the  sponsor¬ 
ship  of  Senator  Thomas  E. 
Hennings. 

Abe  McGregor  Goff,  general 
counsel  of  the  Post  Office  De¬ 
partment,  keynoted  what  proved 
to  be  the  underlying  depart¬ 
mental  objection  when  he  told 
the  committee:  “From  my  ob¬ 
servation  the  ordinary  citizen 
has  the  reaction  that  public 
officials  tell  too  much  about  pub¬ 
lic  business  rather  than  too 
little.  The  decisions  as  to 
privileged  matters  are  made  by 
men  whose  every  action  in  life 
prior  to  appointment  was  given 
the  most  minute  scrutiny,  with 
a  meticulous  check  once  more 
before  Senate  confirmation. 
Theirs  is  the  responsibility  in 
getting  the  public  business  done, 
their’s  is  the  blame  if  they  fail.” 

Moss  Takes  Issue 

Chairman  Moss  took  issue, 
saying:  “After  two  years  on 
this  committee  I  have  the  strong 
conviction,  which  I  can  docu¬ 
ment  quite  extensively,  that  the 
people  feel  as  I  do,  that  public 
officials  tell  too  little  when  it 
might  be  embarrassing,  and,  on 
occasion,  too  much  when  it  is 
favorable. 

“What  is  being  urged  here  it 
seems  to  me  is  just  to  leave  the 
Executive  alone.  He  has  the 
good  judgment,  always  acting  in 
good  faith,  to  spoon-feed  all  the 
rest  of  the  people.  It  is  because 
we  find  the  departments  and 
agencies  grabbing  at  5  U.S. 
Code  22  as  the  convenient  prop 
when  they  need  it  to  withhold 
anything  that  we  have  intro¬ 
duced  legislation  to  spell  out 
more  precisely  the  intent  of 
the  Congress  for  normal  house¬ 
keeping  functions.” 

Congressman  Moss  said  the 
trend  in  the  states  is  to  invite 
the  citizens  to  share  public  in¬ 
formation.  He  observed  that 
the  Federal  Government  is  con¬ 
stantly  moving  into  areas  for¬ 


merly  reserved  for  state  ad¬ 
ministration  and  he  proposed 
that  the  public  information 
policies  likewise  be  expanded. 

Mr.  Goff  opposed  adding  to 
what  Mr.  Moss  called  “house¬ 
keeping  rules,”  the  following 
amendment : 

“This  section  does  not  au¬ 
thorize  withholding  information 
from  the  public  or  limiting  the 
availability  of  records  to  the 
public.” 

The  language  which  precedes 
reads  as  follows: 

“The  head  of  each  department 
is  authorized  to  precribe  regu¬ 
lations,  not  inconsistent  with 
law',  for  the  government  of  his 
department,  the  conduct  of  its 
officers  and  clerks,  the  distribu¬ 
tion  and  performance  of  its 
business,  and  the  custody,  use, 
and  preserv'ation  of  the  records, 
papers,  and  property  appertain¬ 
ing  to  it.” 


Secretary  Ezra  Taft  Benson 
of  the  Department  of  Agricul¬ 
ture  cited  the  fact  that  the 
statute  under  examination 
springs  from  legislation  enacted 
in  1789  and  unchanged  since 
1872.  He  said  it  has  stood  the 
test  of  Supreme  Court  examina¬ 
tion  and  “furnished  a  clear 
basis  for  the  operations  of  the 
executive  department.”  He  op¬ 
posed  amendment,  unless  clari¬ 
fied  for  insurance  against  too 
great  a  stricture. 

Serious  Problem 
For  the  Department  of  Com¬ 
merce,  Secretary  Sinclair  Weeks 
said:  “The  Executive  Branch 
would  face  a  serious  problem  if 
one  of  these  proposals  were  en¬ 
acted  and  an  occasion  arose 
when  withholding  information 
was  necessary  in  the  public  in¬ 
terest  unless  there  were  other 
statutory  or  constitutional  bases 
for  such  action.” 


jAre  You  Copy  Editor  or  Mongoose  ?§ 

H  For  the  pleasure  of  the  boys  around  the  desk  after  g 
m  “30”  we  reprint  this  chapter  of  “Helpful  Hints  for  Hatchet  g 


^  from  the  Neiv  York 

B  letter : 

B  Traditionally,  if  not  actu- 
P  ally  the  relationship  between 
g  the  copy  editor  and  the  re- 
g  porter  is  akin  to  that  be- 
B  tween  a  mongoose  and  a 
H  snake.  It  would  be  unfor- 
m  tunate  if  this  were  the 
p  reality.  Both  have  important 
B  functions  in  the  production 
B  of  the  newspaper,  although 
B  the  functions  are  quite  dif- 
g  ferent.  The  reporter’s  is 
m  essentially  creative,  the  edi- 
B  tor’s  critical.  If  the  editor’s 
B  w'ork  is  not  to  be  destructive 
B  he  must  consider  carefully 
g  any  change  he  makes  in 
B  copy.  It  is  always  important 
B  to  conserve  space  and  to  set 
m  things  right  in  copy,  but  it 
g  is  equally  important  not  to 
g  change  meanings  or  to  de- 
B  stroy  the  flavor  of  the 
p  WM'iting. 

g  W  &  S  has  had  occasion 
B  recently  to  compare  some 
B  stories  as  written  with  the 
B  versions  as  printed.  In  one 
B  of  them  a  correspondent  had 
B  written  that  Khrushchev 
g  and  Bulganin  “do  not  have 
g  tuxedoes  but  they  will 
B  travel.”  The  editor  made  it: 
B  “They  do  not  have  dinner 
S  jackets  but  they  will  travel.” 
B  In  what  kind  of  ivory  tower 
B  does  that  editor  dwell?  In 
B  another  instance  a  reporter 
g  wrote  that  Vassar  alumnae, 
B  gathering  for  a  reunion, 
B  brought  with  them  sixty-six 
B  husbands,  many  of  whom 
M  had  been  classmates  else- 


ne.r  Winners  &  Sinners  staff  g 

where,  and  then  said  that  B 
the  men  “greeted  one  an-  g 
other  with  discreet  whoops  g 
and  held  subsidiary  reunions  M 
of  their  own.”  The  editor  p 
changed  it  to,  “Numbers  of  g 
them  held  reunions  of  their  g 
own.”  While  the  change  is  B 
not  catastrophic,  it  does  B 
alter  the  feel  of  the  sen-  g 
tence;  it  makes  the  reunions  g 
appear  to  have  been  planned,  J 
formal  parts  of  the  occasion.  B 
It  is  always  well  to  weigh  B 
the  caliber  and  care  of  the  g 
writer.  Some  writers  brush  g 
words  onto  their  canvases  g 
with  gentle  precision  and  the  p 
utmost  feeling  for  color;  B 
others  spray  them  on  and  B 
leave  them  to  drip.  Copy  g 
editors  generally  know  g 
which  are  which.  Certainly  B 
writers’  gripes  are  no  indica-  g 
tion  whatever.  Excessive  B 
complaints  come  from  good  g 
writers  and  bad,  and  some  g 
of  the  most  skillful  complain  B 
hardly  ever.  Rut  it  is  a  good  B 
thing  when  editing  the  work  g 
of  a  careful  writer  to  hesi-  B 
tate  over  every  change  and  B 
try  to  determine  why  he  g 
wrote  as  he  did.  The  change  g 
may  still  be  desirable,  of  B 
course,  but  it  will  then  not  j 
be  made  on  the  basis  of  a  J 
blind  following  of  “I’ules.”  g 
And  reporters  will  be  less  B 
likely  to  regard  copy  editors  B 
as  a  pack  of  mongee — er  .  .  .  g 
mongoo —  ...  as  just  one  g 
mongoose  after  another.  p 


Robert  Dechert,  general  coun¬ 
sel  of  the  Department  of  De¬ 
fense,  warned  that  there  would 
be  conflict  with  many  other 
statutes  on  protection  of  vital 
information,  if  one  of  the 
amendments  is  adopted. 

Secretary  Marion  B.  Folsom 
of  the  Department  of  Health, 
Education,  and  Welfare,  said 
his  agency  has  not  had  sufficient 
experience  in  applying  privacy 
statutes  and  will  “defer  to  the 
views  of  the  other  Executive 
departments  on  the  merits  of 
these  bills.” 

Interior  Secretary  Fred  A. 
Seaton  expressed  the  view  that 
the  amendments  would  cancel 
specific  directives  to  his  office, 
contained  in  Congressional  en¬ 
actments  other  than  the  one 
under  attack. 

Deputy  Attorney-General  Wil¬ 
liam  P.  Rogers  said  the  Depart¬ 
ment  of  Justice  is  in  agreement 
with  the  purpose  to  provide  a 
free  flow  of  information  but  has 
concluded  “the  proposed  amend¬ 
ments  would  not  clarify  the 
present  law.”  Offer  was  made 
to  amplify  this  comment  if  the 
committee  will  more  precisely 
delineate  “their  intended  effect 
on  the  authority  of  the  Execu¬ 
tive  departments  under  this 
statute  to  regulate  the  orderly 
access  of  the  public  to  their 
records.” 

Labor  Secretary  James  P. 
Mitchell  said:  “As  pointed  out 
by  the  Supreme  Court,  the 
variety  of  information  con¬ 
tained  in  the  files  of  any  gov¬ 
ernment  department  and  the 
possibilities  of  harm  from  un¬ 
restricted  disclosure  make  ob¬ 
vious  the  necessity  and  useful¬ 
ness  of  centralizing  determina¬ 
tion  of  whether  information  is 
to  be  restricted  or  disclosed, 
and  the  manner  of  so  doing.” 

Robert  C.  Hill,  Assistant  Sec¬ 
retary  of  State,  wrote:  “These 
bills  would  appear  to  be  an 
attempt  to  limit  the  exercise  of 
executive  discretion  which  must 
continue  to  be  vested  in  the 
heads  of  the  various  agencies 
so  that  the  operations  of  the 
agencies  are  carried  out  effec¬ 
tively  and  in  the  best  interests 
of  the  government.  Therefore, 
the  Department  of  State  recom¬ 
mends  against  favorable  con¬ 
sideration.” 

The  Treasury,  in  a  letter 
signed  by  W.  Randolph  Bur¬ 
gess,  said  “the  proposed  lan¬ 
guage  would  appear  to  serve 
only  to  confuse  the  general 
public  as  to  the  law  governing 
the  availability  of  records.  En¬ 
actment  of  any  of  these  bills 
would  appear  to  leave  un¬ 
changed  the  general  provisions 
of  law  relating  to  disclosure  of 
governmental  information.” 
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Are  you  telling  your  public  relations 
story  to  the  molders  of  public 
opinion  in  the  ^^grass  roots?^’ 


EDITOR  &  PUBLISHER  provides  complete, 
economical  coverage  of  this  often - 
neglected  segment  of  the  Press, 


^  To  Advertisers, 
Agencies  And  Public 
Relations  Executives 


If  you  are  planning  a  campaign  involving  public  relations, 
public  service,  corporate  or  institutional  advertising, 
EDITOR  &  PUBLISHER  should  be  seriously  considered 
because — 


This  is  Number  9  of  a  series  of  messages  concerning  the 
value  of  EDITOR  &  PUBLISHER  as  an  indispensable 
medium  for  public  relations  advertising. 

If  you  are  interested  in  making  this  type  of  advertising  as 
effective  as  possible,  send  for  our  new  brochure,  “Rifle 
Shot  Public  Relations.” 

Tell  the  Press — and  you  tell  the  Public! 
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Survey  Shows 
Carrier  Boy 
Profits  Vary 

Iowa  City,  Iowa 

The  average  weekly  earnings 
for  daily  newspaper  carriers  is 
$5.93  for  those  working  city 
routes,  and  $4.02  for  those 
serving  customers  in  the  retail 
trading  zone,  a  State  University 
of  Iowa  survey  of  75  newspa¬ 
pers  in  six  states  show’s. 

Professor  Wilbur  C.  Peter¬ 
son,  head  of  the  Bureau  of 
Media  Service  at  the  SUI 
School  of  Journalism  studied 
carrier  circulation  departments 
of  75  daily  new'spapers  in  South 
Dakota,  Nebraska,  Minnesota, 
Iowa,  Wisconsin,  and  Illinois. 

Wide  Range  Reported 

Results  of  the  survey  indicate 
that  carrier  boys  who  deliver  a 
daily  paper  w'hich  includes  a 
Sunday  edition  earn  an  avei’age 
of  $8.18  a  week.  Carrier  boys’ 
average  profits  for  the  daily 
city  delivery,  except  Sunday, 
ran  from  a  low  of  $2.95  to  a 
high  of  $10.20  a  week.  Average 
profits  for  those  who  deliver 
in  the  retail  trading  zone 
ranged  from  $1.50  a  w’eek  to 
$8.00  a  W’eek. 

The  city  carrier’s  profit  for 
each  customer  on  his  route  each 
week  averaged  7.42  cents. 
Delivery  boys  in  the  trading 
zone  averaged  8.6  cents  for  each 
customer  served.  The  extra  Sun¬ 
day  delivery  raised  this  to  10.1 
cents  in  the  city  and  10.3  cents 
in  the  retail  trading  zone. 

City  subscribers  were  charged 
an  average  of  31  cents  a  w’eek 
for  papers  and  subscribers  in 
the  retail  trading  zone  paid  26.6 
cents.  The  Sunday  paper  raised 
these  averages  to  39.5  cents  for 
city  subscribers  and  to  36.3 
cents  for  retail  trading  zone 
subscribers. 

Carrier  Age  Varies 

The  surv’ey  show’s  the  aver¬ 
age  age  of  city  carrier  boys  to 
be  13.1  years,  and  that  of  re¬ 
tail  trading  zone  carrier  boys, 
12.5  years. 

Thirty  newspapers  reported 
that  their  present  carrier  boys 
are  younger  than  the  carriers 
employed  10  years  ago,  19 
papers  reported  no  change  in 
the  average  age  of  carrier  boys 
employed,  and  14  papers  said 
present  carrier  boys  were  older 
than  carriers  employed  10  years 
ago. 

In  the  city,  33  newspapers 
with  circulations  of  less  than 
ten  thousand  employed  an  aver- 


Detroit  News 
Gives  20  Boys 
Scholarships 

Detroit 

Tw’enty  more  boys — carriers  of 
the  Detroit  News — moved  closer 
to  college  with  the  presentation 
FIVE  DETROIT  NEWS  carriers  who  received  their  second  $500  by  the  paper  of  the  annual  $500 
college  scholarship  from  the  News  are  congratulated  by  the  publisher,  scholarships. 

Warren  S.  Booth,  at  a  luncheon  in  honor  of  the  20  scholarship  winners.  Presentation  of  the  certifi- 
From  left  to  right,  they  are:  Arthur  Ciagne,  16;  Thomas  E.  Sw>aney,  15;  cates  of  scholarship  was  made 
Mr.  Booth;  David  Evison,  18;  Brian  B.  Menlen,  16;  and  Jerome  by  Warren  S.  Booth,  president 
_ Valdes,  16. _  of  the  News,  at  a  special  lunch¬ 
eon. 

The  News  had  five  repeaters 
in  the  winning  group,  which 
means  those  boys  now  have 
$1,000  toward  their  college  edu- 

If  ^  cation.  It  is  possible  for  a  boy 

_Charps  of  discriminatory  ^ 


Union  Hiring  Ban 
Brings  Charges 

Portland,  Ore 


age  of  36  carrier  boys  each. 

Nine  new’spapers  with  circula¬ 
tions  between  ten  and  twenty 
thousand  employed  an  average 
of  67  carriers  each,  and  15 
newspapers,  with  twenty  to 

fifty  thousand  circulations,  em-  hiring  have  been  filed  against  non 

_i _ I _ _ 101 _ rw _ : _ t>..ui:..u; _ n _ $i,UUO. 

The  money  is  held  in  escrow 


ployed  an  average  of  181  carrier  The  Oregonian  Publishing  Corn- 
boys  each.  pany  and  the  Portland  Web 

In  the  retail  trading  zone,  25  Pressmen’s  Union  No.  17  here 
newspapers  with  less  than  ten  by  Adam  Llewellyn,  secretary 
thousand  circulation  reported  of  the  Pacific  Northwest  News- 
an  average  employment  of  26  paper  Association, 
carrier  boys.  Twelve  newspa- 


until  the  boys  are  accepted  by 
an  accredited  college  or  univer¬ 
sity.  The  boys  who  have  won 
the  News  scholarships  usually 
find  it  much  easier  to  get  in 
Llewellyn  contends  that  dis-  even  the  most  crowded  univer- 


peis  ciiculations  between  criminatory  hiring  and  work-  sities,  J.  Albert,  News  public 

ten  and  twenty  thousand  had  conditions  of  company  and  lations  director,  said, 

an  aveiap  o  9  earner  oys  unjon  policies  have  kept  four  un-  This  is  because  that  since  the 

each,  and  3  newspapeis  wi  employed  pressmen  out  of  work  start  of  the  awards  in  1952,  the 

tw’enty  to  fifty  thousand  circu-  pressmen,  all  caliber  of  the  winners  has  re- 

aveiage  o  members  of  the  International  mained  high  and  they  have  con- 

each.  Printing  Pressmen’s  and  Assist-  tinned  their  good  work  in  their 

e  aveiage  nurn  er  o  cus-  ants’ Union,  parent  organization  college  classes,  Mr.  Albert  said, 

tomers  on  city  routes  was  80.o  Portland  local,  were  Applications  for  the  scholar- 

an  e  aveiage  num  ex  o  cus-  |)j.ought  to  Portland  from  ships  were  made  by  361  car- 

)meis  on  le  ai  la  ing  zone  gpringfidd^  Ohio,  last  March  riers  this  year.  They  were 

through  Llewellyn’s  efforts  on  screened  and  tested  by  a  private 
behalf  of  The  Oregonian.  organizations,  the  Student  Aid 

Although  the  Oregonian  had  a  Foundation  of  Michigan,  under 


routes  was  46.3. 


Telephone  Advertisers 
Must  Pay  Federal  Tax 

Washington 
The  Federal  tax  on  communi¬ 
cations  service  is  applicable  to 
amounts  paid  by  advertisers  to 
a  telephone  company  for  inclu¬ 
sion  of  a  “commercial”  in  time- 
of-day  and  w’eather  forecast 
recordings. 

This  ruling  has  been  made  by 
the  Internal  Revenue  Semce. 


large  number  of  overtime  shifts  the  direction  of  Mrs.  Mildred 

White. 


in  its  pressroom  at  the  time  and 
had  brought  the  four  pressmen 


Joining  in  the  presentation 


here  to  ease  the  overtime  situ-  ^rernony  were  D.  R.  Merrill. 

ation,  the  four  men  were  not  al-  vicepresident  and  general  man 

lowed  to  work.  They  and  other  the  News;  Lawrence  J 

union  pre.^smen  were  out  of  Hamilton,  circulation  manager 

work  because  of  suspension  of  ^  Whitcomb,  trea.surer 

Colliers’  and  other  magazines  Fy*"®"  ^ewis,  secretary;  R.  M 

printed  at  Springfield.  Spitzle^  assistant  business  maa 

ager;  Frank  Mosher,  assistant 

cvciiuc  OC1VH.C  mid-April  the  Oregonian  business  manager;  C.  K.  Lysin- 

The  service  sold  bvTlTe'teTeriho^e  charges  with  the  NLRB  ggr,  associate  editor;  Harvey 

.  f  ^  charging  Local  17  with  unfair  Patton  manaeine  editor  and 

company  to  an  advertiser  as-  i  u  *.•  vaiioii,  inanaging  euitui, 

si^ns  a  telenhone  number  which  in  connection  Allen  J.  Nieber,  city  editor, 

signs  a  teiepnone  number  wnicn  incident.  At  that 

time  Oregonian  Publisher  M.  J. 

Frey  stated  that  the  newspaper 
had  been  prevented  from  put¬ 
ting  the  four  pressmen  to  work 
by  the  pressmen’s  chapel  chair¬ 
man,  acting  under  direction  of  }^;7^e“brDanierB.‘ Vo^rh^s  of 
holrd  executive  ^he  suit  alleges  that 

editorials  appearing  in  the 
The  charges — originally  by  Range  Oct.  23  and  Oct.  31,  1956 
the  Oregonian  and  now  by  were  libelous.  The  editorials 


any  subscriber  may  call  and 
automatically  tune  in  the  re¬ 
cording  of  time,  or  weather,  de¬ 
pending  on  which  sei’vice  has 
been  purchased.  An  advertising 
message  is  included.  At  inter¬ 
vals  the  advertiser  is  billed  on 
the  basis  of  the  number  of  calls 
handled,  plus  charge  for  the 
recording.  IRS  ruled  that  time- 
of-day  or  weather  forecast  ad¬ 
vertising  service  is  telephonic  in 


Lihel  Suit 

Raton,  N.M. 
A  $31,200  libel  suit  has  been 
filed  against  the  Raton  Pailn 


Llewellyn  —  are  now  under  in-  concerned  Mr.  Voorhees’  unsuc- 
nature  and  falls  within  the  px'o-  vestigation  by  the  National  La-  cessful  candidacy  for  election 
visions  of  the  communications  bor  Relations  Board’s  Portland  as  state  representative  from 
tax.  office.  Colfax  County, 
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Life  of  City 
For  1  Minute 
Is  Recorded 

Charlotte,  N.  C. 

The  entire  city  staff  of  the 
Charlotte  News  was  mustered 
one  day  for  Project  10:09. 

The  result:  218  column  in¬ 
ches  of  type  and  10  pictures 
on  one  minute  in  the  life  of  a 
city. 

Managing  Editor  Richard  L. 
Young  Jr.,  and  City  Editor 
Waldo  Proffitt  directed  the  ac¬ 
tivities  of  20  reporters  and  five 
photographers  as  they  fanned 
out  over  the  city  to  report  just 
what  was  happening  at  exactly 
10:09  a.m.,  EST,  July  25. 

The  result  was  one  of  the 
best  read  features  the  paper 
has  ever  done. 

Careful  Planning 

Project  10:09  followed  a 
week  of  careful  planning  and 
preparation.  The  project  had 
to  be  designed  so  as  not  to 
interfere  with  the  paper’s  usual 
local  news  gathering  activities. 
Beat  reporters  were  given  the 
additional  assignment  of  check¬ 


ing  their  key  news  sources  at 
10:09. 

Reporter  Emery  Wister  was 
stationed  at  Douglas  Municipal 
Airport  and  listened  while  con¬ 
trol  tower  operators  talked 
with  incoming  and  outgoing 
flights. 

Business  editor  J.  A.  Daly 
monitored  conversations  be¬ 
tween  a  heavy  duty  truck  driver 
and  his  radio  dispatcher. 

Reporter  Dick  Bayer  rode  in 
an  elevator  in  the  Johnston 
Building  to  catch  the  mood  of 
people  at  that  time.  Women’s 
department  reporters  checked 
shoppers  and  beauty  salons 
others  talked  with  housewives. 
City  officials  were  checked,  the 
courts  were  watched  and  city 
and  county  police  officers  re¬ 
ported  in  from  radio  squad 
cars. 

News  reporters  found  the 
city  police  about  to  solve  a  well 
publicized  safe  cracking,  the 
Chamber  of  Commerce  working 
on  a  sales  convention  and  Gen¬ 
eral  Manager  Phil  Howser  of 
the  Charlotte  Hornets  baseball 
club  talking  to  the  Washington 
Senators’  farm  director.  The 
News  learned — at  exactly  10:09 
— that  Howser  was  trying  to 
make  a  deal  for  a  third  base¬ 


man  and  an  outfielder  with  a 
Texas  League  club. 

Photographers  accompanied 
a  reporter  to  the  emergency 
room  of  Memorial  Hospital  (no 
great  emergency  there)  and  to 
other  strategic  locations. 

Reports  Flow  In 

Reporters  telephoned  or  used 
the  City  Hall  -  Courthouse 
Western  Union  Intrafax  ma¬ 
chine  in  getting  information 
back  to  the  News. 

Proffitt,  Young  and  Assistant 
City  Editor  Harry  Shuford 
joined  in  to  take  the  reports. 

They  were  fed  to  reporter- 
columnist  Julian  Scheer,  who 
started  writing  about  10:15. 
The  story  was  wrapped  up  at 
12:30,  running  218  inches  in 
length. 

Added  to  the  main  story 
were  two  sidebars,  plus  one  ex¬ 
planation  of  how  the  project 
worked.  A  front  page  box  ex¬ 
plaining  the  story  also  ap¬ 
peared,  referring  readers  to  the 
second  front  page  which  was 
devoted  exclusively  to  the  story 
with  the  exception  of  the  pa¬ 
per’s  local  daily  column. 

Reader  reaction  was  immedi¬ 
ate  and  News  officials  called 
readership  “surprising  high’’ 
for  the  one-shot  feature. 


Horning  Heads  UP 
In  Pakistan 

Appointment  of  R  ic  h  a  r  d 
Horning  as  United  Press  man¬ 
ager  for  Pakistan  has  been  an¬ 
nounced  by  Ernest  Hoberecht, 
United  Press  vicepresident  and 
general  manager  for  Asia,  with 
headquarters  in  Tokyo.  Mr. 
Horning  has  arrived  in  Karachi 
and  assumed  his  new  duties. 

“The  United  Press  has  been 
serving  Pakistan  and  covering 
the  news  there  since  the  nation 
won  its  independence,’’  Mr. 
Hoberecht  said.  “United  Press 
has  been  expanding  steadily 
there  and  Mr.  Horning  carried 
with  him  new  plans  for  further 
development  of  United  Press 
coverage  and  service  in  the 
area.” 

Before  going  to  Pakistan,  Mr. 
Horning  was  on  the  staff  of  the 
United  Press  Tokyo  bureau.  He 
was  graduated  from  the  Univer¬ 
sity  of  Minnesota  in  1947.  He 
specialized  in  Asian  affairs.  He 
worked  for  a  year  on  the  Daily 
Telegraph  in  Sydney,  Australia, 
and  then  was  a  special  assign¬ 
ment  reporter  on  the  China  Mail 
in  Hong  Kong.  He  covered  the 
last  stages  of  the  China  Civil 
War  for  that  newspaper  and 
was  based  for  a  time  in  Canton 
and  Kunmin. 


Blatchford  Metal  salesman 

makes  like  economist 

. . .  plugs  profit  leak 


legal  forms  printer 

“With  the  customers  I  have,”  roars 
Charlie,  “who  could  get  a  thin  dime 
more  per  thousand  ?  And  my  costs  are 
sky  rocketing.  Take  type  metal . . .” 

“Go  ahead,  Charlie!”  I  say,  “Take 
type  metal.  Take  this  wet  dross  I  just 
picked  out  of  your  dross  drum.  Look 
at  this  chunk !  It’s  loaded  with  good 
metal.  That’s  money  out  of  your 
pocket!” 

“Matter  of  fact  that’s  why  I’m 
here,”  I  went  on,  “maybe  we  can 
plug  the  leak.” 

Charlie  and  I  pinpointed  the 
trouble  in  a  jiffy.  I  dunked  my  metal 
thermometer  in  the  remelt  pot  and 
it  read  close  to  900*.  That  was  the 
tip-off.  Charlie’s  new  remelt  man  was 
pouring  in  too  much  heat. 

Simple  ?  Sure !  But  without  Blatch- 
ford’s  periodic  tests  of  metal,  hot  or 

Blatchford 


cold,  this  and  other  printers  could  go 
on  losing  money  this  way  for  years. 

Blotchford’s  service  policy  is 
founded  on  protecting  your  profits 

Blatchford  Metal  salesmen  know 
printing  and  printers’  metal  prob¬ 
lems  .  .  .  and  are  quick  to  note  and 
advise  of  wasteful  metal  practice 
anywhere  along  the  line.  Call  in  a 
Blatchford  man— his  savvy  can  save 
you  money. 


NEW!  Blatchford  ^TOTSTIK'' 


.  .  .  the  improved  lubricant  and 
dross  reducer.  Helps  keep  machine’s 
hot  metal  system  working  smoothly. 
Helps  cut  dross  loss  in  re-melt  op¬ 
eration.  Ask  the  Blatchford  man  to 
show  you  how  the  “Potstik”  saves 
time,  trouble,  money. 


E.  W.  Hlairhford  Dept.,  National  Lead  Company  — 
Atlanta,  Baftimorp,  Chicago,  Cincinnati,  Cleveland, 
Dalian,  Philadelphia,  Pittsburgh,  St.  Louis;  New 
York:  E.  W.  Blatchford  Co.;  New  England:  Na¬ 
tional  I..ead  Co.  of  Mass.,  Boston;  Pacific  Coast: 
Morris  P.  Kirk  &  Son,  Inc.,  Los  Angeles,  Emery¬ 
ville  (Calif.),  Portland,  Seattle,  Phoenix, 

Salt  Lake  City;  Canada:  Canada  Metal 
Co.,  Ltd.,  Toronto,  Montreal,  Winnipeg, 

Vancouver. 


for  service 
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One  of  516  Giveaways 


Swaps  Make  the  Sun 
Welcome  on  Lawns 


Bv  Marion  Macinnis 


His 
Prince 
the  st 
public- 
ing  he 
His 
eviden 
issued 
that 
bannei 
activil 
shindi 
ing  C: 

The 
they  ( 
terrac 
from 
were 
clad 
red  V 
Majes 
Seren 
words 
On( 
pictui 
they 
eat  tl 
by  c 
sauce 
side 
Th( 
one. 
in  ft 
fused 
They 
came 
Th 
publi 


Lubbock,  Tex.  housewives,  bent  on  making  a 

The  truck  carrying  the  Thurs-  sood  trade,  search  the  swaps  , 
day  issue  of  the  Lubbock  Sun  ‘tern  by  item.  Nor  do  they  skip 
broke  down  between  Fort  Worth  1"^®  classified  ads  strategically 
and  Lubbock.  Repairs  were  inserted  in  the  column, 
quickly’  made  and  the  transport 
reached  Lubbock  only  a  few 
hours  behind  schedule.  But 
meanwhile,  the  paper’s  switch¬ 
board  w’as  swamped  with  calls — 

“What’s  happened  to  my  Sun?” 

If  the  Sun  were  a  regular 
daily  with  paid  subscribers  such 
complaints  would  not  be  unus¬ 
ual.  But  the  Sun  is  different.  It 
is  one  of  the  516  “giveaway”  pa¬ 
pers  which  now  find  their  way 
into  over  five  million  American 
homes.  These  “No-Charge” 
newspapers  feature  local  news 
items,  offer  free  coupons  and 
numerous  contests,  and  rely  on 
the  saturation  method  to  woo 
housewives  into  lingering  over 
their  page-after-page  of  adver¬ 
tising. 

Twice  a  Week 


The  Sun’s  publisher,  M.  I.  "Will  trade  my  recently  deceased  on  these  items  are  that  they  be 
Hall,  never  underestimates  the  father's  suit  for  stamps."  limited  to  household  or  personal 

power  of  the  women  and  frankly  articles  (real  estate  and  cars 

admits  to  this  important  aud-  sold  $1600  worth  of  advertising  being  taboo)  and  that  no  money 
ience.  “After  all”,  he  says,  “the  for  the  first  issue.  The  Mailbox  be  involved.  If  Mrs.  Lubbock 
ancient  custom  of  women  gath-  was  a  success  from  the  begin-  wants  cold  cash  for  her  used  re- 
ering  at  the  community  well  to  ning  and  is  still  being  mailed  to  frigerator,  she  pays  regular 
gossip  and  barter  is  still  popu-  several  thousand  farm  families  classified  rates, 
lar  in  many  countries.  Our  swap  twice  a  month.  Although  Mr.  Hall  is  the  last 

column  is  the  American  com-  „  .  poke  fun  at  his  loyal  readers, 

munity  well.”  Owns  Printing  Plant  admit  that  many  swaps 

Mr.  Hall  started  out  in  1943  gy  population  of  good  for  a  chuckle.  There 

with  a  million  dollars  worth  of  Lubbock  had  climbed  from  30,000  was  the  lady  who  wanted  to 
faith  and  $50  actual  capital,  and  nearly  100,000,  and  Mr.  Hall  trade  a  cocktail  dress  —  worn 
parlayed  the  Sun  into  a  half  mil-  ^.j^g  ^jj^g  ^ght  to  launch  o*'®®  —  something  of  equal 
lion  dollar  yearly  business.  ^  paper  for  urban  buyers.  In  value.  The  following  day  she 

An  advertising  man  from  way  jy|y  >5^^  >j-jjg  gyn  made  its  called  to  change  the  ad  to  read 
back,  Mr.  Hall  came  out  of  the  jgj,y^  ^g  gj^y  companion  to  the  “will  trade  for  maternity 

Air  Force  in  1943  (where  he  Mailbox.  Both  papers  are  still  clothes”.  The  office  favorite, 

w'as  flight  instructor  for  glider  panted  in  Forth  Worth _ with  though,  is  still  the  two-line  ad 

pilots)  detei-mined  to  launch  his  ^j^g  difference _ publisher  Hall  which  stated  simply  “will  trade 

own  businep.  When  he  finally  ^^j^g  j^jg  printing  wedding  ring  for  a  shotgun”, 

hit  on  the  idea  of  publishing  a  pi^ut.  With  the  weekly  swaps  run- 

“no-charge”  advertising  paper  ^  f  4,v,„  well  over  600  items,  it  is 

slanted  to  rural  readers,  he  obvious  that  the  women  have  a 

found  there  wasn’t  a  printer  in  T  n  lot  of  reading  to  do. 

West  Texas  who  would  gamble  „  /g  fig^  with  "the  adveS-  ^he  officials  of  a  local  bank 
on  him  and  his  $50.  After  bad-  ran  their  own  survev  to  see  how 

gering  all  the  printing  firms  >"6  Sun.  He  wanted  empCes  w^re  r^adX 

within  400  miles,  he  sold  one  incorporate  sonoe  feature  gu^  w^®"  tli®  Sultf^i^ 
Fort  Worth  fii-m  on  the  idea.  p^pt^’iJ  95%  Tre^re^lar  rtders:t 

'rushed  ^bL^k^to  home  longer.  He  tried  weekly  l^f^k  bought  advertising  spaM 
TV  schedules,  local  historical  ar-  slan^d  toward  t^®  worn®"  -^0 
Kill  or,.!  ticlcs,  aud  uows  of  interesting  ,  ''"®  Purse  sinnp. 

for  the  postage  bill  and  then  pgj.ggualities.  Yet  the  results  They’ve  never  regretted  the  in- 

-  were  still  disappointing.  Then —  vestment. 
i  in  1953 — the  Swap  Column  was 

United  Press  Makes 

JK  strangely  enough  the  swaps 

ran  a  full  year  without  any  no- 

•  table  response.  The  publisher  United  Press  has  moved  its 

wryly  admits,  “We  had  to  run  European  headquarters  to  a 
'  some  of  them  four  or  five  times  new  location  in  Fleet  Street. 

^  keep  the  column  alive.”  Then  While  one  staff  manned  the 
someone  on  the  staff  came  up  old  London  bureau  at  30  Bou- 
with  the  idea  that  swappers  verie  Street,  another  took  over 
must  include  their  names,  ad-  the  new  bureau  across  the 
dresses  and  telephone  numbers  street  at  No.  8  while  technicians 

^  to  be  printed  with  the  items,  switched  the  UP  European  wire 

'X  (Previously,  a  telephone  number  network  from  the  old  to  the 

%  was  sufficient).  The  theory  be-  new.  The  move  was  completed 

-  W  hind  the  suggestion  is  based  on  without  interruption  of  incom- 
e  journalistic  fact  that  names  ing  and  outgoing  news  services, 
■e  news  and  folks  like  to  see  Three  fioors  house  the  new 
eirs  in  print.  It  proved  to  be  a  bureau.  The  United  Press  and 
)od  one,  for  three  weeks  after  British  United  Press  newsrooms 
is  policy  was  instigated,  the  occupy  one  floor,  United  Press 
Fice  was  deluged  with  “swaps”.  Photos  another,  and  United 

nd  it’s  been  that  way  ever  Press  Movietone  television 

''®®‘  service  and  executive  offices  the 

The  revenue  from  the  paid  third. 
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Lubbock  Sun's  staff:  Mrs.  M.  I.  Hall,  business  manager;  George  T. 
Prigmore,  editor;  and  M.  I.  Hall,  publisher. 
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Lensmen  Stage  Strike 
In  Rainier’s  Monaco 
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By  James  L.  Collings 

His  Most  Serene  Highness,  algo  County,  Texas,  during  the 


Prince  Rainier,  who  owns  all 
the  stock  in  Monaco,  has  the 
public-relations  sense  of  a  bank¬ 
ing  house. 

His  finesse  was  again  in 
evidence  last  week  when  he 
issued  a  royal,  dignified  edict 
that  cameramen  were  to  be 
banned  from  the  inner-sanctum 
ictivities  of  that  country’s  big 
shindig  of  the  year,  the  Sport¬ 
ing  Club  Charity  Gala. 

The  photographers  were  told 
they  couldn’t  enter  a  beautiful 
terrace  jammed  with  celebrities 
from  all  over  the  world.  They 
were  made  to  stand,  tuxedo- 
clad  and  12  strong,  behind  a 
red  velvet  rope  to  record  the 
Majestic  Entrance  of  Their 
Serene  Highnesses.  In  other 
words,  Grace  and  Ranier. 

Once  they  had  taken  their 
pictures,  they  were  informed, 
they  were  to  clear  out  and  go 
eat  their  sandwiches  at  a  near¬ 
by  club.  No  caviar,  lobster, 
sauced  duck  for  them.  No  in¬ 
side  pictures  of  society  people. 

The  cameramen  rebelled  as 
one.  When  the  royal  pair  swept 
in  for  the  occasion,  they  re¬ 
fused  to  make  even  one  picture. 
They  just  stood  there  watching, 
cameras  at  their  feet. 

This  greatly  disturbed  the 
publicity-conscious  organizers  of 
the  party.  After  consultation, 
it  was  decided  to  admit  the 
boys.  Go  ahead,  someone  said 
to  them,  shoot  away — anything 
you  want.  Even  have  some 
caviar. 

The  best  picture  of  the  affair 
seen  here  was — you  guessed  it, 
a  shot  of  the  well-dressed  lens- 
men  on  strike  behind  the  red 
velvet  rope. 

Trail  Blazer 

Jim  Glasscock,  editor  and 
publisher  of  the  Alpine  (Tex.) 
Avalanche  was  one  of  the 
pioneers  in  courtroom  photog¬ 
raphy.  In  a  note  here  he  com¬ 
ments  ; 

“Re  the  discussion  about 
news  photographers  taking  pic¬ 
tures  in  courtrooms  while  trials 
nre  in  progress,  I  came  upon 
this  picture  which  I  shot  in 
1940. 

The  photograph  was  made 
^th  a  Bantam  Kodak,  Super 
XX  film,  no  flash,  in  the  92nd 
'  District  Court,  Eidinburg,  Hid- 
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murder  trial  of  Dr.  L.  J.  Mon¬ 
tague,  seated  left  foreground. 

“Man  with  pipe  is  Coke 
Stevenson,  former  governor  of 
Texas;  at  that  time  he  was 
lieutenant  governor  and  one  of 
Dr.  Montague’s  defense  at¬ 
torneys. 

“Presiding  judge  was  the  late 
Bryce  Ferguson,  who  permitted 
the  writer  and  another  Texas 
newsman.  Brad  Smith,  also  us¬ 
ing  a  Bantam,  to  take  pictures 
during  the  trial  provided  we 
did  not  use  flashguns, 

“We  achieved  excellent  re¬ 
sults,  and  there  was  no  fuss  or 
bother  while  we  took  our  pic¬ 
tures  from  the  press  bench.” 

If  the  other  pictures  were  as 
good  as  the  one  Mr.  Glasscock 
submitted,  he  did  all  right. 

Unfriendly  Shake 

When  photographers  asked 
Floyd  Patterson,  heavyweight 
champion,  and  challenger  Hur¬ 
ricane  Jackson  to  shake  hands 
at  weigh-in  time,  the  fighters 
were  reluctant.  After  persua¬ 
sion  by  the  cameramen,  the  two 
men  agreed  to  go  through  the 
pose.  The  picture  shows  Pat¬ 
terson’s  hand  covering  Jackson’s 
clenched  fist.  Hurricane  was 
a  diehard  right  to  the  end. 

Welcomes  Cameras 

Herbert  Brucker,  editor  of 
the  Hartford  (Conn.)  Courant 
and  chairman  of  the  Freedom 
of  Information  Committee  of 
the  ASNE,  on  courtroom  pho¬ 
tography:  “Letting  a  camera 
in  is  simply  another  mechanical 
means  of  reporting,  but  its 
newness  sets  the  bar  and  bench 
against  it.  With  modern  tech¬ 
niques  there  is  no  reason  why 
a  camera  should  be  any  more 
obstructive  than  a  reporter.” 

Photo  Show 

The  Detroit  Free  Press  photo 
show  has  been  set  for  Nov.  7-10 
at  Detroit’s  Masonic  auditorium. 

SPSE  Meeting 

Sept.  9-13  is  the  date  of  the 
annual  conference  of  the  So¬ 
ciety  of  Photographic  Scientists 
and  Engineers.  'The  show  will 
be  held  at  the  Berkeley-Carteret 
hotel  in  Asbury  Park,  N.  J. 

for  August  3,  1957 


$168f000  for  Radio 
Station  in  Raleigh 

Raleigh,  N.  C. 

Approval  for  sale  of  Radio 
Station  WKIX,  10,000-watt  out¬ 
let,  will  be  sought  from  the 
Federal  Communications  Com¬ 
mission.  The  buyers  are  Ted 
Oberfelder  a  former  vicepresi¬ 
dent  of  the  American  Broad¬ 
casting  Company,  and  Lou 
Randell,  New  York  attorney. 

Blackburn  &  Company, 
brokers,  negotiated  the  trans¬ 
action  at  a  price  of  $168,000. 
The  station  was  sold  by  Sir 
Walter  Television  Company 
which  will  continue  operation 
of  WNAO-TV.  Principal  stock¬ 
holders  in  Sir  Walter  include 
George  and  John  Mead,  pub¬ 
lishers  of  the  Erie  (Pa.)  Times 
and  News,  and  Frank  Daniels, 
general  manager  of  the  Raleigh 
News  and  Observer  and  Times. 


Southam  Costs  Up, 
Profits  Down 

Toronto,  Ont. 

The  Southam  Company,  Ltd., 
which  publishes  eight  newspa¬ 
pers  in  Canada  and  owns  two 
radio  stations  and  three  print¬ 
ing  plants,  made  a  financial 
report  for  the  six-month  period 
ending  June  30  showing  costs 
up  and  profits  down. 

Gross  revenues  were  higher 
than  in  1956  by  $953,000,  or 
5.4%,  but  general  operating 
expenses  increased  by  $1,681,- 
000  or  12.1%,  reflecting  in¬ 
creases  in  wages  paid  and  in 
the  price  of  materials  used  in 
production.  Net  profit  at  $1,- 
334,000  was  lower  by  $423,000 
or  24.1%.  The  regular  quarterly 
dividend  of  50c  per  share  has 
been  declared  payable  Sept.  28. 

Improvements  and  additions 
totaled  $1,216,000. 


You'd  think  we  had  a  crystal  ball! 
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1957  MARKET  GUIDE 
ESTIMATES  ARE 

ACCURATE! 

If  you're  using  tho  1957  •stimates  of 
population,  ratail  salat  and  individual 
incoma  found  in  tha  1957  E&P  MARKET 
GUIDE,  you  can  count  on  thair  ac¬ 
curacy! 

You're  not  only  getting  data  a  year  or 
more  ahead  of  that  furnished  by  any 
other  publication — but  tho  U.S.  Com- 
marca  Dapartmont'i  Survey  of  Currant 
E&P't  Ray  Prescott  really  comes  close  to  hitting  thair  figures 
on  tha  note.  Taka  a  look  at  these  comparisons: 

Cantus  Dapt.  populotlon,  1956 . 1 69.7  million 

E6P  population  aslimato,  1956 _ _ 169.5  million 

E6P  FORECAST  WITHIN  .0012%! 

Census  Dapt.  ratail  sales,  1956 . $191.5  billion 

E6P  retail  sales  estimate,  1956 . . . $192.3  billion 

E6P  FORECAST  WITHIN  .0042%! 

Census  Dept,  individual  income,  1956 . $321  billion 

E6P  Individual  income  estimate,  1956 . $310  billion 

E6P  FORECAST  WITHIN  3.5%  I 

If  you  need  data  on  population,  retail  salat  or  individual 
income  to  plan  tales  or  advertising,  be  sura  the  data  you 
use  is  current  (only  the  E&P  MARKET  GUIDE  gives  you  1957 
data) — and  accurate.  Use  the  data  in  the 

Editor  &  Publisher  Market  Guide 

1475  BROADWAY,  NEW  YORK  36,  N.  Y. 

1957  Market  Guide  now  available— $6  par  copy. 

1956  Market  Guide  to  be  published  November,  1957. 
Order  your  copy  now. 
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SYNDICATES 

George  Little  Slaps 
Sob-SisteG  Columnists 


By  James  L.  ('ollinjis 

S.  George  Little  has  had  his 
fill  of  what  he  calls  “sob-sister 
columnists.” 

At  his  favorite  restaurant  the 
other  day,  the  Baron  of  Bronx- 
ville  and  president  of  General 
Features  Corp.  had  this  to  say: 

“When  a  newspaper  editor 
chooses  a  medical  column,  he 
usually  makes  sure  it  is  writ¬ 
ten  by  a  competent  physician. 
He  would  never  dream  of  letting 
a  person  with  only  a  high-school 
education  and  a  background  on 
the  society  desk  tell  his  readers 
how  to  cure  yellow  fever  or 
recognize  cancer.” 

The  same  editor,  however,  ac¬ 
cording  to  George,  often  turns 
his  valuable  space  over  to  an¬ 
other  kind  of  health  column 
without  considering  the  writer’s 
qualifications. 

“I  am  referring,”  he  said,  “to 
such  features  as  the  so-called 
‘sob  sister’  columns  which  deal 
mainly  with  the  problems  of 
emotional  health.  These  columns 
in  the  hands  of  specialized 
authorities  in  their  respective 
fields  can  be  of  great  value  to 
newspaper  readers. 

“But  in  the  hands  of  a  glib, 
flippant  writer,  they  can  cause 
grave  damage  to  the  lives  of 
many  readers  who  need  the 
serious  help  of  qualified  author¬ 
ities.” 


The  Baron  is  a  gentleman  in 
everything  he  does.  At  his 
strongest  he  is  only  a  belcher  of 
anger.  He  never  roars  anger. 
He  was  at  his  strongest. 

“I  tell  you,”  he  said,  “some 
of  the  advice-column  writers 
have  even  dropped  the  pretense 
of  being  helpful.  They  approach 
the  material  with  a  cynical 
abandon.  Unfortunately,  emo¬ 
tional  health  is  not  a  casual 
matter. 

“More  than  one  half  of  the 
hospital  beds  in  this  country  are 
occupied  by  people  who  are 
mentally  ill,  and  although  most 
of  the  readers  who  write  to  ad¬ 
vice  columns  are  not  mental 
patients  their  problems  are  of 
the  stuff  that  mental  illness  is 
made  of.” 

George  then  discussed  the  in¬ 
fluence  newspapers  have  on  peo¬ 
ple;  how  readers  react  to  the 
advice  newspapers  give;  how 
they  suffer  from  frivolous  and 
cynical  counsel;  how  the  news¬ 
papers  suffer  too. 

“It’s  apparent,”  he  said,  “that 
responsible  newspapers  run 
some  of  these  columns  because 
they  do  not  realize  the  inherent 
seriousness  of  the  subject  mat¬ 
ter. 

“The  columns  frequently  do 
bring  the  author  a  considerable 


Year  "‘round  side-§iplitter! 

Golf  gets  a  big  following  when  the  thermometer 
is  high  — and  skiing  when  it’s  low.  Sports  are 
alw  ays  in  season !  Whatever  the  clock  or  the 
calendar,  fans  find  their  current  favorite 
athletics  cartooned  in  side-splitting  style  in 


All  in  Import 

by  Chet  Adams . . .  the  all-year,  all-sports  gag  panel  that  captures 
the  laughs  and  the  ludicrous  in  hockey  and  horse  racing,  boxing, 
bowling,  and  baseball,  tennis  and  track  meets,  football  and 
fishing ...  delivers  a  chuckle  or  guffaw  for  everybody.  A  Sports 
Page  brightener ...  in  single  or  double  columns,  this  panel  gets 
large  eye-attention  from  tiny  space ...  boosts  readership  and 
circulation!  For  proofs  and  prices,  phone,  wire,  or  write 
Mollie  Slott,  Manager . . . 


Chicago  Tribunc"J¥ew  York  \etrs 

Building,  IVvir  York 

9lfn€§icat09  rnnCm  Tribune  Tomer,  CMrmgu 


amount  of  mail,  but  what  some 
editors  don’t  stop  to  consider  is 
that  many  of  the  letters  are 
critical  of  the  column  and  the 
newspaper. 

“A  hundred  or  a  thousand 
letters  a  week  to  a  certain  col¬ 
umnist  can  sound  wonderful  in¬ 
deed,  but  it  is  the  contents  of 
those  letters  that  should  be  of 
major  importance  to  the  news¬ 
paper.” 

'The  Baron  added  that  most 
of  the  highest  readership  fea¬ 
tures  usually  draw  very  little 
mail  unless  it  is  invited  and 
the  material  is  provocative.  He 
believes  humorous  and  ri.sque 
entertainment  should  be  held  to 
the  comic  strips  and  panels  and 
kept  out  of  advice  columns. 

“This  entertainment,”  he 
said,  “is  at  the  detrimental  ex¬ 
pense  of  the  reader  audience. 

“When  syndicates  and  news¬ 
paper  editors  more  fully  recog¬ 
nize  their  responsibility  to  news¬ 
paper  readers,  there  undoubted¬ 
ly  will  be  greater  care  in  the 
selection  and  use  of  advice  col¬ 
umns.  It’s  only  natural  that 
syndicates  will  strive  to  create 
the  type  of  material  that  news¬ 
papers  will  use,  so  the  major 
responsibility  seems  to  be  in  the 
hands  of  editors  who  buy  fea¬ 
tures.” 

International  Flavor 

George  W.  Neill,  former 
Stars  &  Stripes  staffer  and  now 
San  Gabriel  valley  editor  of  the 
Pasadena  (Calif.)  Independent, 
Star-News,  announced  this  week 
the  organization  of  an  interna¬ 
tional  panel  to  provide  articles 
from  five  countries. 

The  new’  syndicate,  two  years 
in  the  forming,  is  called  Press- 
Opinion  News  Service  (512 
Meadow  road.  West  Covina, 
Calif.)  and  the  copy  will  be 
issued  under  the  title  “Nations 
Speak.” 

The  panel  members  are  Tat- 
suo  Mitarai,  Tokyo  newsman 
and  a  commentator  for  Radio 
Tokyo;  Dennis  Bardens,  British 
Broadcasting  Co.  editor  and  con¬ 
tributor  to  the  London  News- 
Chronicle;  Dr.  Friedericke 
Haussman,  Stuttgarter  (West 
Germany)  Zietung;  Michael 
Labry,  French  political  writer; 
and  Frederick  W,  Collins, 
Washington  bureau  chief,  Protn- 
dence  (R.I.)  Journal  and  Eve¬ 
ning  Bulletin. 

Mr.  Neill  explained  that  over¬ 
seas  members  of  the  panel  re¬ 
ceive  the  stories  of  all  other 
members  as  payment  for  their 
work.  “They  have  all  rights  to 
the  service  in  their  own  coun¬ 
tries,”  he  said.  “They  sell  them 
to  their  own  newspapers  or  to 
other  newspapers  after  trans- 

EDITOR  a:  PU 


lation.”  He  holds  the  rights  out¬ 
side  the  nations  of  the  mer.-.bers  ! 
and  in  this  country. 

Articles  have  already  ap. 
peared  in  the  Independent,  Star- 
News;  Truth,  London;  the  Oka¬ 
yama  Sanyo-Shimbim  and  the 
Kyoto-Shumbun,  both  of  Japan; 
and  the  Zietung. 

Movies — TV 

NEA  Service  reports  that  its 
Full  Service  clients  beginning 
Aug.  12  will  receive  12  illus¬ 
trated  releases  on  the  movie  and 
TV  industries  in  Hollywood. 
The  series  is  written  by  Erskine 
Johnson.  It  will  feature  new 
Fall  TV  shows,  stars  and  enter¬ 
tainment  trends  and  the  en¬ 
trance  of  film  studios  into  TV. 

HTS  Changes 

Harry  W’elker  and  Ben  Mar¬ 
tin  were  involved  in  personnel 
changes  at  the  New  York  Her¬ 
ald  Tribune  Syndicate  this 
week.  Mr.  Welker,  former  as¬ 
sistant  publicity  director  of 
King  Features  Syndicate,  has 
joined  the  HTS  as  comics  edi¬ 
tor,  and  Mr.  Martin,  with  the 
syndicate  four  years,  has  been 
named  feature  editor. 

• 

Jackpot  Bonus  Ties 
In  With  New  Orders 

Des  Moines,  Iowa 

A  jackpot  bonus  offer,  which 
gives  Cashword  puzzle  contes¬ 
tants  an  opportunity  to  double 
their  winnings,  has  produced 
more  than  4,000  orders  for  the 
Des  Moines  Register  and  Trib¬ 
une  since  it  started  12  weeks 
ago. 

Contestants  become  eligible 
for  the  double  prize  by  obtaining 
a  subscriber  for  one  or  the  other 
of  the  two  daily  newspapers. 
The  person  subscribing  may  or¬ 
der  the  paper  for  himself,  for  a 
friend  or  relative,  or  he  may 
persuade  somebody  to  order.  In 
either  case  he  becomes  eligible 
for  the  bonus  prize  as  long  as 
the  subscription  is  continued. 

Only  persons  eligible  under 
the  special  offer  can  receive 
double  the  amount  of  the  regu¬ 
lar  prize.  There  has  been  only 
one  winner  since  the  jackpot 
bonus  offer  started  and  that  per¬ 
son  received  the  regular  prize  of 
$2,200. 

The  word  game  also  has  been 
used  successfully  in  obtaining 
orders  for  the  Sunday  Register. 
Under  the  puzzle  each  Sunday  is 
a  convenient  order  blank  which 
gives  the  contestant  an  oppor¬ 
tunity  to  indicate  his  desire  to 
have  delivery  of  the  Sunday 
newspaper  started. 

B  L I S  H  E  R  for  August  3, 
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Sunday 

(Continued  from  page  9) 


In  all  the  syndicated  Sun-  This  Week  (37  papers)  black 
day  magazines  there  have  been  and  white,  one-time  per  page 
circulation  increases.  Here’s  the  $32,200,  per  thousand  $2.69;  52 
picture  of  circulation  growth,  times  per  page  $28,014,  or  $2.34 
based  on  ABC  March  31st  per  thousand;  four  color  one- 
^ine  Group— 12  separate  Sun-  figures:  time  per  page  $39,940  or  $3.34 

liy  magazines  all  printed  by  iVmerican  Weekly,  32  papers,  P®*’  thousand;  52  times  $34,747.- 
tandard  Gravure  Corporation,  1957;  10,307,458;  1956,  31  pa-  $2.90  per  thousand. 

Louisville.  pers,  10,136,323.  „  etnr'eo 

Metropolitan  Sunday  News-  Family  Weekly,  165  papers, 

1957:  4,289,625;  1956,  112  pa-  There  has  been  a  decided  im¬ 
pels,  2,846,209.  provement  in  editorial  content 

Parade,  56  papers,  1957,  7,-  if  the  Sunday  magazines. 
625,000  (unconfirmed  ABC);  Within  12  months  Parade,  for 
1956,  52  papers,  7,013,996. 

Sunday  (Metro)  33  papers. 


instance,  has  won  a  total  of  11 
national  editorial  awards. 

All  have  in  their  files  many 
editorial  and  advertising  success 


papers — 33  Sunday  magazines 
Pacific  Sunday  Magazine 
Group — 13  magazines  by  West 
Coast  papers  and  the  Honolulu 
>tor  Bulletin.  Eight  of  these 
ire  letterpress  rather  than 
(olor  gravure. 

Pictorial  (Hearst)  Sunday  1957,  17,642,213;  1956,  33  pa 

Magazine  Group  —  four  color-  pers,  17,386,549.  t  a  -i  xi.-  t> 

jravure  and  six  letterpress  This  Week,  37  papers,  1957,  April  ^his  year  Rex- 

11,972,920;  1956,  37  papers,  11,  “  “  . . 

783,542. 

Six  Months  Figures 

The  four  syndicated  maga-  spread  on  April  28.  Parade  s 
zines  from  January  to  June  this  Newspaper  service  alerted  Iwal 
year  carried  $47,061,831  in  ad-  advertising  managers  of  the  dis- 
An  outstanding  example  of  vertising  compared  with  $38,-  tributing  neivspapers  on  the 
ilexibility  is  the  fact  that  the  101,976  in  the  same  period  last  promotion.  Subsequently,  news- 
Metro  group  has  a  single  con-  year,  and  $74,736,660  for  all  of  Papers  m  27  cities  reported  they 
trict  which  covers  the  adver-  1956. 

tiging  through  eight  agencies  of  This  Week  went  up  from  494  ROP  advertising  on  the 

14  products  of  one  manufac-  to  540  pages,  a  9.3%  linage  fame  day  the  spread  appeared 
nirer.  gain;  Parade,  from  410  to  438  »  Parade,  an  increase  of  near¬ 

pages,  up  6.9%;  American  35%  over  19.56. 


ragazines. 

A  single  group,  or  combina¬ 
tion  of  them,  can  deliver  the 
jtmost  in  flexibility.  In  some 
cases  group  discounts  are  avail¬ 
able  even  when  ads  are  run  on 
Afferent  dates. 


all  repeated  in  Parade  a  one- 
cent  sale  it  had  successfully  ad¬ 
vertised  in  1956.  The  contract 
called  for  a  two-color  center 


Interurbia  Concept 


Weekly,  from  349  to  378,  8.2%;  For  the  second  year  also  the 


Metro’s  group  of  33  locally  and  Family  Weekly  176  to  282  Rennebohm  Drug  Chain,  Madi- 


Rates  Per  Thousand 


(dited  newspaper  magazines,  all  pages,  60%. 
of  which  started  in  May  this  Put  the  pages  into  money 
year  to  include  the  word  “Sun-  and  it  adds  up  to  six-month 
(ly”  in  their  mastheads,  are  totals:  American  Weekly,  $12,- 
Jsing  the  “interurbia  concept’’  703,701 ;  Family  Weekly,  $3,- 
in  national  selling  through  611,245;  Parade,  $10,060,034; 
Metropolitan  Sunday  Newspa-  and  This  Week,  $20,654,454. 
pers. 

“Sunday,  the  newspaper’s  own 
nagazine,  is  truly  in  step  with  Here’s  what  the  discount 

kterurbia”,  Stephen  Bowen,  policy  does  to  the  one-time  rate 
Metro’s  advertising  director,  and  the  cost  per  thousand  fig- 
aid.  J.  Walter  Thompson  has  ures  on  the  four  syndicated 
Wined  Interurbia  as  “an  ag-  magazines: 

^omoration  of  cities  and  sur-  American  Weekly  (31  pa- 
wunding  densely  populated  non-  pers) :  black  and  white,  one- 
f^nn  counties.’’  Today  Inter-  time  per  page,  $27,390,  or  $2.66 
urbia  accounts  for  almost  half  per  thousand;  52-times  $21,090, 
<lie  country’s  population  and  or  $2.05  per  thousand;  four- 
tiore  than  half  of  retail  sales  color,  one  time  per  page,  $34,- 
ffl  less  than  4  %  of  the  nation’s  940,  or  $3.39  per  thousand ;  52 
and  area.  times,  $26,904,  or  $2.60  per 

“Seventy-five  percent  of  our  thousand, 
firculation  is  concentrated  in  Family  Weekly  (165  papers): 

14  Interurbias  as  defined  black  and  white,  one-time  per 
l>y  J.  Walter  Thompson”,  Mr.  page  $12,400  or  $2.88  per  thou- 
Bowen  said.  “Each  one  of  our  sand;  52  times,  20%  discount, 
papers  is  individually  edited  for  or  $2.50  per  thousand ;  four 
*lie  market  it  covers.”  color,  one  time  per  page,  $15,- 

Today  there  are  375  Sunday  230,  or  $3.47  per  thousand;  52 
magazines  distributed  by  310  times,  20%  discount  or  $2.94 
newspapers  in  112  cities,  with  a  per  thousand, 
ffmbined  unduplicated  circula-  Parade  (56  papers)  black  and 
tion  of  43,606,989.  white,  one-time  per  page  $20,- 

As  of  March  31,  1957  the  800;  or  cost  per  thousand  $2.73; 
^BC  figures  for  the  four  syndi-  52  times  per  page  $17,056  or 
^ted  Sunday  magazines  and  the  $2.24  per  thousand ;  four-color 
•'cally  edited  Metro  Sunday  one-time  per  page  $25,840,  or 
-'Toup,  added  up  to  51,837,216,  $3.39  per  thousand;  52  times, 
an  increase  of  3,131,540  since  per  page  $21,189,  or  $2.78  per 

thousand. 
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son,  Wis.,  ran  11  ROP  ads  in 


the  Madison  State  Journal  on 
the  same  day.  All  referred  to 
Rexall’s  spread.  W.  H.  Falk,  ad¬ 
vertising  manager,  said  sales 
increased  15%  on  the  day  fol¬ 
lowing  the  sale  announcement. 

Last  year,  using  American 
Weekly  exclusively.  Hunt  Foods 
Inc.,  pushed  its  catsup  sales  up 
from  fourth  to  second  place.  In 
consequence,  this  year  the  firm 
is  investing,  more  than  $1,000,- 
000  in  the  one  medium.  The 
Hunt  name  will  appear  58  times 
in  1957  on  52  pages  and  six 
half  pages  of  American  Week¬ 
ly.  It  is  also  buying  space  this 
year  in  This  Week. 

Names  of  consistent  Sunday 
magazine  advertise  comprise  an 
Advertising  Blue  Book.  Ten  of 
them — Colgate  Palmolive  Com¬ 
pany,  General  Motors,  General 
Electric,  National  Biscuit, 
Campbell  Soup,  General  Foods, 
Lever  Brothers,  Pillsbury,  Gen¬ 
eral  Mills,  and  Sterling  Drug — 
invested  $10,943,641  in  This 
Week  alone  last  year. 

Usual  contracts  with  news¬ 
paper  publishers  by  the  syndi¬ 
cated  Sunday  magazines  calls 
for  a  charge  per  thousand  for 
copies  to  be  distributed  locally 
plus  a  percentage  on  the  adver¬ 
tising  sold.  This  year,  E&P  was 
told,  the  publishers  are  making 
a  profit  on  this  arrangement. 


Hoor  walking  getting  you  down?  Keep  E&P  handy 
for  such  emergencies.  By  the  time  your  heir  has 
calmed  down,  you  will  have  added  many  refreshing 
ideas  for  the  new  day. 


Name  . 

Address  . 

City . 

Company 


Zone. 


State. 


Mail  check  to 
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Retail  Linage 
Paced  by  Dept. 
Stores, Upl. 


0 


Retail  newspaper  linage,  in¬ 
cluding  department  stores,  for 
the  month  of  June  in  52  cities 
measured  by  Media  Records, 
Inc.,  totaled  125,310,732  lines,  a 
gain  of  2,304,928  lines  or  1.9% 
over  June  of  1956. 

For  the  year  to  date,  retail 
newspaper  linage  totaled  746,- 
331,742  lines,  slightly  under  the 
752,254,540  lines  carried  the 
first  six  months  of  last  year. 

Department  stores  led  in  total 
linage  carried  in  June  with  an 
increase  of  4.1%.  General  was 
off  3.8%.  Total  linage  was  up 
0.6%.  Automotive  and  Finan¬ 
cial  showed  substantial  gains. 
Classified  was  down  1.9%. 


AKRON,  OHIO 

1957  1956 

Beacon  Journal-e  .  2,164.974  2,323,889 

§Beacon  Journal-S  1,121,370  895,594 


Grand  Total  3.286,344  3,219,483 
§Includes  PARADE,  73,074  lines. 
ALBANY,  N.  Y. 
Knickerbocker- 


Ncws-e 
Times  Union-m 
‘Times  Union-S 


1,348,698 

1,073,547 

718,323 


1,373.690 

1,091,907 

556,?47 


Grand  Total  3,055.938  2.947,455 

lincludes  PARADE,  73,074  lines. 
ANDERSON,  IND. 

Bulletin-e  .  880,362 

Herald-m  .  662,099 

••Herald-S  .  274,852 


Grand  Total  1.817.313  1,729,927 

•‘Includes  FAMILY  WEEKLY,  53,332 
lines.  „  . 

ATLANTA,  GA. 


Constitution-m  . . 

.  1,496,490 

1,604,354 

Joumal-e  . 

.  1,923,627 

2,029,017 

Journal  & 

Constitution-S 

.  1,042,788 

881,008 

Grand  Total 

4,462.605 

4,614,379 

ATLANTIC  CITY,  N.  J 

1. 

Press-m  . 

.  782,685 

855,309 

Press-S  . 

184,685 

161,940 

Grand  Total  .  . 

.  967,270 

1,017,249 

BALTIMORE.  MD. 

•American-S  .  — 

.  810,917 

616,238 

News-Post-e  . . . . 

.  1,468,772 

1,618,559 

Sun-m  . 

.  1,331,920 

1,386,128 

Sun-e  . 

.  2,180,702 

2,227,146 

tSun-S  . 

.  1,551,071 

1,303.709 

Grand  Total 

7.343,382 

7,160,780 

•Includes  AMERICAN  WEEKLY, 

71,962  lines. 

tincludes  THIS 

WEEK,  84,347  lines. 

BAYONNE,  N.  J. 

Times-e  . 

419,929 

465,370 

BINGHAMTON.  N.  Y 

Press-e  . 

.  1,255,828 

1,294,668 

IPress-S  . 

416,503 

318,012 

Sun-m  . 

403,970 

414,662 

Grand  Total 

2,076,301 

2.027,342 

lincludes  PARADE,  73,074  lines. 


JUNE  Newspaper  Linage — 52  Cities 

(Compiled  by  EDITOR  &  PUBLISHER  from  Media  Records  Measurements) 


Total  Advertising 

June  _ 

May  . - . 

Year  to  date  ... 
Display 

June  _ _ _ 

May  . . . 

Year  to  date  ... 
Classified 

June  . . 

May  . 

Year  to  date  ... 
Retail 

June  . 

May  . . 

Year  to  date  ._ 
Department  Store 

June  . . 

May  . . . . . 

Year  to  date  ... 
General 

June  . . . 

May  . . . 

Year  to  date  .. 
Automotive 

June  _ 

May  . . . . . 

Year  to  date  ... 
Financial 

June  . 

May  . 

Year  to  date  .„ 


1957 

Linage 

240,630,838 

265,599,132 

1,418,714,120 


1956 

Linage 

239,266,332 

268,485,845 

1,450,534,622 


%  of 
1956 
100.6 
98.9 
97.8 


E&P 

Index 

106.9 

107.6 


COLUMBUS.  OHIO 
1957 

Dispatch-e  .  1,758,145 

Dispatch-S  .  1,235,148 

Citizen-e  .  6352291 

ICitizen-S  .  3,7,532 

Ohio  State 

Journal-m  .  671,075 

Star-W  .  84,159 


179,436,368 

201,104,829 

1,062,616,260 


176,871,786 

201,822,052 

1,078,981,989 


101.4 

99.6 

98.5 


106.8 

108.4 


61,194,470 

64,494,303 

356,097,860 


62,394,546 

66,663,793 

371,552,633 


98.1 

96.7 

95.8 


107.4 

105.2 


125,310,732 

141,667,608 

746,331,742 


123,005,804 

140,125,012 

752,254,540 


101.9 

101.1 

99.2 


106.5 

108.0 


45,010,956 

52,489,410 

274,343,106 


43,238,444 

50,849,471 

272,635,176 


104.1 

103.2 

100.6 


104.5 

105.9 


33,432,404 

37,609,437 

198,357,511 


34,747,204  96.2  102.7 

40,952,189  91.8  103.2 

211,273,368  93.9  _ 


16,615,267 

18,263,829 

93,076,580 


15,477,384  107.4  112.2 
17,087,532  106.9  123.1 
92,303,876  100.8  _ 


4,077,965 

3,563,955 

24,850,427 


Grand  Total  ...  3.140.668  3,021.844 
NOTE;  Times  Union-S  1957 — 718.323 
includes  9,060  lines  of  part-run 

advertising. 

1956 — 566,247  includes  17,987  lines 
of  part-run  advertising. 

•Includes  AMERICAN  WEEKLY. 
71,962  lines. 

ALBUQUERQUE,  N.  M. 

Journal-m  .  1,281,626  t'320.578 

Journal-S  .  528.966  377.585 

ITribune-e  .  1.245.446  1.249.292 


3,641,394  112.0  133.9 
3,657,319  97.4  118.2 

23,150,205  107.3 


BIRMINGHAM.  ALA. 

1957  1956 

Port-Herald-m  ...  1,263,449  1,323,389 

News-e  . .  1.807,929  1,784,931 

tNews-S  .  896,988  695.960 


CHARLOTTE,  N.  C. 

1957 

News-e  .  972,056 

Observer-m  .  1,410,088 

tObserver-S  .  618.187 


1956 

1.095.378 

1,.500,484 

524,733 


893.907 

661,222 

174,798 


Grand  Total  .  .  .  3,968,366  3,804,280 
NOTE:  1956  totals  supplied  by  pub¬ 
lisher. 

News-e  1957  —  1,807.929  includes 
31,390  lines  of  part-run  adver¬ 
tising. 

News-e  1956  —  1,784,931  includes 
35,854  lines  of  part-run  adver¬ 
tising. 

tincludes  THIS  WEEK,  84,347  lines. 


Grand  Total  3.000.331 
tincludes  THIS  WEEK,  84, 


3,120,596 
347  lines. 


BOSTON. 
American-e 
Record-m  .... 
•Advertiser-S 

Globe-e  . 

Globe-m  .... 

Globe-S  . 

Herald-m 
tHerald-S 
Traveler-e 
Post-m  (note) 

Post-S  (note) 


MASS. 

770,470 

844,838 

461,698 

1,497,912 

1.319,911 

1,336,900 

1,352,964 

1,329,582 

1.689,312 


CHICAGO.  ILL. 

Tribune-m  .  2,766,653 

Tribune-S  .... 
tDaily  News-e 
American-e  . . 

•American-S  . 

Sun-Times-m 
§Sun-Times-S 


747,664 

812,638 

316,953 

1,667,707 

1,246,315 

1,149,926 

1.341.797 

1,132,302 

1,777,354 

602,881 

342,315 


1,800.287 

2,039,856 

868,841 

396,217 

1,277,422 

638.570 


2,863,564 

1,663,205 

1,940,294 

889,238 

325,944 

1,381,998 

530,833 


Grand  Total  .10,603.587  11.037.842 
NOTE:  Boston  Post  ceased  publish¬ 
ing  Oct.  5,  1956. 

•Includes  AMERICAN  WEEKLY, 
71,962  lines. 

tincludes  THIS  WEEK,  84,347  lines. 


BUFFALO,  N.  Y. 

Courier  Express-m  1,029,677  1,056,357 
•Courier-Express-S  1,185,247  953,591 

Evening  News-e  .  .  2,280,225  2,606,897 


Grand  Total  ...  9,787,746  9,496,076 
NOTE:  1957—2,766,663  includes  624,- 
863  lines  of  part-run  advertising. 
1,800,287  includes  978,016  lines 
of  part-run  advertising. 

396,217  includes  222,598  lines  of 
part-run  advertising. 

1?66— 2,863,564  includes  679,097 
lines  of  part-run  advertising. 
1,563,205  includes  830,863  lines  of 
part-run  advertising. 

325,944  includes  186,833  lines  of 
part-run  advertising, 
tincludes  THIS  WEEK,  84,347  lines. 
•Includes  AMERICAN  WEEKLY, 
71.962  lines. 

lincludes  PARADE,  73,074  lines. 
CINCINNATI,  OHIO 

Enquirer-m  .  1,840.234  1,864,717 

•tEnquirer-S  _  1,626,267  1,348,621 

Post-e  .  1,378,489  1,491,696 

Times-Star-e  .  1,227,532  1,323,106 


Grand  Total  .  .  4,496,049  4,616.846 

•Includes  AMERICAN  WEEKLY. 
71,962  lines. 


CAMDEN,  N.  J. 

Courier-Post-e  1,074,302  1,137,602 

CHARLESTON,  W.  VA. 

Gazette-m  .  1,008,913  1,039,786 

Gazette-S  .  383,669 

Mail-e  .  823,083 

IMail-S  .  403,997 


315,456 

833,562 

288,935 


Grand  Total  2,619,662  2,477,739 
lincludes  PARADE,  73,074  lines. 


DM 

1.797J78 

1.014.gU 

694JM 

33341« 


701,847 

89.915 


Grand  Total  .  4,761.350  4.632,109 
lincludes  PARADE,  73,074  lines. 
DALLAS.  TEXAS 

News-m  .  1,834.664 

tNews-S  .  762,670 

Times  Herald-e  .  .  2.071,415  2,271.776 
♦Times  Herald-S  .  762,879  638,044 


2.031,851 

659,619 


Grand  Total  .  .  6,421.628  5.60U8( 
tincludes  THIS  WEEK,  84,347  lina. 
•Includes  AMERICAN  WEEKLY, 
71,962,  lines. 


DAYTON,  OHIO 


Joumal-Herald-m 

1.814.322 

1.816.4(10 

New»-e  . 

2.025,962 

2.086.4;0 

News-S  . 

854.820 

727.525 

Grand  Total  _ 

4.695.104 

4.630.595 

DENVER 

.  COLO. 

Rocky  Mt.  News-ra 
•{Rocky  Mt. 

1,423,934 

1,516,755 

News-S  . 

489,055 

306J-9 

Post-e  . 

1,907.342 

2.132.0)4 

t  Post-S  . 

647.824 

736,854 

Grand  Total 

4,768,155 

4.690,921 

•Includes  AMERICAN  WEEKLY, 
81,477  lines. 

lincludes  PARADE,  73,074  lines, 
tincludes  TH.S  WEEK.  84,347  lines. 
DES  MOINES,  IOWA 

Register-m  .  674,662 

tTribune-e  .  915.937 

Register-S  .  586,032 


736,443 

938,923 

492,086 


Grand  Total  2.176,621  2,167,454 
tincludes  THIS  WEEK,  84,347  lines. 

DETROIT.  MICH. 

Free  Press-m  ....  1,375,722 
IFree  Press-S  . . .  500,147 

News-e  .  2,337,334 

tNews-S  . 1,414,242 

Times-e  . 1,120,777 

•Times-S  .  530,728 


Grand  Total  7,27  8.9.50  7.359J27 
lincludes  PARADE,  73,074  lines, 
tincludes  THIS  WEEK,  84,347  lines. 
•Includes  AMERICAN  WEEKLY, 
71.962,  lines. 


DULUTH,  MINN. 

Herald-e  .  877,379  878,380 

News-Tribune-m  638,984  605,688 

News-Tribune-S  .  .  53  0,18  1  441,485 


Grand  Total 


Advertiser-m 
St.ar  Gazette-e 
••Telegram-S 


.  2,04  6,544  1,925,553 
ELMIRA.  N.  Y. 

383,698 


861,684 
301,  05 


452.772 

938,465 

207,471 


Grand  Total  .  1,547,087  1.598.708 
“Includes  FAMILY  WEEKLY, 
53,332  lines. 


EL  PASO,  TEXAS 

Times-m  .  1,1'’6,489  1,830,773 

ITimes-S  .  624,756  436,262 

Herald-Post-e  ....  1.211,860  1,383,044 


Grand  Total  2,902,095  8.150.079 
lincludes  PARADE,  73,074  lines. 


ERIE.  PA. 

News-m  . 

Times-e  . 

ITimes-News-S 

Times-S  . 

Dispatch-e 


F( 


Ssr-Telei 

Jtsr-Telei 

{Stsi>Tel 

Ptsss-e 

Pits»-S 


1,124.468  . „ 

1,204,814  1,428,931 

607,355 

399,796 
841,r' 


Dispatch-S  .  369,817 


Grand 

jinclud 


5ee-e 

Bie-S 


Grand 


Grand  ToUl  .  6,972,622  6,018,039 
•Includes  AMERICAN  WEEKLY, 
71,962  lines. 

tincludes  THIS  WEEK,  84,347  lines. 


Grand  Total  2,836,637  3.040,M5 
NOTE:  Dispatch  ceas^  publication 
January  6,  1957. 

News  Morning  started  publication 
January  7.  1957. 
lincludes  PARADE,  73,074  lines. 


CLEVELAND.  OHIO 
Plain  Dealer-m  .  2,003,719  2,166,764 

♦tPlain  Dealer-S  .  2,146,439  1,820,624 

New9.e  .  839,686  942,502 

Press-e  .  2,609,888  2,760,136 


fost-Trih 

Poit-Trih 


Grand 

C 

fost-Stai 
(See  I 
NOTE 
coml 
Linage 
Mon 
Gl 

Piess-e 


Grand  Total  7,698,632  7,690,025 
•Includes  AMERICAN  WEEKLY, 
71,962  lines. 

tincludes  THIS  WEEK,  84,347  lines. 


FOND  DU  LAC,  WIS. 
Commonwealth  , 

Reporter-e  .  742.821 

FORT  WAYNE.  IND. 
Journal  Gazette-m  1,109,592 
IJoumal  Gazette-S  661.617  486,11 

News  Sentinel-e  . .  1,679,440  1,731,97 


Grand  Total  .  3.360.549  S.414.70i 
lincludes  PARADE,  73,074  lines. 


EDITOR  8C  PUBLISHER  for  August  3, 


195! 


Times-e 

limes-S 


Pstriot-r 

iPatriot 


Grand 

NOTE 

amo 

Patt 

iinclu 


Conrant- 

iCouran 

TImes-e 


Grand 

Hnclu 


Cbronicl 

‘Chronic 

Post-m 

tPoet-S 

Press-e 


Grand 

CHRON 

NOTE 

619 

1966- 

line 

•Inclu 

71,9 

tincic 


News-e 

Star-m 

•Star-S 

Times-e 

!TiiDes-l 


Grand 

tincli 

Hnck 


Clarion 
iCIariot 
News- 
Daily  N 
State  T 
State  1 


Crane 

Knell 


Times 

tTimes 


Crane 

tinch 


Jersey 

.VOTE: 

1967- 

lint 

1966- 

line 


Starve 

WS 

Times-n 


Gran< 

EDn 


56 


FORT  WORTH,  TEXAS 


KNOXVILLE,  TENN. 


4  8U  Sir-TeleKram-m  766,082  864,050 

jtir-TeleRram-e  ..  1,578,663  1,718,136 
3416  iStar-Telegram-S  699,737  623,725 

rreinn  r  . .  436,640  528,038 

11447  m»-S  .  157,402  159,702 

19,615  -  - 

-L!  Grand  Total  3,638,524  3,893,651 

2,106  lincludea  PARADE,  73,074  lines. 

I-  FRESNO,  CALIF. 

3^  .  1,237,763  1,369,381 

11461  Bn-S  .  693,866  472,817 

9,610  - - 

1,776  Grand  Total  1,831,628  1,842,198 

«•#«  GARY,  IND. 

iMu  PostrTribune-e  ...  1,431.051  1,381,369 

5  Poit-Tribune-S  ...  349,440  413,172 

Grand  Total  .  .  .  1,780,491  1,794,541 

GLENS  FALLS,  N.  Y. 

.  Poit-Star 

'■J*  iSee  Note)  ....  674,097  757,700 

’ll:  NOTE:  Post-Star  Morning  sold  in 

combination  with  Times  Evening. 
Linage  of  one  edition.  Post-Star 

Morning,  only  is  given. 

GRAND  RAPIDS.  MICH. 

*•"55  Pi«8S-e  .  1,984,017  2,135,577 

HAMMOND,  IND. 

129W  Tines-e  .  1,163.301  1,281,442 

15,861  Times-S  .  503,444  408,251 

Grand  Tote!  .  . .  1.656,745  1,689,693 
HARRISBL'RG,  PA. 

.  P»triot-m  .  1,378,392  1,431,130 

lines.  iPntriot  News-S  .  430,636  326,600 

Grand  Total  ...  1,809,028  1,767,730 

NOTE:  Evening  News  carries  same 
amount  of  advertising  as  Morning 
Patriot. 

_  SIncludes  PARADE,  73,074  lines. 

i7.451  HARTFORD,  CONN. 

Courant-ra  .  976.650  963,668 

!Couranl-S  .  862,184  720,030 

Tuaes-e  .  2,063.363  2,106,603 

Grand  Total  3,902,197  3.790.191 
{Includes  PARADE,  73,074  lines. 
HOUSTON,  TEXAS 

'  Chronicle-e  .  2,338,819  2,463,065 

rn:  •Chronicle-S  .  1.2)5,618  1,046,097 

PosUm  .  1,822,497  1,922.390 

'■  tPoet-S  .  818,840  721,101 

Press.e  .  759,083  903,797 

Grand  Total  .  .  .  6,994.767  7,046,460 
D  CHRONICLE  (e)  1957— 

I  NOTE:  2,338.819  lines  includes  106,- 
619  lines  of  part-run  advertising. 
,  ...  1956—2,453,065  lines  includes  121,466 

'  lines  of  part-run  advertising. 

^  ‘Includes  AMERICAN  WEEKLY. 

71,962  lines. 

{Includes  THIS  WEEK,  84,347  lines. 
>2,772  INDIANAPOLIS.  IND. 

IM65  1,779,370  1,819.419 

Stir-m  .  1,668,736  1,687,728 

— —  *Sur.S  .  1,164,473  919,794 

’8.708  976.654  1,053,346 

KL*’  !Tiines-S  .  428,468  338.241 

Grand  Total  .  .  6,006,600  6,818,527 
{Includes  THIS  WEEK,  84,347  lines. 
J6i62  Hne'udes  PARADE  73.074  lines. 

m!044  I  JACKSON.  MISS. 

- -  Clarion  Ledger-m  722,861  788,811 

50,079  {Clarion  Ledger 

a.  News-S  .  336,781  271.289 

Osily  News-e  ....  593,456  636,514 

Sute  Times-e  _  493,738  646,818 

•  ...  State  Tiraes-S  ...  205,306  190,076 

28,931  _  _ 

Grand  Total  2,352,142  2,433,607 
99’"  {Includes  PARADE,  73,074  lines. 

J9;gl7  JACKSONVILLE.  FLA. 

Times  Union-m  ..  1,666,633  1,896,914 
40,845  {Times  Union-S  . .  718,186  601,729 

eatioD  -  '  — 

Grand  Total  2,384.818  2.497.643 
cation  {Includes  THIS  WEEK,  84,347  lines. 

JERSEY  CITY,  N.  J. 

Jersey  Journal-e  1,102,969  1,227,247 
N'OTE:  Jersey  Journal-e 
1057—1,102.959  lines  includes  168,380 
90,991  lines  of  part-run  advertising. 

1966—1,227,247  lines  includes  169,976 
lines  of  part-run  advertising. 
KANSAS  CITY.  MO. 

SL070  StaiS!  .  1,516,786  1,621,386 

_ jar-S  .  1,011,624  881.660 

114,707  Times-m  .  1,667,744  1,717,316 

Grand  Total  ..  4,186,163  4,220,350 

editor  at  PUBLISHER 


Journal-m  .  539,767  663,305 

*Journnl-9  .  .  388,552  283,404 

News-Sentinel-e  853,760  953,206 

SNews-Sentinel-S  .  470,199  366,014 

Grand  Total  2,262,278  2,264.929 
‘Includes  AMERICAN  WEEKLY, 
71,962  lines. 

Slncludes  PARADE  73.074  lines. 
LAWRENCE.  MASS. 

Tribune  (See  Note)  880,803  947,346 

NOTE:  Tribune  Evening  and  Eagle 
Morning  are  sold  only  in  com¬ 
bination. 

Linage  of  one  edition.  Tribune  Eve¬ 
ning  only  is  shown. 

LITTLE  ROCK,  ARK. 

^GareU^m  _  880,698  1,008,844 

§  Arkansas 

Gazette-S  .  476,617  436,566 

Grand  Total  1,356,316  1,444,410 
SIncludes  PARADE.  73,074  lines. 
LONG  BEACH,  CALIF. 
Independent-m  . .  1,838,307  1,866,674 

§Inde|>endent/  Press- 

Telegram-S  ....  861.246  712,348 

Press-Telegram-e  .  1,886,631  1,882,719 

Grand  Total  .  .  4,676,183  4,451,641 
NOTE: 

Independent  (m)-1957  —  1,838,307 
lines  includes  259,417  lines  part- 
run  advertising. 

1956 — 1,856,674  lines  includes  250,014 
lines  part-run  advertising. 
Press-Telegram  (e)-1957  —  1.886,631 
lines  includes  259,417  lines  part- 
run  advertising. 

1956— 1,882,.  19  lines  includes  250,014 
lines  part-run  advertising. 
{Includes  PARADE,  73,074  lines. 
LONG  ISLAND.  N.  Y. 
Ncwsday-SulTolk-e  1.8'^1,.339  1,912,576 
Newsday-Nassau-e  2,184,262  2,168,895 

Grand  Total  4,076,601  4,081,470 
LOS  ANGELES.  CALIF. 


MIAMI,  FLA. 

1957  1956 

Herald-m  .  3,107,131  3,045.858 

•Herald-S  .  1,550.598  1,148,145 

News-e  .  1,329.504  1,336,196 

tNews-S  .  645,746  468,063 

Grand  Total  ...  6,632,978  5,987,262 

NOTE: 

Herald  (m)  1957  —  3,107,131  includes 
45,597  lines  of  part-run  advertis¬ 
ing. 

1956  —  3.045.868  includes  43,444  lines 
of  part-run  advertising. 

Herald  (S)  1957  —  1,560.598  includes 
155,237  lines  of  part-run  advertis¬ 
ing. 

1956  —  1,148,145  includes  127,061 

lines  of  part-run  advertising. 

♦Includes  AMERICAN  WEEKLY, 
71,962  lines. 

{Includes  THIS  WEEK.  84,347  lines. 

MILWAUKEE.  WIS. 

Sentinel-m  .  1,214,540  1,274,688 

•Sentinel-S  .  417,829  331,347 

Journal-e  .  3,027.876  3,196,470 

tJournal-S  .  1,802,609  1,531,056 

Grand  Total  6,462.864  6,333,461 

•Includes  AMERICAN  WEEKLY. 

71.9f2,  lines. 

{Includes  THIS  WEEK,  84,347  lines. 

MINNEAPOLIS.  MINN. 

Tribune-m  .  1,395,584  1,432,144 

St.ar-e  .  2.083,149  2.138.128 


Eixaminer-m 
•Examiner-S  .  .  . 

Times-m  . 

{Times-S  . 

Herald-Express-e 

Mirror-News-e 


1,799,394  1,954,030 

1,232.121  994,563 

3,213.846  3,226,776 
2,897,966  2,127,069 
1,262,452  1.564,789 

1,676.279  1,468,741 


Grand  Total  .  .  11,982,068  11.334,968 

NOTE:  Times  (S)  1957  —  2,897,966 
lines  includes  803,524  lines  part- 
run  advertising. 

1966  —  2,127,069  lines  includes  460,- 
365  lines  part-run  advertising. 

Mirror-News  (e)  1957  —  1,676,279 
lines  includes  259,986  lines  part- 
run  advertising. 

1956  —  1,468,741  lines  includes  92,- 
274  lines  part-run  advertising. 

•Includes  AMERICAN  WEEKLY, 
81,477  lines. 

{Includes  THIS  WEEK,  84.347  lines. 
LOUISVILLE,  KY. 

Courier  Journal-m  1,228.266  1,447,043 
Courier  Journal-S  1,009,677  863,656 

Times-e  .  1.474,447  1,647,331 

Grand  Total  3,712.280  3,948,029 
LOWELL.  MASS. 

Sun-e  .  696,198  737,063 

••Sun-S  .  245.356  200,240 

Grand  Total  .  941,554  937.303 

♦•Includes  FAMILY  WEEKLY, 
53,332  lines. 

LYNN,  MASS. 

Item-e  .  613.927  702,170 

Telegram  News-e  437,445  493,034 

Telegram  News-S.  165,566  150,286 

Grand  Total  1,216,938  1.346,490 
MEMPHIS.  TENN. 
Commercial 

Appeal-m  .  1,736,391  1,890,108 

{Commercial 

Appeal-S  .  864,767  705,068 

Press-Scimitar-e  .  1,092,329  1,242,471 

Grand  Total  ...  3,693.487  3,837,647 

{Includes  THIS  WEEK.  84,347  lines. 
MERIDEN,  CONN. 

Record  Journal 

(See  Note)  820,967  1,051,881 

NOTC:  RMord  Morning  and  Journal 
Evening  are  sold  only  in  com¬ 
bination. 

Linage  of  one  edition.  Record  Morn¬ 
ing  only  is  shown. 

for  August  3,  1957 


{Tribune-S  .  1,196,908  1,016,268 

Grand  Total  .  4,675,641  4,586.540 

{Includes  THIS  WEEK,  84,347  lines. 

MODESTO.  CALIF. 

Bee-e  .  891.309  858,217 

MONTREAL.  CANADA 

{Star-e  .  2,472,874  2,637,410 

Gazette-m  .  1,430,411  1,611,319 

La  Presse-e  .  2,487,538  2,699,782 

La  Patrie-e  .  169,509  243,546 

Ui  Patrie-S  .  270,127  283.089 

Grand  Total  .  6.830.459  7,475,146 
{Includes  WEEKEND  MAGAZINE, 
115,946  lines. 

MUNCIE,  IND. 

Pi-ess-e  .  821,949  836,870 

Star-m  .  798.313  843,487 

•♦Star-S  .  345,894  211,919 

Grand  Total  ..  1,966,156  1,891.276 

••Includes  FAMILY  WEEKLY, 
53,332  lines. 

NASHVILLE.  TENN. 

Banner-e  .  1,167,232  1,332,390 

Tennessean-m  ....  1.175,950  1,391,107 

Tennessean-S  ...  723,601  634,513 


Grand  Total  3,066,783  3,358,010 

NEW  HAVEN.  CONN. 

Journal  Courier-m  375,354  391,029 

Register-e  .  1,628,709  1,536,7,19 

••Register-S  .  712,739  496,489 

Grand  Total  2,616,802  2,424,257 

••Includes  FAMILY  WEEKLY, 
53,332  lines. 

NEW  LONDON.  CONN. 

Day-e  .  931,902  926,494 

NEW  ORLEANS,  LA. 
Times-Picayune-m  2,366,430  2,346,740 

{Times-Picayune 

&  States-S .  1,079,440  874,044 

Item-e  . 969,305  1,053,163 

•Item-S  .  398,122  369,391 

States-e  .  1,121.066  1,208,963 

Grand  Total  5.934,363  5,841.301 

{Includes  THIS  WEEK.  84,347  lines. 
•Includes  A.MERICAN  WEEKLY. 
71,962  lines. 

NEWPORT  NEWS,  VA. 

Press-m  .  959,637  . 

5Press-S  .  398,229  .. 

Times-Herald-e  . .  .  983,576  . 


Grand  Total  .  2.341.442  . 

{Includes  PARADE,  73,074  lines. 

NEW  YORK.  N.  Y. 


Mirror-S  .  449,492  343,793 

#News-m  .  1,662,645  1,636,715 

#News-S  .  1,817,499  1,513.974 

Journal  American-e  996,033  988,130 

•Journal 

American-S  -  630,240  478.055 

Post-e  .  1,120,648  1,265,923 

Post-S  .  111,193  102,005 

World  Telegram  & 

Sun-e  .  1,146.081  1.270,044 

Grand  Total  15,000.730  14,653,826 

NOTE: 

Mirror-m 

1957  —  865,875  lines  includes 

203,433  lines  of  part-run  adver¬ 
tising.  , 

1956  —  860,863  lines  includes 

175,190  lines  of  part-run  adver¬ 
tising. 

Mirror-S 

1867  —  449,492  lines  includes 

167,798  lines  of  part-run  adver¬ 
tising. 

1956  —  343,793  lines  includes 

106,540  lines  of  part-run  adver¬ 
tising. 

News-m 

1957  —  1,662,545  lines  includes 

829,338  lines  of  part-run  adver¬ 
tising. 

1956  —  1,636,715  lines  includes 

742,398  lines  of  part-run  adver¬ 
tising. 

News-S 

1967  —  1,817,499  lines  includes 

1.324,960  lines  of  part-run  adver¬ 
tising. 

1966  —  1,513,974  lines  includes 

1.141,058  lines  of  part-run  adver¬ 
tising. 

Joumal-American-e 

1957  —  995,033  lines  includes 

104.290  lines  of  part-run  adver¬ 
tising. 

1956  —  988,130  lines  includes 

130.414  lines  of  part-run  adver¬ 
tising. 

Journal- American-S 

1957  —  530,240  lines  includes 

74,371  lines  of  part-run  adver¬ 
tising. 

1956  —  478,055  lines  includes 

62.414  lines  of  part-run  adver¬ 
tising. 

Worid  Tel.  &  Sun-e 

1957  —  1,146,081  lines  includes 

228,837  lines  of  part-run  adver¬ 
tising. 

1956  —  1,270,044  lines  includes 
257,793  lines  of  part-run  adver¬ 
tising. 

{Includes  THIS  WEEK.  84,347  lines. 
♦Includes  AMERICAN  WEEKLY, 

71,962  lines-. 

#Includes  SPLIT-RUN  ir-9,285  lines 
in  (m)  and  167,558  lines  in  (S). 

NEW  YORK,  (QUEENS).  N,  Y. 

1957  1956 

Long  Island 

Press-e  .  1.574,728  1.666,789 

{Long  Island 

Press-S  .  636,876  492,363 

Grand  Total  ..  2.211.603  2,059,152 

{Includes  PARADE,  73,074  lines. 

NIAGARA  FALLS,  N.  Y. 

Gazette-e  .  1,304.606  1,434,011 

NORFOLK.  VA. 
Ledger-Dispatch  &  Ports¬ 
mouth  Star-e  .  .  2,036,077  1,894,412 

Virginian-Pilot-m  1,874,046  1,876,175 
{Virginian-Pilot  & 

Portsmouth 

Star-S  .  1,014,377  719,431 

Grand  Total  . . .  4.924,600  4,490,018 
NOTE: 

Ledger-Dispatch  &  Portsmouth-Star-e 

1957  —  2,036,077  includes  469.164 
lines  of  part-run  advertising. 

1956  —  1,894,412  includes  378,820 
lines  of  part-run  advertising. 
Virginian  Pilot-m 

1951  —  1,874,046  includes  203.457 
lines  of  part-run  advertising. 

1956  —  1.876.175  includes  156,019 
lines  of  part-run  advertising. 

Virginian-Pilot  &  Portsmouth  Star-S 

1957  —  1,014,377  includes  265,584 
lines  of  part-run  advertising. 

1956  —  719,431  includes  134,292 
lines  of  part-run  advertising. 
{Includes  THIS  WEEK.  84,347  lines. 


OAKLAND.  CALIF. 


Times-m  .  1,987,827  2,090.067 

Times-S  .  2.538.969  2,263,037 

Herald  Tribune-m  947,607  960,667 

tHerald  Tribune-S  836.821  780,663 

Mirror-m  .  856,875  860,863 


1,987,827  2,090.067  Tribune-e  .  1,678,798  1,738,480 

2,538.969  2,263,037  {Tribune-S  .  892.109  731,230 


Grand  Total  . .  2,570.907  2,469,710 

{Includes  PARADE,  89,443  lines. 
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OKLAHOMA  CITY,  OKLA. 


1957 

1956 

Oklahoman-m 

955,243 

1,008,138 

Oklahoman-S 

606.441 

434,872 

Times-e  . 

_  1,087,138 

1,074,734 

Grand  Total  .  .  2,647,822 

2,617,744 

NOTE: 

Times 

1957  — 

1.087.138  lines 

includes 

110,949 

ing. 

lines  part^run 

advertis- 

1966  — 

1.074,734  lines 

includes 

80,373 

ing. 

lines  part-run 

advertis- 

OMAHA.  NEBR. 

World-Herald 

<see  note) 

.  1,150,398 

1,272,073 

World-Herald-S  .  941,002 

694,666 

Grand  Total  2,091,400 

1.966,639 

NOTE:  World-Herald  sold 

in  com- 

bination 

Morning?  and 

Evening. 

Linage  of  only  one  edition,  EV& 
NING,  is  shown. 

PASADKNA,  CALIF. 


Star-Xews-e  1.222,863  1,160,130 

§  I  ndei)endent-Star 


News-S  . 

Independent-m  . . 

610,768 
.  1,139.586 

403,016 

1,076,319 

Grand  Tot.al  2,973,217 

lincludes  PARADE.  73,074 

2,629,466 

lines. 

PAWTUCKET,  R.  I. 

Times-e 

911,603 

1,000,690 

PEORIA,  ILL. 

Journal  Star 
(See  Note) 
{Journal  Star-S  . 

.  1,237,212 
.  699,137 

1,358,344 

660,095 

Grand  Total  . 

1,836,349 

1,918,439 

NOTE:  Journal  Star  Morning  and 
Journal  Star  Evening  sold  in  com¬ 
bination.  Linage  of  only  one  edi¬ 
tion,  Journal  Star  Evening,  is 
shown. 

^Includes  PARADE,  73,074  lines. 
PHILADELPHIA.  PA. 

Bulletin-e  .  1,981,047  2,181,194 

•tBulletin-S  _  768,007  564,694 

Inquirer-m  .  1,663,583  1,830,209 

Inquirer-S  .  1,581,943  1,439,300 

News-c  .  669,712  636,662 

Grand  Total  6,664,292  6,650,969 
NOTE:  Inquirer-m  19.57  —  1,663,683 
includes  34,251  lines  of  part-run 
advertising. 

•Includes  AMERICAN  WEEKLY, 
71,962  lines. 

tincludes  THIS  WEEK,  84,347  lines. 
PHOENIX,  ARIZ. 

Republic-m  .  1,961,798  1,831,676 

tRepublic-S  .  778,187  693,339 

Gazette-e  .  1,915,666  1.831,676 

Grand  Total  4,655,660  4,266,691 
tincludes  THIS  WEEK.  84,347  lines. 

PITTSBURGH.  PA. 

Post  Gazette-m  .  .  1,126,774  1,073,443 

Press-e  .  1,741,493  1,774,687 

+Press-S  . .  1,148,918  937.253 

Sun  Telegraph-e  .  833,301  931,476 

•Sun  Telegraph-S  586,160  497,486 

Grand  Total  6,436,646  6,214,345 

tincludes  THIS  WEEK,  84,347  lines. 
•Includes  AMERICAN  WEEKLY, 
71,962  lines. 

PORTLAND,  ORE. 

Oregonian-m  .  1,519,011  1,634,527 

•§Oregonian-S  ...  925,315  718,663 

Oregon  Journal-e  1,174,638  1,299,917 
tOregon  Journal-S  635,945  466,564 

Grand  Total  4,164,809  4.118,671 

•Includes  AMERICAN  WEEKLY. 
78,927  lines. 

tincludes  THIS  WEEK,  84,347  lines. 
§Includes  PARADE,  46,664  lines. 

POUGHKEEPSIE.  N.  Y. 

New  Yorker-e  .  .  .  868,679  968,320 

••New  Yorker-S. .  296,613  246.376 

Grand  Total  1,166,092  1,213,695 

••Includes  FAMILY  WEEKLY, 
53,332  lines. 

PROVIDENCE.  R.  I. 

Bulletin-e  .  1,795.624  1,878.9.56 

Journal-m  .  1,010,257  1,004,997 

tJournal-S  .  903,679  669,200 

Grand  Total  3,709,660  3,543.163 

tincludes  THIS  WEEK,  84,347  lines. 
QUINCY.  MASS. 

Patriot  Ledger-e..  777,204  813,764 
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READING,  PA. 

1957  1956 

Eagle  (See  Note) .  1,107,144  1,156,776 

Eagle-S  _  258,946  234,661 

Grand  Total  1,366,090  1,391,427 

NOTE:  flagle  Evening  and  Times 
Morning  sold  in  combination.  Lin¬ 
age  of  one  edition.  Eagle  Evening, 
only  is  shown. 

Richmond;  va. 

News  Leader-e  1,643,770  1,696,261 
Times  Dispatch-m  1,374,174  1,436,267 

tTimes  Dispatch-S  894,130  770,641 

Grand  Total  3,912,074  3,903,169 
tincludes  THIS  WEEK,  84,347  lines. 
ROANOKE,  VA. 

Times-m  .  948,464  1,013,986 

§Times-S  . .  503,209  313,672 

World-News-e  _  952,437  968,938 

Grand  Total  ...  2.404,110  2,296,496 
^Includes  PARADE,  73,074  lines. 
ROCHESTER,  N.  Y. 

Democrat  & 

CThronicIe-m  1,368,407  1,483,300 

tDemocrat  & 

Chronicle-S  .  968,382  820,091 

Times-Union-e  .  1,640.870  1,805,143 

Grand  Total  .  3,977,669  4,108,634 

tincludes  THIS  WEEK,  84,347  lines. 
SACRAMENTO,  CALIF. 

Bee-e  .  1,937,351  2,093,165 

Union-m  .  606,762  609,669 

••Union-S  .  416,698  326,916 

Grand  Total  2,959,711  3,028,739 
••Includes  FAMILY  WEEKLY, 
53,332  lines. 

ST.  LOUIS,  MO. 

Globe  Democrat-m  1,289,225  1,100,642 
•tGlobe  Democrat-S  723,936  654,421 

Post  Dispatch-e  2,070,491  2.109,670 
IPost  Dispatch-S  1,290,294  1,167,147 

Grand  Total  6,373,946  4,921,780 
NOTE:  Globe  Democrat-m  1957  — 
1,289,225  includes  164,156  lines  of 
part-run  advertising. 

Globe  Democrat-m  1956 — 1,100,642 
includes  121,789  lines  of  part-run 
advertising. 

•Includes  AMERICAN  WEEKLY. 
71,962  lines'. 

tincludes  THIS  WEEK,  84.347  lines. 
^Includes  PARADE,  72,296  lines. 

ST.  PAUL,  MINN. 

Pioneer  Press-m  1,128,631  1,273,146 

•Pioneer  Press-S  951,140  838,637 

Dispatch-e  .  1,438,768  1,629,827 

Grand  Total  .  3,518,629  3,741,609 

•Includes  AMERICAN  WEEKLY, 
71,962  lines-. 

ST.  PETERSBURG.  FLA. 
Independent-e  ....  882,606  769,666 

Times-m  .  1,852,809  1,727,488 

§Times-S  .  768,479  690,640 

Grand  Total  3,503,894  3,087,794 
lincludes  PARADE,  73,074  lines. 

SAN  ANTONIO.  TEXAS 

Express-m  .  1,370,645  1,547.605 

tExpress-S  .  721,141  618,817 

News-e  .  1,563,937  1,623,421 

Light-e  .  1,663.907  1.676,739 

•Light-S  .  733,887  612,804 

Grand  Total  .  6,953.617  6,078,286 
tincludes  THIS  WEEK,  84,347  lines. 
•Includes  AMERICAN  WEEKLY, 
71,962  lines'. 

SAN  DIEGO,  CALIF. 

Union-m  .  1,650,806  1,623.511 

§Union-S  976,323  716,162 

Tribune-e  .  2,017,143  1,966,885 

Grand  Total  4,644,272  4,304,658 
SIncIudes  PARADE,  73,074  lines. 

SAN  FRANCISCO.  CALIF. 

Chronicle-m  .  1,027,696  1,046,993 

tChronicle-S  .  689,457  663,699 

Examiner-m  .  1,672,209  1,764,793 

•Examiner-S  .  1,113,167  893,040 

Call-Bulletin-e  .  .  765,486  749,200 

News-e  .  783,059  794,884 

Grand  Total  . .  6,040.973  6,802,609 

NOTE:  Chronicle-m  1957—1,027,696 
lines  includes  28,319  lines  part- 
run  advertising. 

1966  1,046,993  lines  includes  31,464 
lines  part-run  advertising. 
Chronicle-S  1957 — 689,467  lines  in¬ 
cludes  36,991  lines  part-run  ad¬ 
vertising. 


1956  663.699  lines  includes  29,982 
lines  part-run  advertising, 
tincludes  THIS  WEEK,  84,347  lines. 
•Includes  AMERICAN  WEEKLY, 
81,477  lines. 


SAN  JOSE.  CALIF. 

1957 

Mercury-m  .  1,542,871 

News-e  .  1,619,016 

Mercury-News-S  .  .  .  737,607 


1956 

1,525,985 

1,633,205 

492,565 


TROY.  N,  Y. 

1957  IJM 

Record  (See 

Note)  .  1.077,119  l.liO.at 

NOTE:  Record  Morning  sold  in  com¬ 
bination  with  Times-Record  £v^ 
ning.  Linage  of  one  edition, 
Record  Morning,  only  is  given. 
TULSA.  OKLA. 


Grand  Total 


3,899,394  3,651,765 


SCHENECTADY.  N.  Y. 


Gazette-m  .  1,174,008 

Union  Star-e  ....  898,961 


1,243,191 

963.932 


Grand  Total  2,072,969  2,207,123 

SCRANTON,  PA. 

Times-e  979,166  1,140,760 

SPOKANE,  WASH. 
Spokesman- 

Review-m  .  914,713  1,008,483 

tSi>okesman- 

Review-S  .  604,960 

Chronicle-e  .  1,037,376 


611,947 

1,112,937 


Grand  Total  .  2,667,038  2,633,367 

tincludes  THIS  WEEK.  84,347  lines. 

STOCKTON,  CALIF. 

Record-e  1,337,267  1,412,171 

SYRACUSE,  N.  Y. 

Herald  Journal-e  1,678,627  1,817,762 


§HeraId 
American-S  . . . 
Post-Standard-m 
tPost-Standard-S. . 


Grand  Total  . .  3,851,938  3.880.478 

•Includes  AMERICAN  WEEKLY, 
71,962  lines. 

^Includes  PARADE,  73,074  lines, 
tincludes  THIS  WEEK,  84,347  lines. 
TACOMA,  WASH. 
News-Tribune-e  .  .  1,314,135 
News-Tribune-S  611,036 


1,305,595 

479,600 


Grand  Total  .  .  1,926,171  1,785,195 

SOUTH  BEND,  IND. 


Tribune-e 

Tribune-S 


1,374,485 

641,284 


1,642,405 

624.053 


Grand  Total  .  2,016,769  2.066,458 
SHREVEPORT,  LA. 


Journal-e 

Times-m 

Times-S 


1,004,215 

1,135,001 

488,699 


1,108,193 

1,284.668 

390,601 


Grand  Total  2,627,916  2,783,462 
SEATTLE.  WASH. 

Post- 

Intelligencer-m 
•Post- 

Intelligencer-S 

Times-e  . 

Times-S 


687,638 

1,686,221 

760.598 


Grand  Total  ..  4,168,362  4,103,800 

•Includes  AMERICAN  WEEKLY, 
78,927  lines. 

TAMPA,  FLA. 

Tribune-m  . 1,782,561 

•Tribune-S  .  859,803 

••Times-e  .  649,042 


ican-N 

;*erican-N 


Tribune-e 
World-m 
World-S  , 


1,651,268 

1,550.014 

566,316 


1,649,5 ' 
1,654.1’ 

488,118 


859,:j! 


Grand  Total  . . .  3,667,588  3,792,258 
UNION  CITY.  N.  J. 

Hudson  Dis-patch-m  829,965 
UTICA, 

Observer  Dispatch-e 
••Observer 
Dispatch-S 


N.  Y. 

923,702 


1,070, 778 


399,642 


Press-m  .  1,051,661 


329,398 

1.207.605 


Grand  Total  .  2,374,905 
••Includes  FAMILY 
63,332  lines. 

WASHINGTON.  D.C. 

News-e  .  1,031,178 

Post  &  Times- 

Herald-m  .  2,311,952 

•§Po8t  &  Times- 
Herald-S  ... 

Star-e  . 

tStar-S  .  . 


2.607.781 

WEEKLY, 


1.068,ir 

2.333.519 


999,969 

2,519,378 

1,102,447 


908,131 

2.775,903 

910,594 


Grand  Total  7,964,914  7,996,2« 

•Includes  AMERICAN  WEEKLY, 
71,962  lines. 

{Includes  PARADE,  73,074  lines, 
tincludes  THIS  WEEK,  84,347  line!. 
WATERBURY,  CONN. 

American-e  .  1,137,438  1,240.799 

Republican-S  .  361,613  320,250 


Grand  Total 


1,499.051  1,560.959 

WESTCHESTER  COUNTY 
MACY  GROUP,  N.  Y. 
Mamaroneck 

Time^  .  697,016 

Mount  Vernon 
Argus-e  816,340 

New  Rochelle  Standard- 

Star-e  .  869,028 

Ossining  Citizen- 

Register-e  . 

Peekskill  Star-e  .  . 

Port  Chester  Item-e 
Tarrytewn  News-e 
Yonkers  Herald 
Statesman-e  . . 

White  Plains  Reporter 

Dispatch-e  . .  .  989,170 


658,180 

803.059 

822,529 


608,887 

464,695 

760,661 

609,648 


566,883 
432,761 
734.413 
57  5,069 


866,055 


1,136,005  1,227,965 


516,343 

1,737.397 

623,106 


Grand  Total  6.681.390 

WICHITA,  KANSAS 


835.560 

1,009,07; 

6,337.526 


Beacon-e  .  902,390  1,076,893 

•Beacon-S  .  450,809  373,994 

Eagle-m  .  1,623,671  1,693,951 

tEagle-S  .  608,06  2  494,196 

Eagle-e  .  1,193,420  1.316,710 


FIGl 

BY 

AI 


Grand  Tc 
f 

rter-Ne 

irter-Ne 

■rit-r-Nt 


Grand  Tr 


(PPLETf 


•Cresce 

BAT 


Grand  T 

B 

ralil-e 

::iid-S 


Grand  T 
B 

a  Press 


;itory- 


Grand  1 

CAI 
Ml 

iouthern 

Ulinoisit 

.imthern 

Illinoisis 


Grand 


7:ibune-H 

5ar-m 

ribane-B 

SUr-S 


Grand 

CHAI 

Coorier-e 

Coarier-S 


Grand 

C 

Guatte-e 

CO 

Cillei^m 

7:nie8-e 

Ciller-Tii 


Grand 


1,733,145 

728,282 

677,490 


Grand  Total  ...  3,291,396  3,138,917 
•Includes  AMERICAN  WEEKLY. 
84,347  lines. 

••Includes  FAMILY  WEEKLY. 
53,332  lines. 

TOLEDO,  OHIO 

Times-m  . .  .  981,661 

Blade-e  .  1,747.010 

Blade-S  .  1,080,210 


Grand  Total  4,77  8,35  2  4.954,750 

•Includes  AMERICAN  WEEKLY, 
71,962  lines. 

tincludes  THIS  WEEK,  84,347  lines. 
WINSTON  SALEM,  N.  C. 

Journal  (See  Note)  963,063  .  ■ 

Journal  ti 

Sentinel-S  .  416,264  . 


1,125,415 

1,836,170 

936,843 


Grand  Total  3,808,781  3,898,428 
TORONTO,  CANADA 


Grand  Total  1,369,317  - 

NOTE:  The  Journal  Morning  and 
Sentinel  Evening  are  sold  in 
bination.  Linage  of  only  one  edi¬ 
tion,  Journal  Morning,  is  shown. 
WORCESTER,  MASS. 

Telegram-S  .  727,086  679,787 

Telegram-m  .  887,623  1.047.845 

Gtizette-e  .  1,178,64  9  1,292,853 


iioea-e 

Ihoocrai 

Oemocrai 


Grand 

Dd 

''swa-e 

NewMo 

Jmmal- 


Grand 


Herald 

Kevie\ 

Herald 

Reviei 


Globe  &  Mail-m  ..  1,436,204 

Telegram-e  .  2,109,193 

JTelegram-S  .  331,223 

Star-e  ....  2,456,169 

Star  (Weekly)  . .  93,086 


1,703,728 

2.687,217 


3,076.040 

108,664 


Grand  Total  6,424,866  7,675,649 
Telegram-e  1957  —  2.109,193  includes 
63,815  lines  of  part-run  advertis¬ 
ing. 

tincludes  WEEKEND  MAGAZINE. 
115,946  lines. 

TRENTON,  N.  J. 

Evening  Times-e  .  1,063,823  1,207,001 


Grand  Total  .  .  2,793.358  2,920.485 
YAKIMA,  WASH. 

Republic  (See 

Note)  . .  840.024 

5Herald-S  .  343,863 


825.125 

245,283 


••Times 
Advert  iser-S 
Trentonian-m 


453,760 

723.663 


333.842 

817,672 


Grand  Total  .  1,183.887  1.0«9.4'>S 
NOTE:  Republic  Evening  and  Hewd 
Morning  sold  in  combination,  pn- 
age  of  one  edition  only.  Evening, 
is  shown. 

{Includes  PARADE.  70,624  lines- 
YOUNGSTOWN,  OHIO 
Vindicator 


Grand 


Herald-i 

Herald-; 


Gram 


louraal 

Journal 


Gran 


Grand  Total  2,231,236  2,358.615 
••Includes  FAMILY  WEEKLY, 
63,332  lines. 


Telegram-e 

{Vindicator 

Telegram-S 


1.347,737  1.457, 794 

944,475  770.609 


Berald- 

?re88-( 


^nnei 

^nnei 


Grand  Total  .  2,292.212  2.228.505 


{Includes  PARADE.  73,074  lines. 
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Grai 

EDI 


figures  supplied 

BY  PUBLISHERS 


»5( 

ABERDEEN.  S.  D. 

1957 

1956 

cote. 

Evc. 

tirriran-Newy-e. 

^ric:ui-New8-S 

293.706 

169,792 

313,502 

394,492 

lition, 

Grand  Total 

463,498 

707,994 

n. 

ABILENE,  TEX. 

1C|  ;  \ 

i,;«rter-News-m 

»wrter-News-e 

748,146 

740.600 

333,312 

767,172 

741,076 

254,982 

_ 

Grand  Total 

1,822,058 

1,763,230 

^2,2S£ 

ALTOONA,  PA. 

-r-e  .  . . 

932.463 

1,031,716 

GREENWICH,  CONN.  PASSAIC 

1957  195$  1957 

Times-e  .  466,928  531,986  Herald-Newa-e  1,109,256 

HUNTINGTON,  W.  VA.  PENSACOLA,  FLA 

Advertiser-e  1,028,129  1,131,245  Journal-m  .  928,868 

Herald  Dispatch-m  1,041,591  1,170,870  News-Journal-S 

♦Herald  Newa-e  . . 

Advertiser-S  460,016  353,206 


PASSAIC-CUFTON,  N.  J. 


S9,:«  aPPLETON-NEENAH-MENASHA, 
WIS. 

10,771  Mr-Crpscent-e  1,621,768  1,438,780 
BATTLE  CREEK,  MICH. 

)7'«M  *  News-e  903,007  983,101 

_  r-rer&News-S  305,347  248,353 


Grand  Total  . .  2,629,736  2,655,320  PIM, 

•Includes  AMERICAN  WEEKLY,  „  T  , 

71,914  lines  (1967);  48,053  lines  ^mmercial-e 
(1956).  ••Commercial 

COMIC  '  WEEKLY  18,618  lines  _  ,  , 

(1967):  14,044  lines  (1956).  . 

Ca|>e  Cod  Standard- 

Times-e  _  472,234  607,360 

JOHNSTOWN,  PA.  Mercury-m 

Tribune-  RAI 


FTON,  N.  J.  QUEBEC  CITY,  QUE. 

1957  1956  1957  1956 

1,109,266  1,109,813 

.A  FLA  Telenraph-e  357,646  388,9.52 

928,868  937,624  SARNIA,  ONT. 

366,806  271,376  Observer-e  .  839,239  812,864 

649,250  682,682  SUDBURY,  ONT. 

Grand  Total  l78liLi82  xiMMINS  ONT 

PINE  BLUFF.  ARK.  „  TIMMINS.  ONT. 

.  ,  J-TAOBO  6AB  A4J6  Picss-e  .  556,919  525,198 

)mmercial-e  470,358  495,964 

Commercial-S  ..  145,166  124,180  VANCOUVER,  B.C. 

—  - - Province-m  .  1,497,302  1,618,120 

615,524  620,144  ISun-e  .  2,368,450  2,450,910 


•FAMILY  WEEKLY  40,558  lines  Herald-m  (See  note) 


not  in  above  figures. 

POTTSTOWN,  PA. 
Mercury-m  767,368 

RAPID  CITY,  N.  D. 


1,135,764  1,109,689  Journal-e 


kennewick-pasco-richland; 

983  101  WASH. 

248’353  Tri-City  Herald-e  470,092  484,022 

,  •♦Tri-City  Herald-S  139.132  83.638 


Grand  Total  673,470 

ROCKFORD,  ILL. 


Grand  Total  1,208,354  1,231,454 

BIG  SPRING,  TEX. 

3  l-e  .  383,264  414.806 

I  3.:d-S  211,882  162,264 

Grand  Total  596,146  677,070 

BURLINGTON,  VT. 

<  Press-m  _  793,367  838,220 

CANTON.  OHIO 

■.■o-iory-e  .  1,603,668  1,712,326 

■oiy-S  .  862,316  610,680 

Grand  Total  ...  2,466,974  2,323,006 

CARBONDALE-HERRIN- 
MURPHYSBORO,  ILL. 


Grand  Total  .  609,224  567,560 

••Does  not  include  FAMILY 
WEEKLY. 

KINGSTON,  N.  Y. 

Freeman-c  .  741,412 

LINCOLN.  NEB. 

Star-m  .  847,560 


Star-m  . 
Reuister- 
Republic-e 
Star-S  .  .  .  . 


1,139,502  1,304,170 


1,599,626  1,832,194 
611,408  524,944 


758  898  Grand  Total  .  . .  3,350,536  3,661,308 
ROCK  ISLAND  (See  Moline) 
SALISBURY.  N.  C. 

882210  Post-e  .  651,334  6( 

242:606  220.234  1' 


^Includes  WEEKEND  MAGAZINE. 
116.438  lines  (1967);  106,680  lines 
Q28  IIO  U966).  ' 

NOTE:  Herald  ceased  publication 
June,  1957. 

630,306  WELLAND,  ONT. 

Tribune-e  .  842,060  785,624 

669.288  WINNIPEG,  MAN. 

Tribune-e  _  1,331,761  1,368,883 

,304,170  WOODSTOCK,  ONT. 

Sentinel-Review-e  589,484  627.648 


838,220 


Journal  &  Star-S. 


ADVERTISING  LINAGE 
SERVICE 


Grand  Total  . .  .  1,939,371 
MADISON,  WIS. 
Capital  Times-e  1,050,07' 


1,939,378  2,082,556 


Illinoisian-e  .  . 
ISoothern 

373,814 

470,358 

lllinoisian-S  .  . 

63,084 

64,616 

Grand  Total  . 

436,898 

624,874 

CASPER, 

WYO. 

T;ibane-Herald-e  . 

410,676 

461,304 

. 

Tribone-Herald  & 

337.820 

306,768 

SUr-S  . 

111,678 

91,350 

Grand  Total  .  , 

860.174 

849,422 

CHAMPAIGN-URBANA. 

ILL. 

Coorisr-e  . 

627,060 

670,446 

Coarier-S  . 

235,802 

196,336 

Grand  Total  . .  . 

862,862 

866,782 

CHILUCOTHE.  OHIO 

1  ‘'juatte-e  . 

682,493 

716,012 

CORPUS  CHRISTI,  TEX. 

j  Cdier-m  . 

1,369,144 

1,315,986 

Wis.  State 
Journal-m 
5 Wis.  State 
Journal-S 


1,060,077  1,183,812 


Grand  Total  771.668 

SAN  ANGELO,  TEX. 
mes-m  .  622,174 


1,098,678  1,239,861 

Grand  Total  ...  1,600,100 
SIOUX  FALLS.  S.  D, 

2,667,021  2,866,626  ArRUs-Leader-e  626,676 


Standard-Times-S 


1,500,100  1,541,428 


■>  AUGUSTA.  GA. 

.  ,  Chronicle-m 

170  1  as  -  729,997  947,662 

SChronicle-S  .  259,670  240,786 

780,038  Grand  Total  989,667  1,188,347 

5-1967—73,473  lines  PARADE  adver- 
686.308  tisins;. 

655,004  1956 — 53,038  lines  PARADE  adver- 

200.116  tising. 

-  NOTE:  Chronicle-m  sold  in  combina- 

,541,428  tion  with  Herald-e. 


SIncludes  72,807  lines  PARADE,  Argus-Leader-S 
(1957).  , 


MARSHALL,  TEX. 

News 

Messenger-e  344,176 

News 

Messenger-S  187,432 


Grand  Total  880.600 

SNYDER,  TEX. 

News-e  .  187,712 

News-S  . .  127,890 


Grand  Total  .  316.602  322.476  “'"a' 

Grand  Total  531,608  631,398  SUPERIOR,  WIS. 

.MOLINE-ROCK  ISLAND.  ILL.  Telegram-e  654,512  676,436  Stete-rn 

(rgus-e  .  927,160  991,354  WAUKEGAN.  ILL.  ‘S^S 

1,011,614  1,057.602  News-Sun-e  1,121,848  1,045,688 

- -  WILMINGTON.  DEL.  Grand 

1,938,664  2,048.956  fjews-Journal-meS  1,593,116  1,699,018  *1957 


BLUEFIELD,  W.  VA. 

776,328  Telegraph-m 

202.748  (See  Note)  498,784  613,806 

-  ••Telegraph-9  263,433  147,648 

979,076  : _ 

Grand  Total  ..  762,217  661,354 

216  678  ••1967  —  63,476  lines  FAMILY 
105'798  WEEKLY  advertising. 

_ _  NOTE:  Telegraph-m  sold  in  com- 

322  476  bination  with  Sunset-News-e. 


COLUMBIA.  S.C. 

.  829,165 

.  490,247 

.  692.762 


Grand  Total  1,938,664  2,048.956 

MONTGOMERY.  ALA. 

Ldvertiser-m  _  943,964  1,055,628 

idverliser-S  341,040  303,800 


941,206  1,039,192 


■■  ^430’304  ^312’998  2,226,210  2,398,620 

. .  BEDFORD.  MASS. 

3,135,860  2,896,432  Standard  Timcs-e  909,230  989,646 

IT.  IOWA  IStandard  Times-S  296,096  265,437 


Grand  Total  3,135,860  2,896,432 

.  DAVENPORT,  IOWA 

■  .  1,124,692  1,116,990 

54  760  406,280  399,658 

S'.Y  U«8ocrat-e  _  845,838  786,674 


InRoan  noacsa  Grand  Total  .  1.206,326  1,246,083 
Vil'iaa  §Includes  68,602  lines  PARADE 

(1957)  :  62,423  lines  PARADE 

Grand  Total  2,376,710  2,303,322  (1956). _ _ ^ 

DAYTONA  BEACH.  FLA.  NORRISTOWN.  PA. 

''nra-e  .  672,462  638,932  T'^as-Herald-e  758,189  859,694 

^'f»sJournal-S  ..  249,897  178,600  OGDEN,  UTAH 

l™rasl-m  .  657,493  631,760  Standard- 

„  -  Examiner-e  _  743,446  729,647 

Grand  Total  1,679.842  1.449,182  Standard- 

DECATUR,  ILL.  Examiner-S  -  239,833  171,769 


8«view-me 
Herald  & 
8*view-S 


996,212  1,009,890 

434,644  361,858 


Grand  Total  .  1,430,856  1,371,748  Derrick 


Grand  Total  ..  983,279  9 

(Above  recap  does  not  i 
FAMILY  WEEKLY). 

OIL  CITY-FRANKLIN,  PA 


>55,628  CANADA 

>03,800 

)39.192  CALGARY.  ALTA. 

- Herald-e  1,628.299  1,679,378 

*98,620  CHARLOTTETOWN,  P.E.I. 

Guardian-m  507,214  538,191 

265’437  CHATHAM,  ONT. 

•  News-e  .  688.730  775,166 

246,083  EDMONTON,  ALTA. 

parade  Journal-e  . 1,748.423  1,662,745 

PARADE  GALT,  ONT. 

Reporter-e  802,707  830,424 

859,694  GUELPH,  ONT. 

Mercury-e  .  742,679  788,973 

HAMILTON,  ONT. 

729,647  S|>ectator-e  ..2.363.744  2,397,111 
KIRKLAND  LAKF„  ONT. 

’  Northern  News-e  356,161  323,243 

901,416  MEDICINE  HAT.  ALTA. 


Grand  Total  .  2,012,174  2,156,468 
•1957  —  72,667  lines  AMERICAN 
WEEKLY  advertising. 

1956  —  48,664  lines  AMERICAN 
WEEKLY  advertising. 
HAVERHILL,  MASS. 

Gazette-e  .  617.397  587,897 

JA.MESTOWN,  N.  Y. 
Post-Journal-e  1,012,436  998,016 

LEVITTOWN,  PA. 

Times-e  (See  Note)  862,994  709,616 

NOTE:  Sold  in  combination  with 
Bristol  Courier. 

MONROE,  LA. 


4  DENISON.  TEX. 

Kerald-e  _  347,494 

120.485  Herald-S  149,536 

Grand  Total  497,029 

126, l!5  EAST  ST.  LOUIS.  ILL. 

!4S,2M  Joumal-e  _  499,329 

'ottrnal-S  .  276,603 


News-Herald-e 


102,331  Grand  Total  858,624  849,360 

-  ORLANDO.  FLA. 

430,963  sentinel-m  ..  1,633,112  1,359,764 

Star-e  . .  1,466,664  1,361,626 

632,966  Sentinel-Star-S  584,628**  370,132 


Dn-  774,832  766,796 

Uin?"  grand  FORKS.  N.  D. 

jHerald-meS  .  638,101  600,996 

'«*■  GREEN  BAY.  WIS. 

?r»M-Ga7.ette-e  1,327.620  1,367,694 

GREENVILLE,  TEX. 

>»■•'  Htnner-e  .  288,729  203,896 

r-nsw  •""•'■-S  117,320  82,227 


Grand  Total  .  3,684,294  3.091,622 
NOTE:  1967  total  includes  436,624  Times-Gazette-e 
lines  part-time  advertising;  1966  Dtrun 

total  includes  136,971  lines  part-  rtjnu 

time  advertising.  Observer-e 

••Does  not  include  FAMILY  (Began  daily 

WEEKLY.  1957) 


PARIS,  TEX. 

203,896  News-e  . .  300,594 

82,227  News-S  .  163,048 


Grand  Total  .  406,049  286,123  Grand  Total  . .  4 
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News-e  .  584,398  569,478 

MOOSE  JAW,  SASK. 

Times  Herald-e  . .  674,140  688,037 

624,712 

324,648  NANAIMO.  B.C. 

-  Free  Press-e  613,112  611.806 

849,360  NORTH  BAY,  ONT. 

Daily  Nugget-e  664,670  664,285 

361,626  ORILUA.  ONT. 

370,132  Packet  &  Times-e  357,050  337,063 

091,622  OSHAWA,  ONT. 

436:624  Times-Gazette-e  . .  867.264  766,857 

1  part-  PEMBROKE.  ONT. 

Observer-e  226,376 

d  I  L  Y  (Began  daily  publication  April  22, 
1957) 

PORT  ARTHUR,  ONT. 

336,616  News  Chronicle-e  926.6.59  875,430 

PRINCE  ALBERT.  SASK. 
456,296  Herald-e  .  441.039  442,149 


World-m  . 

662,801 

685,386 

World-S  . 

232,261 

216,667 

News-Star-e  . 

622,460 

626,422 

Grand  Total  .  1,617,612 

PATERSON.  N.  J. 

1,528,466 

Call-m  . 

918,885 

974,891 

News-e  .  • 

1,208,643 

1,168,670 

Grand  Total  . . . 

SALEM 

2,127,428 

.  ORE. 

2,143,561 

Capital  Journal-e. 

897,337 

1,044,980 

Oregon 

Statesman-m 

730.797 

927.409 

Oregon 

Statesman-S  . 

242,854 

194,660 

Grand  Total 

1,870,988 

2,167,039 

SCRANTON,  PA. 

Tribune-m  .  472,161  630,608 

5Scrantonian-S  .  .  398,471  338,140 

Grand  Total  870,632  868,748 

1967—73,473  lines  PARADE  adver¬ 
tising. 

1966-  53,058  lines  PARADE  adver¬ 
tising. 

WILKES-BARRE.  PA. 


Record-m  . 

. .  580,886 

748,619 

Times-Leader-e  . 

950,347 

1,068,792 

Independent-S 

487,116 

373.566 

Grand  Total 

2,018,349 

2.190.877 
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14  States  Ease  News 
Bans.  APME  Finds 


Fourteen  states,  in  some 
degree,  have  this  year  recog¬ 
nized  the  public’s  right  to  know, 
reported  Mason  Walsh,  man¬ 
aging  editor  of  the  Dallas 
(Texas)  Times  Herald,  chair¬ 
man  of  the  Freedom  of  Infor¬ 
mation  Committee  for  the 
Associated  Press  Managing 
Editors  Association,  who  made 
a  survey  of  all  states. 

“You  couldn’t  say  the  wall  of 
secrecy  was  breached  in  all 
cases  and  sometimes  you  could 
only  detect  a  tiny  crack,”  con¬ 
ceded  Mr.  Walsh. 

Legislative  Changes 

Here  were  the  actions  of 
legislatures  this  year  as  re¬ 
ported  to  Mr.  Walsh: 

Alaska:  The  legislature  took 
a  backward  step  by  amending 
the  law  regarding  audits  of 
governmental  bodies  and  agen¬ 
cies.  Previously  they  were  open 
for  public  inspection.  Under  the 
amendment,  they  become  public 
property  only  once  every  two 
years,  just  prior  to  the  start 
of  the  legislature,  unless  the 
legislative  audit  committee 
makes  them  public  property  by 
majority  vote. 

(California:  The  legislature 
passed  66  bills  opening  the 
records  and  meetings  of  state 
agencies.  The  large  number  of 
bills  was  required  because  of 
pievious  opposition  to  a  single 
blanket  bill.  Earlier  legislation 
had  opened  meetings  and  rec¬ 
ords  of  local  governmental 
bodies. 

Colorado:  A  law  was  passed 
designed  to  open  local  school 
board  meetings  to  the  public  but 
providing  no  penalties  for  vio¬ 
lation.  It  permits  executive  ses¬ 
sions,  but  forbids  boards  to 
vote  except  in  public  by  roll  call. 

(Connecticut:  Law’s  were  en¬ 
acted  opening  meetings  of  gov¬ 
ernment  boards  and  agencies 
and  opening  public  records  to 
the  public. 

Florida:  The  House  killed  a 
bill  aimed  at  banning  secret 
meetings  of  governmental 
bodies. 

Illinois :  A  measure  was 

passed  requiring  governmental 
bodies  supported  by  public 
funds  to  hold  open  meetings. 

Kansas :  A  measure  passed 
opening  official  governmental 
records  on  all  levels  to  the  pub¬ 
lic.  Killed  were  bills  proposing 
open  meetings  and  open  vital 
statistics  records. 

Maryland:  A  bill  requiring 


open  records  of  public  bodies 
was  so  crippled  by  Senate 
amendments  that  when  a  House 
committee  received  it  from  the 
upper  chamber  it  was  referred 
to  an  interim  council  for  re¬ 
writing  and  introduction  »n  the 
1958  legislative  session. 

Massachusetts:  A  bill  requir¬ 
ing  open  meetings  still  is  before 
the  legislature. 

Died  in  Committee 

New  Mexico:  A  bill  which 
would  have  required  boards  and 
agencies  to  take  final  action  on 
any  official  matter  in  open  ses¬ 
sions  died  in  committee.  The 
state  has  a  fairly  effective  open 
records  law’. 

New  York:  The  Legislature 
bottled  up  and  thereby  killed  a 
proposal  to  forbid  disclosure  of 
ransom  demand  details,  an  act 
in  defense  of  freedom  of  infor¬ 
mation. 

North  Dakota:  Bills  v/ere 
passed  providing  that  meetings 
of  governmental  subdivisions  be 
epen  to  the  public,  and  that 
public  records  be  open.  A  bill  to 
protect  newsmen’s  confidential 
sources  was  killed. 

Ohio:  The  I.egislature  failed 
tc  pass  a  bill  w’hich  would  have 
extended  to  radio  and  television 
newsmen  immunity  from  dis¬ 
closing  their  news  sources. 
Newspaper  reporters  have  had 
such  immunity  for  16  years  in 
Ohio. 

Pennsylvania :  Bills  were 

passed  opening  meetings  of 
governmental  bodies  to  the 
public  and  opening  records  to 
public  view. 

South  Carolina:  A  bill  apply¬ 
ing  only  to  Union  County  re¬ 
quires  the  county  governing 
board,  board  of  trustees  and 
the  board  of  education  to  take 
roll  call  votes  and  make  the 
results  known  to  the  public. 
The  bill  was  drafted  and  passed 
this  year  after  a  newsman  was 
ordered  to  leave  a  board  of 
education  meeting. 

South  Dakota :  Lawmakers 
apparently  w’ere  unaware  that 
traffic  officers  could  not  testify 
in  court  or  tell  the  public 
through  news  media  about  their 
official  report  of  a  traffic  acci¬ 
dent.  Officers  could  testify  as 
to  what  they  had  observed  at 
the  scene,  but  not  about  what 
they  wrote  into  their  report, 
particularly  information  given 
them  by  the  people  involved. 
The  law  w’as  changed  to  permit 
officers  to  testify  freely  and  to 


tell  newsmen  what  they  saw’ 
and  heard. 

Governor  Intervones 

Tennessee:  A  bill  was  passed 
requiring  state,  county,  and  city 
offices  to  keep  their  records 
open.  An  open  meeting  proposal 
died  in  committees.  Soon  after 
passage  of  the  bill,  the  state 
pardons  and  paroles  board  sec¬ 
retary  refused  to  disclose  names 
of  14  persons  who  requested  a 
reduction  of  sentence  for  a  con¬ 
vict.  Gov.  Frank  G.  Clement 
ordered  the  names  revealed. 

Texas:  A  bill  passed  per¬ 
mitting  newsmen  to  attend  any 
political  convention  regardless 
of  residence  or  voting  eligibility. 
I  reviously,  newsmen  could  be 
banned  unless  they  resided  in 
the  political  subdivision  involved 
in  the  convention  and  had  paid 
their  poll  tax.  Passed  also  were 
bills  requiring  publication  of 
ai.nual  financial  statements  by 
such  agencies  as  school  and  soil 
conservation  districts,  a  special 
audit  of  county  records  on  peti¬ 
tion  by  30%  of  voters,  and  halt- 
ting  of  state  payments  to  school 
districts  that  refuse  to  furnish 
an  audit.  Other  freedom  of  in¬ 
formation  bills  died,  including 
proposals  to  open  governmental 
sessions  to  the  public  and  to 
keep  i)ublic  records  open  for 
inspection. 

Vermont:  Laws  w’ere  passed 
requiring  that  the  public  be 
allowed  to  inspect  records  and 
that  minutes  be  kept  of  all 
political  subdivision  meetings. 
They  also  prevent  enactment  of 
any  state  or  local  law  behind 
closed  doors,  but  specifically 
gives  boards,  city  commissions, 
and  the  like,  power  to  hold  ex¬ 
ecutive  sessions.  Some  weak¬ 
nesses  include  permission  to 
v.’ithhold  information  on  a  pend¬ 
ing  contract  or  any  information 
that  would  harm  the  good  name 
of  a  person.  But  fines  up  to 
$500  against  officials  violating 
the  law  are  provided. 

Wisconsin:  The  Legislature 
passed  a  bill  opening  juvenile 
traffic  offense  records.  But  it 
killed  a  measure  aimed  at  open¬ 
ing  meetings  of  governmental 
bodies. 


Wright  Joins  BBDO 

Richard  C.  Wright  has  joined 
the  media  department  of  Bat¬ 
ten,  Barton,  Durstine  &  Os¬ 
born,  Inc.,  New  York,  as  a 
media  supervisor.  Mr.  Wright 
was  formerly  Program-Opera¬ 
tions  Director  for  Station 
WJW-TV  in  Cleveland,  Ohio, 
which  he  joined  in  1949  after 
five  years  with  Ward  Wheelock 
Company,  Philadelphia,  where 
he  was  media  director. 


Press  Queried  L 
About  China  ' 
Coverage  ; 

Washington 

Newspapers  and  other  medii 
employing  special  foreign  cor¬ 
respondents  are  being  queried 
whether  they  desire  to  include 
Communist  China  in  their  over¬ 
seas  reporting. 

This  is  the  first  step  in  im¬ 
plementation  of  the  State  De¬ 
partment  plan  to  permit  i 
limited  number  of  newsmen  tc 
enter  China  for  a  six  months 
trial  period. 

If  the  number  of  affirmative 
replies  is  not  too  great  (12  has 
been  suggested  as  the  maximum 
the  Department  would  sanc¬ 
tion)  accreditations  are  expected 
to  be  offered.  Should  yes  re¬ 
sponses  come  in  gi’eater  number 
than  anticipated,  the  advisory 
committee  of  media  representa¬ 
tives  will  be  asked  to  confer 
again  with  Secretary  John 
Foster  Dulles  and  asked  to 
work  out  a  process  of  elimina¬ 
tion. 

One  of  the  media  committee 
said  in  Washington  this  week 
that  his  group's  function  ap¬ 
pears  to  have  been  exhausted 
insofar  as  the  present  trend  of 
State  Department  thought  on 
China  coverage  goes:  the  repre¬ 
sentatives  of  publishers  and 
broadcastei  s  are  on  record  for 
letting  down  the  bars  to  all 
accredited  correspondents  and 
will  have  no  part  of  the  win¬ 
nowing  process  Mr.  Dulles  sug¬ 
gested  may  be  necessary. 

All  of  the  negotiations  may 
go  for  naught,  in  any  event 
China  has  not  been  consulted 
on  whether  a  limited,  or  a 
selected  group,  meets  her  no¬ 
tions  of  approved  newspaper 
coverage. 

• 

Reporter  Causes  New 
Mex.  OfTieial  to  Quit  | 

Santa  Fe,  N.M. 

Maj.  Gen.  Charles  G.  Sage, 
a  hero  of  Bataan  and  adjutant- 
general  of  New  Mexico  since 
1946,  resigned  July  22  in  dra¬ 
matic  climax  to  an  attack  his 
office  has  undergone  in  recent 
months. 

The  difficulties  stemmed 
largely  from  a  continuing  i"' 
vestigation  undertaken  by  re¬ 
porter  Neil  Addington  of  the 
Santa  Fe  New  Mexican  imme¬ 
diately  after  the  clo.se  of  the 
1957  legislature. 
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l^ithhold  Kidnap  News? 
Some  Editors’  Views 

By  Fred  Treesh 


Should  newspapers  get  the 
•tits  to  the  public  at  all  cost,  or 
ce  they  bound  by  professional 
chics  or  common  decency  to  co¬ 
rerate  with  police  agencies 
hen  withholding  news  might 
|ave  a  life? 

Criticism  of  newspapers  for 
jblishing  details  of  ransom  de¬ 
lands  in  a  kidnaping  case 
minted  up  this  problem. 

In  connection  with  a  study  of 
arnalism  ethics  at  the  Ohio 
University  School  of  Journalism, 
i)  daily  newspaper  editors  in 
3hio  were  surveyed  on  this 
object.  Thirty-four  editors  com¬ 
peted  and  returned  the  ques- 
t.onnaires. 

Because  many  of  the  answers 
ere  qualified,  the  results  should 
be  interpreted  as  general  trends 
opinion,  rather  than  exact 
percentages. 

The  questions  asked  of  the 
editors  and  their  replies  follow: 
1.  Should  Newspapers  With- 
bold  News  in  Kidnaping  Cases? 
Toluntarily?  At  Police  Request? 
Voluntarily:  7 
At  police  request:  18 
Others  generally  affirmative: 
4 

None  of  the  34  editors  said. 
No,  we  won’t  withhold  news.” 


The  managing  editor  of  the 
Alliance  Review,  Clarence  Steffy, 
said  that  as  a  general  rule  local 
newspapers  can  be  relied  upon 
to  keep  agreements.  “But  when 
kidnapings  and  similar  major 
events  occur,  metropolitan  news 
vendors  and  other  high-powered 
agencies  intrude  and  totally  dis¬ 
regard  any  local  agreement,”  he 
added. 

Ken  Tooill,  executive  manag¬ 
ing  editor  of  the  Toledo  Times, 
expressed  the  opinion  that  most 
newspapers  do  follow  a  good 
policy  in  regard  to  withholding 
news  in  kidnaping  cases,  except 
in  highly  competitive  situations. 
“There  still  are  newspapers 
which  cling  to  cut-throat  meth¬ 
ods  and  consider  a  beat  to  be 
more  important  than  ethics  or 
agreements.” 

3.  How  Long  Should  News¬ 
papers  Hold  Back  Kidnaping 
News? 

Depends  on  circumstances:  14 
As  long  as  necessary  or  help¬ 
ful  to  police:  10 
Until  crime  becomes  common 
knowledge:  4 
Twenty-four  hours:  1 
Very  few  of  the  answers  to 
this  question  were  really  cate¬ 


gorical.  Most  editors  said  they 
Host  editors  expressed  a  general  thought  the  circumstances  would 
^llingness  to  cooperate  with  po-  dictate  their  decision.  Police 
lict,  but  many  insisted  the  cir-  opinion  on  how  long  withholding 

news  would  be  vital  to  the  case 
had  a  strong  bearing  on  their 
decision,  a  number  of  the  editors 
said. 


nunstances  of  a  particular  case 
*ould  dictate  their  action. 

Everest  P.  Derthick,  manag- 
i®?  editor  of  the  Cleveland  Plain 
Dtaler,  said,  “It  seems  to  me  the 
lundling  of  each  case  must  be 
determined  in  the  light  of  the 
Particular  situation.  Certainly  it 
*ould  be  our  intent  to  resolve 
*®y  doubts  in  favor  of  saving 
bfflnan  life.” 

Several 


Factor  to  Guide 
Ross  Smith,  editor  of  the  Ash¬ 
tabula  Star-Beacon,  pointed  out 
three  factors  which  he  thought 
would  help  guide  an  editor  in 
deciding  w’hen  to  release  a  story. 
He  said  he  thought  an  editor 

tiat  they  would  looV with  par- 

titular  favor  on  requests  by  the  l^ory  until  (1)  the  victim  is 
Federal  Bureau  of  Investigation  <2)  f  e  victim  is  known 

for  withholding  news.  without  doubt,  to  be  dead,  or  (3) 

«  rk  ^  ’  --  law  enforcement  officials  believe 

vL  ®  Newspapers  Now  b^city  would  no  longer  ham- 
Fdlow  a  Good  Policy  in  Regard  Lr 
to  Withholding  News? 


editors  pointed  out 


The  majority  of  the  editors 
polled  insisted  on  reserving  the 
right  to  decide  on  each  case  in¬ 
dividually.  There  w’as  some  feel¬ 
ing  that  general  principles  of  de¬ 
cency  and  responsible  journal¬ 
ism  now  serve  as  a  code.  Other 
editors  oppose  a  code  because 
they  feel  no  code  could  be  flexible 
enough  to  be  applicable  to  all 
situations. 

Clair  C.  Stebbins,  managing 
editor  of  the  Zanesyville  Signal 
and  Times  Recorder,  said  no 
code  should  be  needed  to  prevent 
newspapers  from  publishing,  in 
advance,  the  time  and  place  of 
the  ransom  payment,  “But  since 
it  happened,  perhaps  a  future 
rule  against  it  should  be  spelled 
out,”  he  said. 

According  to  Don  E.  Weaver, 
editor  of  the  Columbus  Citizen, 
the  trouble  with  codes  is  that  it’s 
hard  to  write  them  to  fit  all  fu¬ 
ture  cases.  “Rather  than  a  code,” 
he  said,  “we  should  develop 
sharply  our  sense  of  responsi¬ 
bility  as  newspapermen  and  as 
responsible,  humane  citizens.” 

5.  Could  a  Professional  So¬ 
ciety  (such  as  Sigma  Delta  Chi 
or  the  American  Society  of 
Newspaper  Editors)  Successfully 
Sponsor  Such  a  Code? 

Yes:  4 

No:  15 

Possibly:  5 

The  general  opinion  of  the 
editors  surveyed  was  that  SDX 
or  ASNE  couldn’t  do  the  job 
alone,  but  broad  principles  set 
dowm  by  them  could  serve  as  a 
guide  for  individual  papers  in 
making  a  decision  in  cases  af¬ 
fecting  them. 

Ben  Maidenburg,  executive 
editor  of  the  Akron  Beacon 
Journal,  said  he  thought  SDX  or 
ASNE  could  recommend  a  course 
of  action.  How’ever,  he  said, 
“Each  case  differs  from  the 
other,  and  each  newspaper 
should  be  prepared  to  act  as  pub¬ 
lic  interest  and  newspaper  con¬ 
science  dictate.” 

Donald  G.  Mayne,  managing 
editor  of  the  fronton  Tribune, 


said  he  believed  either  SDX  or 
the  ASNE  could  be  instrumental 
in  promoting  voluntary  coopera¬ 
tion. 

The  Plain  Dealer  managing 
editor,  Derthick,  said  he  doesn’t 
believe  his  paper  can  turn  over 
to  others  pre judgment  as  to  how 
to  handle  kidnaping  situations. 

“Editors,  in  convention  as¬ 
sembled,  pass  resolutions  and 
then  go  home  to  take  orders  from 
their  publi^ers,”  was  Toledo 
Times  managing  editor  Tooill’s 
comment. 

6.  Would  You  Be  Willing  to 
Cooperate  with  a  Code  Govern¬ 
ing  Withholding  of  News  in 
Kidnaping  Cases? 

Yes:  8 

No:  17 

Possibly:  2 

Have  to  read  it  first:  1 

Almost  all  of  the  editors 
agreed  with  the  intent  of  such  a 
code,  but  the  majority  would  not 
agree  flatly  to  adhere  to  a  gen¬ 
eral  code.  In  general,  editors 
felt  that  individual  newspapers 
must  retain  the  right  to  make 
decisions  regarding  withholding 
news  on  particular  cases  affect¬ 
ing  them. 

Cleveland  Press  Managing  Ed¬ 
itor  Harding  Christ  said  his  pa¬ 
per  would  not  subscribe  to  a  code 
because  withholding  news  is  not 
good.  “If  such  withholding 
serves  a  purpose,  save  a  life, 
catches  a  criminal  .  .  .  then  non¬ 
publication  can  be  considered,” 
he  said. 

Of  a  code,  Clayton  G.  Horn, 
editor  of  the  Canton  Repository, 
said  only,  “I’d  have  to  read  it 
first.” 

• 

Folds  Handset  Paper 

Detroit,  Tex. 

The  weekly  Detroit  News- 
Herald,  one  of  the  few  remain¬ 
ing  handset  newspapers  in  the 
Southwest,  has  suspended  pub¬ 
lication.  Publisher  Claud  Coun¬ 
cil,  who  established  the  weekly 
in  1928,  said  his  ill  health  forced 
the  cancellation. 


Yes:  24 
No:  2 

doesn’t  know:  1 
The  general  feeling  was  that 
®ost  newspapers  do  have  a  good 
policy  in  regard  to  this,  but 
there  are  some  editors  who  value 
*  “scoop”  more  than  ethics.  The 
tditors  indicated  that  scoop-at- 


per  their  investigation. 

4.  Do  You  Favor  a  Profes¬ 
sional  Code  of  Ethics  in  Regard 
to  Withholding  News  in  Kidnap¬ 
ing  Cases? 

Yes:  9 

No:  22 

Uncertain:  2 

The  nine  editors  who  favored 
code  were  from  relatively 


*ll-costs  theories  were  most  pre-  small  newspapers.  Large  metro- 
^lent  in  highly  competitive  politan  dailies  opposed  a  code 
I  *reas.  unanimously. 

editor  Si  PUBLISHER  for  August  3,  1957 


Confidential 


•  Negotiations 

•  Appraisals  •  Financing 

of 

Newspaper,  Radio  &  Television  Properties 

BLACKBURN  &  COMPANY 


Washington,  0.  C. 
JAMES  W.  BLACKBURN 
JACK  V.  HARVEY 
Washington  Building 
STorling  3-4341 


Atlanta 

STANLEY  WHITAKER 
CLIFFORD  B.  MARSHALL 
Haalay  Building 
JAckson  5-IS76 


61 


Ad  Manager  Makes 
Weekly  a  Snap  Job 


Intern 
as  cone 
oelusivi 
tkroughi 
phere  o 
Service 
ijentur 

Swing 

The 
loonced 
^  KS-IN 


By  Jewell  Ross  Melias 

WiLLlSTON,  N.  Dak.  Three  years  ago  the  Shemor- 
After  accepting  the  cold,  hard  rys  found  themselves  stranded  |4  ^ 

fact  that  their  weekly  newspa-  in  the  home  town  without  a  job.  *\  ' 

per,  the  Williston  Plains  Repor-  Mr.  Shemorry  had  been  advei’-  ^  ^  j 

ter,  just  cannot  give  enough  tising  manager  for  the  Farmer’s 
space  to  material  for  and  about  Press,  a  weekly,  for  six  years  ' 

the  family,  home,  and  women,  before  the  Army  called  him  for 

Corrine  Shemorry,  advertising  three  years’  service.  When  he 

manager,  did  something  about  it.  left,  Corrine  took  over  his  job. 

She  devised  a  “Picture  Sup-  When  he  returned,  Corrine  re- 

plement’’  which  is  tucked  into  mained.  * 

the  newspaper  once  a  month  or  The  owners  sold  the  Farmer’s 
whenever  she  thinks  an  event  or  Press  and  the  purchasers  soon  _  .  Jt 

season  justifies  it.  discontinued  its  publication.  ~ 

A  “Home  Edition”  was  made  The  Shemorrys  took  stock, 
up  of  36  pages  filled  with  new'  w’eighed  their  problem,  prayed  " 

ideas  and  old  ones  revamped  for  about  it,  made  a  decision,  and  Advert,, mg  Manager  Corr.ne  Shemorry 

making  a  house  a  home.  A  went  to  w'ork.  They  decided  to  When  Corrine  decided  that  +  .  ti,-  • 

“Fashion  Edition”,  Corrine  ex-  start  a  w'eekly  newspaper.  While  pictures  were  the  thing  the  Wil-  Reporter,  this  is 

plains,  is  just  as  much  a  service  “Bill”  assembled  equipment  and  listen  Plains  Reporter  needed,  supplement, 

edition  as  one  on  buildings.  This  rented  a  building,  Corrine  sold  she  bought  a  camera  and  she  Corrine  w'as 

pert  newspaper  woman  lives  up  and  collected  the  money  for  bought  a  book  that  told  how  to  Rolla,  N.  Dak.  ; 
to  her  theory  that  one  may  need  2,000  subscriptions.  Then  they  use  the  camera.  Then  she  bought  of  the  North  Dakota  Women’s 
to  wear  old  clothes  and  be  sloppy  started  dow’n  the  trail  which  Mr.  u  book  that  told  how'  to  develop  Press  Club.  She  is  a  former  di- 
once  in  a  while,  but  there  is  no  Shemorry  says  every  reporter  film  and  print  the  picture.  When  rector  of  the  North  Dakota  So- 
need  to  be  frump  all  the  time.  hopes  to  travel,  that  of  success-  Corrine  hands  the  editor  a  pic-  ciety  for  Crippled  Children  and 
The  “Band  Edition”  tells  of  fully  editing  and  publishing  a  ture  it  is  surely  one  of  her  very  Adults.  She  was  active  in  the 

‘Band  Day’  in  Williston.  That  is  newspaper.  own.  American  Legion  Auxiliary  and 

the  day  the  Chamber  of  Com-  Tips  from  Teens  Professional 

merce  invites  bands  from  sur-  ■,  e  a  Womens  Club  on  a  district  and 

rounding  high  schools  to  come  to  “Why  did  we  really  start?”  after  oil  was  found  near 

_ _ _ _  asks  Mr  Shoninrr,,  Thor,  ho  Williston,  the  Shemorrys  rea-  _ . 


(ibttuarg 


Mentor  A.  Brown,  50,  pub¬ 
lisher  of  the  Stapleton  (Neb.) 
Enterprise;  July  17. 


William  S.  Dolan,  70,  editor 
of  the  Grant  Count  Review, 
Milbank,  S.D.,  for  nearly  50 
years;  July  19.  He  had  been 
associated  with  the  newspaper 
51  years. 


Richard  Gerber,  66,  formerly 
w’ith  the  classified  advertising 
department  and  display  ad  de¬ 
partment  of  the  Los  Angeles 
(Calif.)  Examiner,  of  a  heart 
ailment;  July  14. 


Confidential  Negotiator, 


Financial  Con,ultant, 


Leo  C.  Kaultz,  58,  former 
sports  editor  of  the  Davenport 
(la.)  Times  for  20  years,  after  John  Lynch,  88,  employe  of 
an  illness  of  six  months;  July  the  Cleveland  (Ohio)  Press  tor 
21.  76  years;  July  20.  He  w’as  as- 

*  *  *  sistant  business  manager  of  the 

Mrs.  Laura  G.  Wolfe,  73,  Press  since  1918.  He  had  been 
who  as  Helen  Worth  had  con-  ill  for  many  months.  He  joined 
ducted  a  counseling  column  in  the  Press  at  the  age  of  12,  when 
the  old  Brooklyn  Eagle  for  25  the  paper  w'as  three  years  old. 
years;  July  23.  She  began  writ-  *  *  * 

ing  her  advice  column  in  1923.  Frederick  R.  Neely,  56,  one 

Ir  addition  to  “Helen  Worth’s  of  the  pioneer  newspaper  an- 
Advice”  in  the  daily  Eagle,  she  ation  writers;  July  24.  He  wrote 
wrote  a  column,  “From  a  Con-  aircraft  and  flying  news  for  the 
necticut  Hilltop,”  that  appeared  Washington  (D.C.)  Star  from 
every  Sunday.  1921  to  1928. 


HAMILTON,  STUBBLEFIELD.  TWINING 
&  ASSOCIATES 


NATION-WIDE  PERSONAL  SERVICE  FOR  DAILY  NEWSPAPERS 


WASHINGTON.  D.  C. 
William  T.  Stubblendd 
1737  DcSal»  St..  N.W. 
Executivt  3-3456 
ATLANTA 
Jack  Barton 
Healy  Bld|. 

Jackson  3-3431 


SAN  FRANCISCO 
W.  R.  (Ike)  Twinim 
U1  Sutter 
Exbrook  2-5671 

DALLAS 

Dewitt  (Judie)  Landi, 
Fidelity  Union  Life  Bld|. 
Riverside  8-U75 


CHICAGO 

Ray  V.  Hamilton 
Tribune  Tower 
Delaware  7-2755 
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r'or.^^Ar  participated  in  later  negoti-  Golf  Event  Shows 

L-idl  1  Y  ations  that  were  brought  to  a 

successful  conclusion  by  Tom  13,386  to  1  Odds 

Ago.ston,  INS-INP  director  for 
W  o  Germany. 

I  The  special  DPA  Overseas 

Service  for  the  Western  Hemis- 
phere  will  be  delivered  daily 
to  INS  headquarters  in  1 
News  Service  dispatches 


ANNOUNCEMENTS 


Publication*  For  Sale 


FLORIDA.  West  Coast  weekly  news¬ 
paper  for  sale.  Unopposed  in  town  of 
4,500.  Established  1890.  Down  pay¬ 
ment  of  $20,000  required.  Our  No. 
9726.  May  Brothers,  Binshamton,  N.  Y. 


San  Francisco 
A  record  field  of  6,971  per¬ 
sons  failed  to  net  a  single  per¬ 
fect  shot  in  the  San  Francisco 
New  Examiner's  annual  hole-in-one 

^ _ j  se-  tourney.  Thus  the  25-year  total 

lected  for  distribution  by  INS  is  25  holes  in  one  for  an  aver- 
istribution  editors  will  be  attributed  to  the  age  of  13,386  strokes  for  each 
German  news  agency.  ace. 

•h  Smith  said  the  INS  Latin  There  have  been  86,928  par- 

me  lesse-  American  Department  in  New  ticipants  in  the  quarter-century. 
Germany  s  York  was  being  strengthened  Each  entrant  gets  four  swings. 

to  handle  the  translation  into  This  year’s  winner,  Mervin 
Spanish  of  the  DPA  file  that  Luhman,  came  within  an  inch 
^  transmitted  by  radio  of  the  cup.  Competition  was 
It  and  gen-  newscasts  to  INS  clients.  over  a  six-day  period. 

which  be¬ 
ll  means 
news  re- 


I  HAVE  LISTED  5  New  York  State 
weeklies  arossinir  from  $15,000  to 
$60,000,  each  with  good  net.  Owners 
all  have  other  business  interests  and 
must  sell  at  bargain  prices.  From 
$6,500  to  $20,000  to  handle.  T  E.  John¬ 
son,  broker.  Pony  Hollow  Rd.,  New- 
field.  New  York. 


ILLNESS  FORCES  IMMEDIATE 
SALE  OF  $90,000  WEEKLY. 

In  Chart  Area  7.  Time  element.  State 
Cash  Available.  Bailey-Krehbiel,  Box 
88,  Norton,  Kansas. 


Publications  Wanted 


A  BRITISH  EDITION  of  your  period¬ 
ical  or  annual  may  interest  us.  Send 
specimen  and  promotion  literature  to 
Press  Books  Ltd.,  Worcester  Park, 
Surrey,  England. _ _ 

PURCHASE  SMALL  DAILY  Cali¬ 
fornia,  New  England,  Florida,  New 
York.  Box  413,  Pebble  Beach,  Calif. 


classified  section 


from  our  Vast  Nowspapor  Audience 


WANTED — Midwest  weekly  with  plant 
in  small  county  scat  city.  Box  3101, 
Editor  &  Publisher. 


ANNOUNCEMENTS 


ANNOUNCEMENTS 


Business  Opportunities 


Newspaper  Brokers 


Publications  For  Sale 


WHOLESALE  NEWSPAPER 
AGENCY,  located  in  two  of  Vir¬ 
ginia’s  larger  cities.  Wonderful  pro¬ 
position  for  newspaper  or  magazine 
representative  having  had  distribution 
experience.  For  information  write  to. 
Academy  News  Agency,  6  Monticello 
Ave.,  Annapolis,  Maryland. 


nearbj 
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THE  “Golden  Rule”  is  our  yard¬ 
stick.  Stypes,  Rountree  &  Co..  625 
Market  St.,  ^n  Francisco  5.  Cal. 


WANTED 


Men  Looking  for  Opportunities 

SEVERAL  owners  of  solid  weekly 
newspapers  have  asked  us  to  find  a 
qualified  buyer  for  their  property. 
They  have  come  to  us  because  of  our 
policy  not  to  list  newspapers.  We  are 
negotiators,  getting  the  right  buyers 
into  the  right  situations. 

MOST  of  these  properties  have  over 
3.000  circulation.  They  gross  from 
$60,000  to  $200,000  a  year.  They  in¬ 
clude  some  of  the  best  Main  Street  ad¬ 
dresses  in  the  nation. 

IF  YOU  are  an  experienced  newspaper 
man  with  $20,000  or  more  to  invest, 
get  in  touch  with  us.  Tell  us  what 
you  want  and  where  you  want  it. 
Chances  are  we  can  help  you.  Be  sure 
to  brief  your  publishing  background. 
All  correspondence  treat^  in  complete 
confidence. 


NORMAN  &  NORMAN.  Inc.,  510 
Security  Bldg.,  Davenport,  Iowa.  Sales, 
Purchases,  Appraisals  handled  with 
care  and  discretion.  Experienced.  For¬ 
mer  newspaper  manager  with  stock 
ownership. _ 


NEWSPAPER  SERVICES 


Cameras 


APPRAISALS  for  all  purposes.  NEWS¬ 
PAPER  SERVICE  COMPANY,  601 
Georgia  Savings  Bank  Bldg.,  Atlanta. 
Georgia. _ 


HOLD  LINEAGE,  squeeze  the  width 
of  ads  to  fit  your  column,  with  the 
new  17"  CLYDESDALE  Reproportion¬ 
ing  Process  Camera.  Sample  coj^j 
made  from  your  proof  to  new  width 
on  11  X  14"  $10.  Four  hour  service. 
F.  H.  Bartz,  112  W.  Kinzie  St..  Chi¬ 
cago  10.  Illinois.  WHitehall  4-4816. 


MAY  BROTHERS,  Binghamton.  N.  Y. 
Established  1914.  Newspariers  bought 
_ and  sold  without  publicity. _ 


)rk  on 
r  time 
oming 
lervice 


MIDWEST  NEWSPAPERS 
in  proven  fields  Herman  Koch, 
Virginia  St..  Sioux  City,  Iowa. 


Advertising  Rates 

CLASSIFIED 

Line  Rates  Each  Consecutive 
Insertion 

SITUATIONS  WANTED  CPayable  with 
order)  4  times  ®  50c  per  line  each 
Insertion;  3  times  ®  55c;  2  ®  60c; 
1  ®  65c.  Add  20c  for  Box  Service. 

JOB  APPLICANTS  "'*1'  *  '“PP'T 

of  printed  employment  application  forms 
by  sending  self-addressed  6c  stamped 
envelope  to  E&P  Classified  Dept. 

ALL  OTHER  CLASSIFICATIONS: 
4  times  ®  9Sc  per  line  each  insertion; 
3  times  ®  $1.00;  2  times  ®  $1.05; 
1  ®  $1.10.  3  line  minimum.  Add  20c 
for  Box  Service. 

DEADLINE  FOR  aASSIFIED  AD¬ 
VERTISING,  Wodnasday,  7  p.m. 
Count  30  units  per  line,  no  abbreviations 
(add  1  line  for  box  information.)  Box 
holders’  identities  held  in  strict  con¬ 
fidence.  Replies  mailed  daily.  Editor  A 
Publisher  reserves  the  right  to  edit  all 
copy. 


CONFIDENTIAL  INFORM A’HON 
Daily  Newspaper  Properties 
W.  H.  Glover  Co.,  Ventura,  Calif. 


ITS  NOT  the  down  payment  that 
buys  the  newspaper  —  it’s  the  per¬ 
sonality  and  ability  of  the  buyer.  This 
is  why  we  insist  on  personal  contact 
selling. 

LEN  FEIGHNER  AGENCY 
Box  192  Mt.  Pleasant.  Mich. 


ALLEN  KANDER 
&  COMPANY 

1625  Eye  Street  N.  W, 
Washington  6,  D.  C. 


NEWSPAPER  properties  of  invest¬ 
ment  quality:  The  DIAL  Agency,  66 
Adelaide,  Detroit.  Mich.  WO  3-3926. 


WESTERN  NEWSPAPERS 
Joseph  A.  Snyder.  12163  W.  Wash¬ 
ington  Boulevard.  Lon  Angeles  66, 
Calif.  Day  or  Nite  Phone :  EX  1-5288. 
SALES  -  PURCHASES  handled  ^ith 
discretion.  Write  Publishers  Service, 
P.  O.  Box  8132,  Greensboro,  N.  C. 


WEEKLIES-DAIUES 

WE  OFFER  an  outstanding  list  of 
Western  papers.  Why  not  write  for 
our  iatest  Builetin  now.  No  charge  or 
obligation. 

JACK  L.  STOLL  &  ASSOCIATES 
422  Hollywood  Security  Bldg. 

6381  Hollywood  Blvd. 

Los  Angeles  28,  Calif. 


Newspaper  Appraisers 


NEWSPAPER  VALUA'nONS 
Tax  and  all  other  purposes 
Over  135  valuations  made 
Dailies  from  coast  to  coast 
Experienced  court  witness 
Complete  reports  submitted 
A.  S.  VAN  BENTHUYSEN 
446  Ocean  Avenue,  Brooklyn,  N.  Y. 


DISPLAY  RATES 


VIRGINIA  WEEKLY  newspai>er,  job 
shop.  Linotype,  Ludlow  equipped  in 
modem  one-story  building.  Nice  home 
on  same  lot,  comer  location.  Low 
overhead.  Ample  room  for  expansion. 
Profitable  business.  Ideal  for  husband- 
wife  team.  Owner  entering  new  field. 
Sell  home,  office  and  business  $45,000. 
One-third  down  balance  on  terms.  Box 
3050,  Editor  &  Publisher. 


rection  of  INS-INP.  Before 
leaving  his  post  as  European 
general  manager  of  INS,  Mr. 

Smith  visited  Weynen  in  Ham- 
l>urg:  to  initiate  the  discussions 
fiiat  led  to  conclusion  of  the 
new  agreement. 

Charles  A.  Smith,  European 
administrative  manager  of  INS, 

editor  8C  publisher  for  August  3,  1957 


Publications  For  Sale 


Editor  &  Publisher 

1700  Timet  Tower  N.  Y.  36,  N.  Y. 
Phene  BRyanI  9-3052 


WEEKLY,  and  thriving  job  shop  two 
hours  from  New  York  City.  1956  Gross 
$22,000.  Ideal  for  man  and  wife  team. 
Write  Box  3125,  Editor  ft  Publisher. 


NEWSPAPER  SERVICES 


Srndicates-Features 


INTERESTED  in  a  carefully  edited, 
low-coat  FILLER  SERVICE  containing 
•‘shorts"  of  all  lengths  that  say  some¬ 
thing  rather  than  merely  fill  space? 
No  rot,  no  drivel,  no  inane  sentences. 
Several  months’  sample  proofs  sent  on 
request.  Robbins  &  Associates,  1616 
Smith  Tower,  Seattle,  Washington. 


Preitg  Engineer* 


Newspaper  Press  Installations 
MOVING— REPAIRING— TRUCKING 
Expert  Serv'ice — World  Wide 
SKIDMORE  AND  MASON,  INC. 
65-59  Frankfort  Street 
New  York  38.  N.  Y. 

BArclay  7-9775 


UPECO,  INC. 

SPECIAI.IZING  IN  DUPLEX 
AND  GOSS  FLAT-RED  WEBS 
DISMANTLING-MOVED-ERECTED 

Universal 

Printing  Equipment  Co.,  Inc. 

420  Valley  Brook  Ave. 
Lyndhurst,  N.  J. 


PAUL  F.  BIRD 

Press  Erector,  Moving.  Rebuilding 
Flatbed  Semi-Cylindrical  Tubular. 
7  Oak  Court.  Islip.  New  York 
JU  1-0687 


MACHINERY  and  SUPPLIES 

_ Com  paging  Room 

REID  V  BELT  drive  for  Linotype- 
Intertype  with  _  new  clutch  wheel 
3125.^  Make  a  drive  to  go  above  and 
a  drive  to  hang  below.  Reid  Maga¬ 
zine  Racks  31  stock  sizes  or  make  up 
to  suit  your  needs.  Like  to  have  your 
order.  Arch  Reid,  WILLIAM  REID 
CO.,  2271  Clybourn,  Chicago  14,  III. 

STEEL  COLUMN  RULE 

TOR  shrinking  ads— One  Point  body. 
Hairline  face  top  and  bottom,  any  col¬ 
umn  width  and  height— Send  for  free 
survey  card. 

LEO  W.  HAUSMAN 
107  S.  33  St.,  Phila.,  Pa. 


MAT  ROLLER,  Scott,  33  x  48  bed; 
silent  chain  drive:  in  dailv  use;  $1,650 
in  Illinois:  Crow,  176  N.  Ridgeland, 
Oak  Park,  Illinois. 


THE  NATION’S  Newspaper  Forms 
roll  on  L.  &  B.  Heavy  Duty  News¬ 
paper  Turtles— $84.60  to  $97.50.  Write 
for  literature.  L.  &  B.  Sales  Company, 
P.O.  Box  660,  Elkin,  North  Carolina — 
World’s  Largest  M.anufacturer  of 
Newspaper  Form  Trucks. 


_ Photo-engraving _ 

FOR  SALE :  2  Chemco  Model  "J”  8 
roll  stripfilm  cameras.  Vandercook 
model  223  power  proving  press.  E.  H. 
WALKER  SUPPLY  CO..  140  Que  St., 
N.E.,  Washington  2,  D.  C. 


MACHINERY  and  SUPPLIES 


Prets  Room 

FOR  SALE 

HOE  MAGAZINE  PRESS 
Pancoast  deck-type,  Web 
#2560 

24  REVERSIBLE  printing  couples 
staggered  90*,  with  2  folders  top 
formers.  Will  print  24  standard  or 
48  tabloid  size  pages  (21^^’'  cutoff) 
in  full  color,  running  straight.  Takes 
*4 "  plates,  blanket  cylinders  cut  .0625, 
has  cylinder  bearers,  and  Hoe  color 
press  lockup.  Built  in  1926 ;  rebuilt  in 
1936  with  roller  bearings,  steel  cyl¬ 
inders  and  steel  sideframes.  Drives 
are  80  HP  direct  current. 

HOE  PANCOAST 
COMIC  PRESS 
Web  No.  2019-2091 

SAME  SIZE,  same  capacity,  same  gen¬ 
eral  characteristics  as  Web  No.  2560, 
but  cast  iron  construction  throughout 
with  sleeve  bearings. 

MACHINES  are  in  New  York  City. 

HEARST  NEWSPAPERS 

959  Eighth  Avenue 
New  York  19,  N.  Y. 

Room  )t210.  Extension  406 


Newspaper  Presses  for  Sale 

16—32  PAGE  HOE— Dual  Delivery. 

16  PAGE  DUPLEX  Tubular  2  to  1 
Model  Tandem  Deliveries  (2  Fold¬ 
ers) 

8  PAGE  Flat  Beds 

1—  GOSS  Comet 

2 —  MODEL  “A”  Duplex 

3—  MODEL  "AB”  Duplex 

Will  deliver  and  install  anywhere. 

UPECO.  INC. 

420  Valleybrook  Ave.,  Lyndhurst.  N.  J. 


WE  OFFER  ONE  OF  THE  LARGEST 
AND  FINEST  SELECTION  OF  USED 
NEWSPAPER  PRESSES.  MANY 
WITH  MODERN  COLOR  FACILmEJS. 


24  PG.  GOSS  UNITUBE  (1947) 

6  UNITS,  all  reversible,  and  2  Dou¬ 
ble  Color  Deck.s,  Balloon  Former.  AC 
Drive,  Complete  Stereo.  Available 
Spring  1958. 


3  UNITS  SCOTT 

with  2  extra  COLOR  Couples.  Floor 
Fed  Press  23  — Stereo-  AC. 

Location:  Port.smouth,  Va. 

6  UNIT  SCOTT 

Multi-tyiie — 22-’}4"  Cut-off.  Leads  for 
SPOT  COLOR.  3-arm  Reels  &  Ten¬ 
sions.  Complete  Stereo. 

Location:  Detroit,  Michigan. 


MACHINERY  and  SUPPLIES 


Presg  Room 


EXCEPTIONAL  VALUES 
out  of  the  former 
BOSTON  POST 


14  HOE  PRESSES- 22%" 

2 —  QUADS — 16/32  pages 

3—  SEX’TUPLES-  24/48  pages 
7— OCTUPLES— 32/64  pages 
2— DECUPLES-  40/80  pages 

All  equipped  to  handle  color  with 
Portable  Color  Fountains.  Double 
Folders,  Conveyors.  All  end  fed  with 
Power  Roll  Hoists. 


GOSS  GIANT  MAT  ROLI.ER— 
CHASES- 6'  STEEL  TOP  MAKEUP 
TABLES— REMELT  FURNACE  with 
WATERCOOLED  MOLDS— VANDER¬ 
COOK  26  FULL  PAGE  PROOF 
PRESS— ROYLE  RADIAL  ROUTER 
— ROYLE  SAW— TWO  8  ’TON  OB- 
ROUND  ELECTRIC  METAL  POTS— 
3  WOOD  STANDARD  AUTOSHAV¬ 
ERS  —  WESBL  RADIAL  ARM 
ROU’TER-HOE  JIGSAW  &  DRILL— 
1  HOE  FULL  PAGE  and  2  HOE  6 
COLUMN  FLAT  CASTERS. 


LEWIS  -  SHEPARD  ROTATING 
CLAMP  newsprint  handling  truck  with 
battery  charger — LIKE  NEW. 


EVERYTHING  PRICED  FOR  QUICK 
SALE  AND  IMMEDIATE  REMOVAL 


BEN  SHULMAN  ASSOCIATES 
60  E.  42  ST.— NEW  YORK  17 
oxford  7-4590 


GOSS  4  DECK  Single  Width 

Color  deck,  3  color  and  black,  extra 
color  fountains.  A.  C.  drive.  Available 
now. 

GEORGE  C.  OXFORD 

Box  903  Boise,  Idaho 


MACHINERY  and  SUPPUES 


Press  Room 


FOR  $35,000 


XACHl 


PRESS  —  Scott  Multi-unit,  bal 
type,  6  units  and  Color  Deck,  1  pii 
folders.  Manufactured  about  IJi::; 
23-6/16"  cut-off.  Roll  stands 
neath.  Press  located  on  4'  sul)'tni<-t“-J 
with  rolls  easily  accessible  for  IrKu! 
Steel  plate  and  impression  ryli:,. 
with  roller  bearings.  60  degree  ct!.| 
inder  stagger:  60  degree  plate  le./ 
Press  below  street  level  in  press  rv  -1 
with  ceiling  height  of  19'.  Erectioe 
beams  available  for  raising  units 
street  level  and  removal  through  wi 
dow.  Press  20'  wide  by  47'  1)4"  k: 
by  approximately  15'  high.  One  2,!>r] 
gallon  square  ink  tank  with  pur 
Print  itPL-2244-6  available. 

AVAILABLE  about  Octobir,  195- 
Condition  good :  sample  papers  (r. 
request.  Present  circulation : 
daily:  54,000  Sunday.  Now  ninr' 

9  col.  11  em  x  22"  page  on  68"  wl 
40"  maximum  diameter  roll:  li 
maximum  web.  Normal  opfra^i™ 
speed  28.000 :  Geared  speed  S.5  (Ks 
Two  12.5  HP  chain  drives  and  w' 
trollers  for  operation  on  208-220  vt'** 
3  phase.  60  cycle  AC  current.  Pc 
button  station,  hell  type  signal  ‘g 
tern,  and  one,  possiblv  two,  con'.*y:- 
included.  Normal  complement  of  R?' 
synthetic  rollers  plus  spares. 


DTAR 

AVAII 


OTHER  EQUIPMENT 


One  Wood  Pony  Auto  Plitt 
23-9/16  cut-off.  pump  with  vaosui 
atttachments  and  one  6-ton  m 
pot.  gas  fired,  with  controls.  Pr 
for  quick  sale.  May  finance. 
General  Manager,  Gary  (Ind.)  P " 
Tribune. 


Goss  Double  Width  Unit 
Type  Press 

4  Units — ;Double  Folders— 
Floor  Feed 

AC  Drive  23  9/16"  Cutoff 
Stereotype 

Can  Be  Seen  In  Operation 
Available  Late  This  Year 
Parkersburg,  West  Virginia— 
Sentinel  Company 
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PRESS  MO’TOR  DRIVES  of  26.  40. 
60,  75  H.P.  A.C.  George  C.  O.xford, 
Box  903,  Boise,  Idaho 

SALES  ORGANIZATION  now  major¬ 
ing  in  Inks  will  consider  sideline  press 
and  composing  room  equipment  and 
supplies.  Eastern  through  Southeastern 
states.  Box  3028,  Editor  &  Publisher. 


The  Goss  Printing 
Press  Company 

Division  of  Miehle-Goss-Dexter 
Incorporated 


5601  West  31st  Street 
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FOR  SALE 


Chicago  50,  Illinois 


MS  ( 


Press  Room 


4  OR  6  UNITS  OF  BEAUTIFULLY 
MAINTAINED  GOSS.  NEW  IN  1924. 
$20,000  SPENT  ON  IT  LAST  6 
YEARS. 

PRINTS  four  colors 
USES  62"  paper  roll 
PAPER  is  end  fed 
CUT-OFF  23^4 

PRESS  has  all  NEW  BEARINGS 
PRESS  runs  at  34,000  an  hour 
THREE  folders  (one  used  as  spare) 
ALL  electrical  control  equipment 
TWO  75  HP  Motors 
PRESS  has  automatic  tension  con¬ 
trol 

SPARE  roller  liners  and  many 
other  spare  parts 
FOUR  portable  ink  fountains 
REVERSIBLE  unit  cylinder 

ERIE,  PENNSYLVANIA,  TIMES 
MAKE  US  AN  OFFER. 
CONTACT  MR.  CLARENCE  MOSER. 


3  UNIT  HOE 

Floor  Fed.  22%''  Cut-off  A.C.  Steel 
Cylinders  —  Roller  Be.trings  —  Spray 
Fountains. 

Location:  Perth  Amboy,  N.  J. 

6  or  7  UNIT  GOSS  PRESS  — 

223/4" 

ARCH  TYPE  Units  — White  Metal 
Bearings,  Cline  3  Arm  Reels  and  Ten¬ 
sions',  Trackage  and  Turntable.  Avail¬ 
able  Immediately — Located  Detroit. 


16  PG.  DUPLEX  TUBULAR 

%  &  %  PK.  Folder — Stereo — AC. 


BEN  SHULMAN  ASSOCIATES 

60  E.  42nd  St.,  NEW^  YORK  17.  N.  Y. 

oxford  7-4590 


USED  equipment  in  good  condition, 
ideal  for  weekly  with  flat  bed  or 
possible  book  printing. 

16  PAGE  semi  cylindrical  press  with 
casting  box,  over  1  ton  metal  i>ot 
with  Goss  Pump  and  Spout;  tail 
cutter,  under  shaver.  2  chipping  blocks. 
Newspaper  press  uses  45"  and  22*/^" 
rolls. 

ALSO  1  Monotype  Machine,  excellent 
condition,  excellent  molds,  2  pig  molds 
for  Monotype  pigs ;  1  miter,  2  water 
cooled  pig  molds ;  27  steel  chases  good 
condition,  4  chases  for  Goulding 
Press. 

FOR  SALE  as  package  or  separately. 
Can  be  seen.  Press  includes  motors, 
electrical  switch  installation. 

WRITE  or  call,  Horace  G.  Heller, 
General  Manager,  Pocono  Record,  Inc., 
511  Lenox  Street,  Stroudsburg,  Penna. 
Phone  320. 


UPPER  Former  for  Unitubular, 
structure  with  spindles,  tension  bbW 
for  4-Unit  Unitubular.  AvajliW' 
George  C.  Oxford,  Box  903.  Boise,  Ids^  , 

GOSS  UNITS 

HSLC  Arch  Type 
Page  Cutoff  22%  " 

61  inch  web 
Cline  Reels  optional 

JOHN  GRIFFITHS  CO.  INC. 

416  Lexington  Ave.,  New  York  17,  N.Y 


DUPLEX  DOUBLE  sixteen  press  wi^ 
twin  folders,  color  fountains,  ink 
&  pump,  pony  autoplate  caster.  Dnp«* 
heavy  duty  dry  mat  roller,  latest  tjP« 
StaHi  Vacuum  scorcher. 
new  Richards  curved  plate  router, 
ties,  chases  and  AC  electrical  eaBiP" 
ment. 

J.  SPERO  &  CO. 

649  W.  Randolph  St.,  Chicago  6. 
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machinery  and  SUPPUES 


Press  Room 


MACHINERY  and  SUPPLIES 


Wanted  to  Buy 


HELP  WANTED 


Classified  Advertising 


HELP  WANTED 


Display  Advertising 


Idtary  press  equipment  p?an^ 

I  available  immediately  mat  rollers 

STEREO  EQUIPMENT 

:0SS  FIVE  UNIT  PRESS  with  22% 

j,h  Cut-off,  8ub-stracture,  Cline  Reels,  BEN  SHULMAN  ASSOCIATES 

Hammer  Conveyor  Trackage. 


INTERMOUNTAIN  MORNING  eve-  ADVERTISING  SALESMEN,  begin¬ 
ning  combination  installing  classified  ners  and  experienced,  needed  on  Penn- 
telephone  sales  first  time,  wants  ex-  sylvania  newspapers.  If  interested, 

perienced  phone  room  supervisor.  Box  write  PNPA,  2717  N.  Front  St.,  Har- 

3136,  Editor  &  Publisher.  risburg.  Pa.  _  _  _ _ 

"  ■■  -  ■  DISPLAY  SALESMAN— Need  another 

Display  Advertising  man  on  present  staff  of  5.  Must  be 

I  experience  in  selling,  layout  and  copy 


ikon  Former  available  with  equip-  60  E.  42  St.  N.  Y.  16  OXford  7-4590  GROWING  DAILY  in  fabulous  Flat-  1  writing.  Give  full  details  in  first  let- 


jit  can  be  seen  at  Detroit  Free 


— -  head  Valley  (next  to  Glacier  National  ter.  The  Daily  Progress,  Charlottesville, 


or  similar  units,  out  of  same  LUDLOWS,  Linos,  Intertypes,  mats.  Park)  needs  energetic  salesmen.  One  Virginia. 


Un}fT  installed  at  the  San‘a  Monica 
l:r;tli>nk,  Santa  Monica,  California.  Re- 
■Mval  of  equipment  before  September 
I;;-.,  1957.  Write  for  particulars. 


MIDWEST  MATRIX  MART  Inc. 
633  Plymouth  Court,  (Chicago  6,  III. 


USED  PRESS 
WANTED 


■  Need  8  units,  22%  cut-off  which  will  RETAIL  ADVERTISING  MANAGER  with  at  least  several 


in  displ^,  one  in  classified  depart-  floRIDA  CRACKER  MAGAZINE 
men^.  Good  salary,  ^nus.  Perma-  ^^eds  dis^play  salesman  or  publisher’s 

representatives  in  major  Florida  towns- 
cities.  Cracker/  Tallahassee,  Florida. 

"  . . .  ~~  RETAIL  ADVERTISING  SALESMAN 

with  at  least  several  years*  experience 


The  Daily  Inter  Lake,  Kalispell,  Mont. 


i:*  «*•  Gam;  wsvasib  O  UllllS*  CUVI^II  WlllCfl  Will  L/  V  KV  1  1  O  I  U  HI Vl  Ei  IV  .  _  _ _  ^ _  _ _ 

fr  rnntmU  inrliiHinl^  85,000  per  hour.  Pay  cash.  Box  —Seven  day,  100,000  circulation  news*  in  copywriting  and  layout  work.  Per- 

I?*".  2800.  Editor  &  Publisher.  paper  in  excellent  market  is  ready  for  manent.  life  insurance.  Blue  Cross, 

WA*  - ;; - tT"; - ^^o  U  looking  for  unlimited  Pension  plan.  Write  giving  full  details 

r  opportunity.  He  must  have  strong  re-  as  to  ex^rience.  education  and  salary 

-  *  ""if  Z-  tail  advertising  experience  in  compe-  expected.  References.  Contact  A.  H. 

5  22%-  ^ge  cu^ff  Wni  Xk^  S2?  N  4th  sT  Phila  6  Pa'  ’  ««ve  field  and  be  ready  to  assume  Williams.  The  Argus.  Rock  Island. 

...liilLf  Sri.  f«r  32_3_N.  4th  St.,  Fhila.  6.  Pa. _  complete  direction  of  retail  advertising  Illinois. 

w.  Will  qule  as  is  where  is  ol^  TELETYPESETTER  HIGH  SPEED  All  replies  will  be  treated  wE  NEED  A  PUBLISHER  for  a 


!«k  22%-  page  cut-off.  Will  make  823  N.  4th  St.,  Phila.  6,  Pa. 

1!  excellent  press  for  small  newspa-  ■  "T" _  „ 

XT.  Will  quote  as  is  where  is  or  HIGH 


J'kige  dll  including  installation,  OPERATING  UNIT.  For  Intertype.  *"  “ 

•Tb.  shipping  point.  Teletypesetter  part  number  TOU  14.  ^  2900,  Editor  A  “nowhere”.  Need  sound,  com- 


Must  be  first  cliiss  condition.  Ai^n  Publisher. 


munity  minded  man  with  solid  adver- 


WAREHOUSED  in  Philadelphia,  Six  ShaffsUll  Mat  Detector  (electric  eye).  UNUSUAL  OPPORTUNITY  for  dis-  Using  background.  The  salary  will  be 

HOE  Superspeed  Units,  22^  inch  page  Box  2905,  Editor  &  Publisher. _  play  salesman  on  rapidly  expanding  right  and  chance  to  acquire  part 

rat-ofP  with  two  double  folders,  sub*  weekly  covering  large  wealthy  area,  ownership  later.  Write  fully.  Box  3106, 


micture,  Kohler  Reels,  Wood  Auto  WILL  Buy  for  Cash.  Complete  Plants,  2932,  Editor  &  Publisher  or  call  Editor  &  Publisher. _ 

Paters,  Dollies,  Cutler-Hammer  Con-  also  Individual  Machines  and  Equip-  Rockwell  1-1700  or  CTYpress  8-4471  VoUNfl  MAN^to  take  complete  charge 
TfTors.  Equipment  is  out  of  the  Phila-  ment— anywhere  in  U.S.A.  (New  York). _  of  advertising  for  3  small  weeklies  in 

pxintcraft  representatives  advee^sine  mamoee  f,r  „J- 

sr'i.  -  <=“,•,  irst.&nr  .csi.'s  g-"'-"-"' _ 

Mthi.  M7re*th»n  Thirtv  of  Hit-  15  ^*’711'' s7  N  y'  N  y"'  *  R"’-  NEWS  AND  FEATURE  «.rrMpondent 

fiiiti  were  installed  in  Five  other  — - 1— _  for  Baltimore  area,  representing  76- 


Jcwipapers  in  California  in  the  last  32-48  PAGE  PRESS  for  installation 
!w  years.  Write  for  particulars  which  Summer.  1958.  Unit  type,  2  or  4 


NATIONALLY  KNOWN 
REPRESENTATIVE  FIRM 


year  old  premier  trade  journal.  Only 
brief  part-time  required.  Send  appli- 


an  include  complete  package  deal  plates  wide ;  22%  cutoff  preferred :  desires  experienced  Newspaper  Adver-  ^  Nws  Editor,  BOOT  A 


ritli  installation.  AC  drive.  With  stereo  equipment.  Ad-  rising  Salesman  for  New  York  office.  SHOE  RECORDER,  66th  and  Chestnut 

vise  fully,  including  price,  samples  of  State  experience  and  salary  desired.  Streets,  Philadelphia  39,  Pa. _ 

HOE  SINGLE  FOT.DER  with  SINGLE  work  and  pictures  of  equipment.  Box  3034,  Editor  A  Publisher.  irPTiT 

v^ei;"g.^-con?itio"^^^^^^^  “Newspaper”.  Box  3010,  Editor  A  Pub-  .cORREt^ED)  MONTHLY  JOB  MARKET  letter. 

JiiieuTam.  - - -  ADVERTISING  wldeempIoymen'ctndiU^^^^^ 

Stpreotpc  CA  \  CCkiiAKl  XA/AMTcrx  Birch  Personnel,  59  E.  Madison,  Chl- 

NEWSPAPER  EQUIPMENT  -  SALESMAN  WANTED  cago.  Illinois. 

SERVICES.  INCORPORATED  MPW  WAN  K/l  AT  THOROUGHLY  trained  and  REPORTER,  male  or  female;  some 

INCVV  nA^LL  IVI^I  Experienced  Advertising  Sales-  experience,  car.  Opportunity  here:  8 

Siles — Press  Erectors — Service  D/^1  I  CD  man  with  Five  or  more  yearo  weeklies.  Nash  Newspapers,  Man- 

|\\«/LLCIn  successful  experience.  Must  be  ville,  N.  J. 

»  Cu^pertino  Way.  San  Mateo  Calif.  hTyouWopr and^promote^toe-  GENERAL  REPORTER  for 

Telephone  Fireside  6-9691.  Amply  heavy  enough  for  the  small  age.  Prefer  Collie  Graduate  afternoon  paper  At  least  2  years  ex- 

U  Angeles  Warehouse  Office  j  I  J  II  j  E  •  with  executive  potential,  clean  nnf  Pr«’Rre»''>ve  college 

Phone  Vandyke  8.6.34  d«'ly  a'l-around  purposes.  Equip-  record.  Salary  $6..600.  Refer-  town  with  10.000  population.  Good  op- 

- -  rn_^  vano^^  required.  Write  fully.  po^nity  for  capable  young  man  Inter- 

individual  hoe  "Z”  Pattern  »u-  P  ,  '  \  J-  B.  Robinson.  Daily  News. 

l*r  speed  units  with  substnietiire  and  other  features.  Jacksonville,  North  Carolina.  Box  3009._Editor  «;  Publisher.  - 

Kohler  reels.  Out  of  the  Philadelnhia  ; - - - —  ■  GENERAL  REPORTER  Slot— You  need 


NEWSPAPER  EQUIPMENT 

SERVICES.  INCORPORATED  NEW  I 

Sales — Press  Erectors — Service 

Cupertino  Way.  San  Mateo.  Calif. 

Telephone  Fireside  6-9691. 

U  Angeles  Warehouse  Office  daily  and  all-ar 

Phone  Vandyke  8534.  ' 

rr - - - - ped  with  5  h 

individual  hoe  "Z”  Pattern  su-  ^ ^ 

l*r  speed  units  with  substnietiire  and  other  teatures. 
Kohler  reels.  Out  of  the  Philadelphia 


Stereotpe 

NEW  HALL  MAT 
ROLLER 

Amply  heavy  enough  for  the  small 
daily  and  all-around  purposes.  Equip¬ 
ped  with  5  H.P.  motor  and  many  I 


(CORRECTED) 

ADVERTISING 
SALESMAN  WANTED 

THOROUGHLY  trained  and 
Experienced  Advertising  Sales¬ 
man  with  Five  or  more  years 
successful  experience.  Must  be 
qualified  to  sign  contracts, 
layout  copy  and  promote  line¬ 
age.  Prefer  College  Graduate 
with  executive  potential,  clean 
record.  Salary  $6,500.  Refer¬ 
ences  required.  Write  fully. 
J.  B.  Robinson,  Daily  News, 
Jacksonville,  North  Carolina. 


Hslletin  equipment.  Will  dismantle  We  also  make  Form  Tables  6^  and  i  EXPERIENCED  YOUNG  man  to  man-  Youth,  Energy,  Ambition,  ^K^r-  Wa 
ud  install.  Wri‘e  for  Particulars.  ,  t  i  i  i-  •  ^  advertising  end  of  business;  must  furnish  opportunity.  Wherewithal!,  Se- 

IVmviniTAT  r-noc  •*  8  Makeup  Tables,  pumps,  chipping  '  be  ambitious;  must  have  promotional  curity.  Both  Happy.  H.  G.  Schwartz, 

nale  ;nt  Olf  kl  L  *  '"“"t  ^e  a  salesman.  Starting  Evening  Observer.  Dunkirk.  N.  Y. 

'‘.V*’”*:?'-.*"':®  blocks,  etc.  j  „„  shinty  and  expert-  R^^TER  and  ^porter-DelikTTanT^ 


ltd  Cline  Reels,  out  of  the  Detroit 


free  Press,  can  be  purchased  to  add  Ai  »L  X  I  u  -u  i-  ®"®®  shown  by  re_ferences_  and  inter-  fast  growing  daily  in  Chart  Area  11 

«to  equipment  that  needs  increased  rebuilt  arti-  view;  very  substantial  earnings  possi-  in  city  of  26.000.  Write  Box  3033,  Edi- 

Pnidurtion.  Will  quote  dismantled  and  cles.  L'®'  benefits,  top  opportun-  tor  &  Publisher. _ _  _ 


•Iw  installation  by  competent  press 
^fwtors. 

NEWSPAPER  EQUIPMENT 
SERVICES,  INC. 

145  Cupertino  Way.  San  Mateo,  Calif. 
_ _ Telephone  Fireside  5-0591 


THOMAS  W.  HALL  CO. 
STAMFORD.  CONN. 


hie.  Insurance  benefits,  top  opportun-  tor  &  Publisher. 

ity  and  security  on  award-winning  R^(5RTOR“^“^Ho'rOGRAPHER~ 

Pear™”®  Daiir Vlader^Pontiir  BUREAU  CHIEF  Neighboring  city.  Ex- 
rome  P®arre.  Daily  Leader,  Pontiac,  p^^ence  desirable.  Give  qualifications, 

iiiinoi^ - - references.  Editor,  Janesville,  Wiscon- 

ADVERTISING  MANAGER  <5n«itte. - _ 


MANAGING  EDITOR 


DRn?i~iTxiTm  — -  r  -  —  ' - —  f’OB  SALE:  3  unit  HSLC  Goss  Press  Experienced  in  local  display  and  na-  ivi/^in/^vjiinv^  i  v..^in 

wvt,  unit.  uyH  on  5-unit  Scott  #1336  Pony  autoplate  and  pump,  tional  for  established  daily,  town  of  CAPABLE  and  experienced,  to  take 

IM  wpo*’ I —  metal  pot.  kemp  gas  fired  burner.  6500,  growing  communitv  in  (Diart  complete  charge  Editorial  Department 

1  BP  D-  J  A  d’ Priced  for  quick  sale.  Now  being  dis-  Area  6.  Write  giving  full  details  as  Michigan  daily.  6000  circulation,  college 
nr,  riedmont  Publishing  Company,  mantled  for  storage.  Contact  R.  Frank  to  experience,  education,  family  and  city  13.000.  Must  know  wire,  write 

Winston-Salem,  North  Carolina.  Mundy,  The  Index-Journal,  Greenwood,  salary  expected  to  Box  3100,  Editor  &  gound  editorials,  be  able  to  train,  direct 

—  . .  — —  South  Carolina.  Publisher.  staff,  build  local  and  area  news  and 

Wanted  to  Bur  •  .rr  ^  picture  coverage.  Excellent  opportunity 

- - -  Iliri  D  UTAVTTrrs  ADVERTISING  MAN  with  experience  f„j.  younger  man  (under  35)  to  step 

tOUR  or  8-page  deck  for  2-1  Duplex  tir-Lr  WA.^il!.iy  in  handling  newspaper  media  prefer-  into  responsible  position  and  grow  with 

tsHular  press.  State  price  and  avail-  Z  .  ably  25-45  years  of  age.  Salary  range  paper.  (Vimplete  resume,  references  to 

•kility  date.  Box  3111,  Editor  &  Pub-  _ Circutation _  $70-90  per  week  with  good  chance  for  rox  3048,  Editor  &  Publisher. 


fOUR  or  8-page  deck  for  2-1  Duplex 

Isliular  press.  State  price  and  avail-  j... ...  ..........  . .  paper.  vAimpieie  resume,  reiereuus-a  w 

•kility  date.  Box  3111,  Editor  &  Pub-  _ Circutation  $70-90  per  week  with  good  chance  for  rox  3048,  Editor  &  Publisher^ _ 

INC.  - V  — w.  !,  CIRCULATION  MANAGER  wanted  for  Genera'"Manag^"New^!reraey  Courte*^  SMALL  western  Washingtim  daily 

Chemco  or  Master  ^eher  g-day  p.m.  of  11.300  ABO.  Must  be  jnC  59  Main  Street  Toms  RWer.  New  wants  aggressive  young 
17  N.T  machine  for  use  with  the  ^g||  experienced  in  carrier,  and  prefer  ,  jers’ev  or  call  TOms  River  S-3414  camera  knowledjre.  Write  qualj- 

17>  process  of  powderless  etching.  The  young  man  with  some  mail  background.  -  — - - ^ -  fications  and  salary  requirement  in  ful) 

— —  Sharon  Herald,  Sharon,  Pennsylvania,  write  fullv.  Tribune.  Fremont,  Neb.  A  nVCDTICIKK^  CAI  CCkylAM  Keown,  Skagit  Valley  Herald, 

^  gjth  nione  Diamond  6-5521.  - - — - 7—; - 77 —  AU V tK  I  lol INo  oALtoMAIN  Mount  Vernon.  Washington. 

nk  Ranted.  Duplex  or  Goss  Flat  Bed  Immediate  opening  for  experienced  SOUTHERN  N^“  ENGLAND  weekly 

Dapte  Web  Press.  Cash  deal.  Inland  News-  salesman  on  our  16  man  retail  staff,  wants  wide  awake  editor  to  write  and 

»t  OT«  paper  Supply  Co..  422  West  8th.  kn®w  ABC  records  and  how  to  Imndle  qualified  to  handle  top  ac-  edit  all  copy.  Need  ambitious  person 

sctically _ Kansas  City  5.  Mo. _  Carju®re.  Box  3013,  Editor  ft  Publisher.  ^t,o  likes  small  towns  and  wants  to 

ter,  WANTED  TO  BUY  used  curved  router  CIRCULATION  MANAGER  for  office  hospital  and  life  insurance.  Monthly  make  weeklies  a  life-time  career, 

for  23  9/16  inch  plate  cut  off.  Contact  collect  daily  converting  to  Little  Mer-  bonus.  Salary  dependent  on  ability,  starting  salary  with  substantial  In- 

John  Bentley.  Mechanical  Superintend-  chants  and  Motor  Routes.  Permanent.  Please  send  resume  of  qualifications  creases.  Give  availability  and  complete 

*"t.  Savannah  News-Press,  Savannah,  Salary,  bonus  and  insurance  program,  to  Dean  W.  Seniff,  Fort  Wayne  News-  information  in  first  letter.  Box  8005, 

1  6.  Georgia.  The  Time-Call,  Longmont,  Colorado.  I  papers,  Inc.,  Fort  Wayne,  Indiana.  Editor  A  Publisher. 

,  195:1  EDITOR  Sc  PUBLISHER  for  August  3,  1957 


fications  and  salary  requirement  in  full 
to  Don  Keown,  Skagit  Valley  Herald, 
Mount  Vernon.  Washlnprton. _ 
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HELP  WANTED 


Editorial 


TWO  DESKMHW  who  can  read  copy 
and  write  ^ood  headlines  are  needed  in 
Chart  Area  9.  Box  3024,  Editor  &  Pub- 

liiher. _ 

YOUNG  reporter  for  sports  spot  and 
general  news  beat.  Air-conditioned  of¬ 
fice:  good  pay  to  start,  paid  vacations, 
health  and  life  insurance.  Permanent 
for  right  man.  Prefer  single  man. 
Write  all  at  once  to  W.  J.  Carmichael, 
Daily  Freeman-Journal,  Webster  City, 
Iowa. _ _ 

SPORTS  EDITOR 

DAILY  in  Rocky  Mountain  West 
needs  topflight  sports  editor  by  Sept. 
1  or  earlier.  Located  in  scenic  Western 
Slope  area  noted  for  Ashing,  big 
game  hunting,  skiing,  ideal  year 
’round  climate.  Have  high  school,  jun¬ 
ior  college,  and  semi-pro  (baseball) 
sports.  Offer  top  wages,  hospitaliza¬ 
tion  and  medical  plan,  profit  sharing, 
paid  vacations.  Send  biog,  samples, 
references.  Alan  Pritchard,  managing 
editor.  The  Daily  Sentinel,  Grand 
Junction,  Colorado.  _ 


COLUMNIST 
(Society  Type) 

Not  a  "society  reporter”  but  a  writer 
able  to  develop  into  a  genuine  column¬ 
ist:  One  who  can  tell  atout  the  goings- 
on  of  notable  people  in  a  big,  northern 
city  in  a  fashion  that  will  attract  a 
following  of  devoted  readers.  Some  gal 
(or  guy)  now  writing  "society”  will 
probably  land  the  job.  But  we’re  open 
to  ideas.  How  about  you  talking  things 
over  with  us?  In  strict  confidence,  of 
^urse.  Box  3102,  Editor  &  Publisher. 
COPY  READING  beginner  for  subur¬ 
ban  daily  near  New  York  City.  $60- 
$65.  Tell  about  yourself.  Box  3119, 

Editor  &  Publisher. _ 

EDITOR  for  substantial  weekly  news¬ 
paper.  Excellent  future  for  experienced 
young  man  in  friendly  community, 
growing  organization.  Write:  Assist¬ 
ant  Publisher  South  Omaha  Sun,  4808 

S.  25th  St.,  Omaha,  Nebraska. _ 

FIRST  RATE  NEWSMAN— Progres¬ 
sive  newspaper  14,000  circulation  good 
midwest  city  of  12,000  Chart  Area 
Eight,  wants  trained  young  newsman 
with  ability  to  handle  general  report¬ 
ing,  some  sports  and  desk  work, 
camera,  as  part  of  versatile  growing 
news  staff  of  seven.  Ninety  Dollars  per 
week  to  start,  advancement  according 
to  ability.  Write  complete  details,  refer- 
ences,  to  Box  3036,  IMitor  &  Publisher. 
STATE  and  Farm  Editor  beginning 
September  1.  Two  to  four  years  ex¬ 
perience.  Qualification,  references,  que¬ 
ries  to  E.  J.  Karrigan,  Aberdeen  (South 
Dakota)  American-News. 

MAN  AND  WIFE  team  to  comprise 
news  bureau  in  neighboring  communi¬ 
ty.  Minimum  40  hours  weekly  for  man, 
approximately  25  hours  weekly  for 
wife.  One  should  be  ab'e  to  use  Sneed 
Graphic.  News  contacts  well  estab¬ 
lished  by  previous  man-wife  team. 
Pleasant  Southern  California  area. 
Contact  Quay  House,  Managing  Edi¬ 
tor,  The  Daily  Report,  Ontario,  Calif. 
MORNING  DAILY  65,000  has  two 
openings:  experienced  copyreader  cap¬ 
able  of  filling  in  on  city  desk  and 
all  around  top  flight  experienced  re¬ 
porter.  Good  salary,  hospitalization,  re¬ 
tirement  plan,  air  conditioned  office, 
CTiart  Area  6.  Box  3117,  Editor  & 
Publisher. 

REPORTER  OR  REPORTE^PHOTO"- 
GRAPHER  with  some  experience  for 
general  assignment  or  court  coverage 
by  growing  newspaper  in  Chart  Area 
1.  Interested  only  in  man  capable  of 
steady,  long-range  progress.  Address 
Box  3118,  Editor  &  Publisher. 
EDITOR :  It  is  difficult  to  screen 
down  and  select  an  editor  from  cor¬ 
respondence.  It  is  a  gamble  for  both 
parties  involved.  We  have  always  taken 
the  applicants’  word  that  he  is  not  a 
drunk,  but  a  trained,  able  producer. 
Thanks  to  all  who  replied. 

_ Montrose  (Colorado)  Press. _ 

WANTED — Reporter,  also  a  camera 
man.  County  seat  daily  in  fine  resi¬ 
dential  community.  Excellent  oppor¬ 
tunity  for  the  right  man.  State  train¬ 
ing  and  experience  in  application. 
Daily  Leader-Times,  Kittanning,  Penn. 


HELP  WANTED 

Editorial 


HELP  WANTED 

SITUATIONS  WANTED 

Mechanical 

Administrative 

SALARY  PLUS  > 

PROFIT-SHARING  ! 

Here  at  long  last  is  that  opportunity  | 
for  a  reporter  to  get  into  business  ' 
for  himself.  Publisher  of  trade  maga-  I 
zines  has  immediate  opening  for  ex¬ 
perienced  Associated  Editor.  That’s  the 
salary  end.  But  the  man  we  want  will 
get  additional  income  from  his  pro¬ 
duction  of  syndicated  direct  mail  ad¬ 
vertising.  Both  commissions  and  profit- 
sharing.  That’s  the  business  end.  It 
should  more  than  double  your  editor’s 
salary,  and  soon.  Rush  complete  re¬ 
sume,  and  your  present  salary  and 
duties.  Also  tell  us  how  soon  you  can 
start.  We  will  be  happier  if  you  now 
live  in  Ohio.  Box  3137,  Editor  & 
Publisher. 


SPORTS  EDITOR.  12,500  daily,  in 
Chart  Area  7,  New  air  conditioned 
plant,  excellent  working  conditions, 
aggressive  city  of  fifteen  thousand, 
sports  center  of  state.  Excellent  hos¬ 
pitalization  plan  and  paid  vacations. 
Pay  commensurate  with  ability  and 
experience.  Send  resume,  references  to 
Box  3116,  Editor  &  Publisher. 

YOUNG  MAN  or  woman  to  take 
charge  of  Editorial  end  of  small 
weekly  in  we.stern  New  York.  Prefer 
recent  Journalism  grad  with  ideas. 
Box  3108,  Editor  &  Publisher. 


WANTED:  Duplex  Tubular  pressman. 
Permanent  top  paying  job  for  seasoned.  I 
•ettled  man  in  progressive,  friendly  ^ 
Texas  town.  All  replies  treated  strictly 
x>nfidential.  Must  be  employed,  no  | 
floaters  wanted.  Prefer  family  man  who  i 
tnows  opportunity  when  he  sees  it. 
Write  Box  8006,  Editor  &  Publisher. 
FLOORMAN  PRINTER  JOURNEY¬ 
MAN,  permanent  position  in  modern 
daily  newspaper  and  commercial  plant 
I  located  in  Northern  Minnesota  vacation 
land.  Good  working  conditions  and 
!  employee  benefits.  Write  Don  Lindert, 
i  Minnesota  &  Ontario  Paper  Co.,  500 
Investors  Building,  Minneapolis,  Minn. 


INSTRUCTION 

Linotype  School 

OHIO  LINOTYPE  SCHOOL 
LOGAN,  OHIO 

Linotype,  Intertype  Instruction 
Free  Information 


SITUATIONS  WANTED 

Administrative 


SUCCESSFUL 
FORMER  PUBLISHER 


Promotion — Public  Relations 


PROMOTION  MAN 

NEWSPAPER  in  60  to  100  thousand 
circulation  bracket  in  Chart  Area  6 
This  is  a  one  man  department  at 
present  time.  We  do  not  want  a  man 
with  years  of  experience  but  rather  a 
young  man  with  SOME  knowledge 
about  newspaper  promotion.  He  pro^ 
ably  is  in  promotion  department  of 
larger  paper  at  present  and  feels  he  is 
ready  to  handle  this  size  job  by  him¬ 
self.  Write  details  about  yourself  in¬ 
cluding  when  you  would  be  available 
in  confidence  to  Box  3019,  Editor  & 
Publisher. 


PUBLIC  RELATIONS— 

AD  ASSISTANT 

Young  midwestem  woman  pub¬ 
lic  relations  or  advertising  beginner 
who  likes  to  write  and  wants  to  enjoy 
life  in  Wonderful  Wisconsin.  Train 
far  publication  work,  public  relations, 
sales  promotion,  advertising,  with 
fire-casualty  company  experiencing 
rapid  growth.  Progressive  training 
program  to  help  you  to  success. 


weekly  newspapers  who  lack  only 
capital  to  step  up  to  larger  operation 
wants  working  general  managership 
of  east  coast  property  with  invest¬ 
ment  interest. 

Age — early  forties.  Thoroughly  experi¬ 
enced  editorial,  advertising  and  print¬ 
ing  both  small  daily  and  weekly. 
Opportunity  for  owner  who  wishes 
to  let  up  yet  keep  interest. 

Please  write  fully.  Box  3037,  Editor 
&  Publisher. 


Advertising  Executive 

Available  Now  Due  To 
Top  Management  Change 
Past  10  years  classified  manager  daily 
in  100,000  circulation  class.  (Morning, 
evening,  Sunday.)  Know  all  phases  of 
classified  operation.  Also  15  years  dis¬ 
play  experience.  Solid,  proven  pro¬ 
ducer.  Prefer  either  classified  manager 
spot  in  100,000  (or  over)  city  or  ad¬ 
vertising  manager  in  smaller  commun¬ 
ity.  Best  references  from  nationally 
known  newspai)er  principals.  All  bona 
fide  inquiries  answered.  Box  3133, 
Editor  &  Publisher. 


HOME  MUTUAL  INSURANCE  CO. 
APPLETON,  WISCONSIN 


INSTRUCTION 


Classified  Advertisi ng 


CAREER  MAN,  29,  BJ.  Missouri, 
veteran,  grand  wife  and  toddlers,  will 
gladly  swap  today’s  ’’security”  for 
chance  assist,  learn  top  management. 
Past :  want  ads,  display,  production, 
promotion.  Box  3002,  Editor  &  Pub¬ 
lisher. 


EXECUTIVE  EDITOR  ' 

Are  you  interested  in  an  editor  who 
has  a  record  for: 

•  aggressive  news  leadership. 

•  exceptional  production. 

•  community  leadership. 

•  top  selection  and  handling  of  p«^ 
sonnel. 

•  excellent  knowledge  of  sales,  indu- 
trial  management  and  labor  relt. 
tions. 

THIS  MAN,  35,  desires  job  as  execu¬ 
tive  or  managing  editor  in  city  tl- 
150,000 ;  publisher's  assistant :  or  gen¬ 
eral  managership  of  small  daily.  Ex. 
ceilent  references.  Why  not  write  for 
details,  ^x  2910,  Editor  &  Publisher. 


NEWSPAPER  EXECU'nVE 

Elxperience  and  capability  for  publisher 
or  publisher’s  assistant 

♦Known  in  profession  for  editorisl 
leadership 

♦Also  business  office,  circulation  and 
mechanical  department  administra¬ 
tion  in  small  daily  field 
♦Twenty  years  as  newspaper  executive 
♦Strong  in  community  leadership 
Box  3131,  Editor  &  Publisher 


Artists  -  Cartoonists 


CARTOONIST,  (33).  Syndicated  top 
free  lancer  (newspaper,  magazine,  sd 
agency).  Snappy,  style,  lots  of  ideas 
Moving  to  California,  wants  to  grow 
"locally”.  Part  or  full-time.  Agency  ex- 
Iierience.  Visual-aides.  Syracuse  Grad. 
Box  3011,  Editor  &  Publisher, 


Circulation 


YOUNG  EXPERIENCED  Circulstion 
Manager  completely  fiunlliar  ABC, 
Little  Merchant  Plan,  all  phases  circu¬ 
lation.  Good  recotxl  of  8olid_  cirenls- 
tion  gains,  based  on  hard-hitting,  cost- 
conscious  promotion.  Seek  Circulstioa 
Manager  20  to  40,000  paper  or  Aaaiit- 
ant  on  larger  paper,  but  also  interested 
in  any  supervisory  job  with  good^ 
vancement  potential.  Family  man.  Col¬ 
lege  Graduate,  excellent  refsrencei. 
Prefer  Chart  Area  2.  Box  8022,  Editor 
&  P  ubiisher. _ _ 

EXPERIENCED  CIRCULATION  MAN 
desires  change,  south.  15  years  with 
large  dailies,  producer,  hard  workers, 
promotion  minded.  Write  Box  31U, 
Editor  &  Publisher. _ 

CIRCULATION  MANAGER,  38 
old  desires  change  to  10  to  16.000 
class.  Complete  knowledge  of  ABC. 
little  merchant,  mail,  office,  dealer  and 
street.  For  resume  write  Box  3139, 
Editor  &  Publisher. 


MORE  SALES-POWER 

FOR  CLASSIFIED  STAFFERS! 

ABILITY  to  sell  more  linage  and  sign 
up  more  contracts  .  .  .  New  pride 
and  happiness  in  their  work — these 
are  benefits  enrollees  from  over  200 
daily  papers  report  they've  gained 
from  the  Howard  Parish  fkxurse  in 
Classified  Advertising. 

YOU  get  individualized  attention  in 
this  20-lesson  correspondence  course. 
It  explains  tested  sales,  servicing  and 
copywriting  techniques  that  pay  off 
in  easy-to-follow  style. 

TOTAL  FEE,  $66.  For  more  sales 
power,  increased  copywriting  ability 
and  greater  job-happiness,  m.ail  your 
application  with  initial  $15  payment 
today. 

HOWARD  PARISH 

School  of  Classified  Advertising 
Testted  Want  Ads  Selling  Plans 
2900  N.  W.  79th  Street, 

Miami  47,  Florida 


EDITOR  AND  PUBLISHER’S  CHART  AREA 


Use  (.HART  AREA  Number  in  Ad  ropy  for  showinfi 
LOCATION  without  IDENTIFICATION 
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EDITOR  &  PUBLISHER  for  August  3,  195: 


SITUATIONS  WANTED 


Clotaified  Advertising 


CLASSIFIED  MANAGER  who  knowi 
the  questions  and  the  answers. 
Thorougrhly  familiar  ail  pha-ses.  Avaii- 
ible  now.  Box  3012,  Editor  &  Pub- 
jifaer. 

CLASSIFIED  MANAGER.  20  years 
idvertisinK  experience,  metropolitan 
pipers.  Box  3043,  Editor  &  Publisher. 

Duplay  Advertising 

ADVERTISING  MANAGER  12  years 
operience  Dailies  6  to  14  thousand 
Montana  and  Wyoming  wants  job  as 
gunsger  or  assistant  in  California. 
Arailable  August  16th.  Box  2820, 
Editor  &  Publisher. 


UYOUT  •  COPYWRITER.  Creative, 
ind  capable  of  heavy  production.  Now 
iTtilable  for  permanent  location  in 
Southeast.  Box  2925,  Editor  A  Pub- 
Hiher. 


I  HAVE  BEI24  a  newspaiwr  represen-  I 
iitive  for  ten  years,  eight  of  which 
hivt  been  as  office  manager,  and  in 
the  most  productive  city  In  the  country. 

I  have  worked  with  the  agencies  as 
well  as  the  top  flight  advertising  man- 
iiers.  Have  done  much  public  speaking 
on  the  merits  of  our  medium  both  to 
idvertisers  and  newspaiper  personnel. 
Am  interested  in  an  Advertising  Di¬ 
rector  position.  Am  37  years  of  age, 
■irried,  and  have  two  children.  Am 
viUing  to  relocate.  Please  address  all  ! 
inquiries  to  Box  3014,  Editor  &  Pub-  i 
liiher.  i 


ADVERTISING-PROMOTION 

Retail  manager  of  8,000  daily,  8  years 
diiplay  sales,  good  copy  and  layout. 
Kow  vice-president  of  State  Ad  Man- 
•ters  Association,  vice-president  of 
Jiycees  and  Church  men’s  club.  BJ, 
reteran,  married,  32.  37000  minimum. 
Bex  $110,  Editor  &  Publisher. 


FORMER  ADVERTISING  DIRECTOR, 
Henid,  Vancouver,  British  Columbia, 
iaires  Advertising  Directorship  or 
comparable  position  in  Chart  Area  2, 
t  or  12.  Enviable  production  record. 
Riperienced  all  classifications.  Strong 
w  retail.  Can  organize  and  train  staff 
m  a  team.  Age  39,  married.  2  em¬ 
ployers  in  21  years.  References.  Mini- 
Bum  310,000.  Write  in  confidence  to 
It  A.  Hedley,  4453  Parliament  Cres- 
cmt.  North  Vancouver,  British  Colum¬ 
bia 


foreign  correspondent 

Romign  correspondent  and  featnre 
*rtter,  86,  now  with  British  national 
^r  and  news  service,  seeks  a  regu- 
y  U.S.  outlet,  on  retainer  basis,  for 
oouth  East  Asia  news  and  background- 
^  Work  has  been  syndicated  in 
^rica.  Clippings  on  request.  Box 
ttll.  Editor  A  Publisher. 

JOTOG  weekly  PUBUSHER  seeks 
yly  or  weekly  spot.  Now  selling  own 
wneis.  Experienced  all  phases  week- 
v>  cUily  editorial,  desk,  m^e-up,  wire; 
■urtign  experience  international  sports 
♦  ysars :  former  sports  editor,  news 
Mitor  dally.  circulation  manager 
JForts  magazine.  B.S..  M.A.  Fluent 
Relish,  French.  Spanish.  Family,  car, 
‘tOMra.  Box  2833,  Editor  A  Publisher. 


EXECUTIVE  EDITOR 
SEE  advertisement  under 
administrative  box  2910. 

available  Mid-September.  Reporter 
w.  one  year’s  experience  200,000  plus, 
■stropolitan  daily.  Beat,  features,  gen- 
*sl  assignment,  rewrite  seeks  general 
•“ignment  slot  on  smaller  daily, 
■Bsjler  city  or  community.  College 
traduate.  Vet,  married.  Box  8008,  Edl- 
lor  A  Publisher. 


SITUATIONS  WANTED 


SITUATIONS  WANTED 


EDITOR,  Sea  Service  magazine,  seeks  !  AMBITIOUS  young  Girl  Friday,  col- 
writing,  Public  Relations  berth,  mari-  i  lege  J-grad,  excellent  record,  year’s 
time  field.  Top  references.  Chart  1  unique  experience,  wants  reimrter’s 
Area  12.  Box  2911,  Editor  A  Pub-  i  berth  on  daily.  Box  3116,  Editor  A 
lisher.  !  Publisher.  _ 


‘♦EDITORS  &  REPORTERS** 

National  clearing  house  for  competent 
personnel  from  coast-to-coast  at  no 
charge  to  employer.  Phone,  Write  or 
Wire  MIDTOWN  AGENCY,  130  West 
42  St.,  N.  Y.,  N.  Y.  WI  7-6746. 


FEATURE  WRITER,  woman’s  page,  ; 
editor,  experienced,  imaginative,  re-  | 
siK>nsible.  Desires  spot  on  paper  or  I 
magazine  vicinity  Boston.  Can  furnish  i 
samples.  Knows  production.  Box  2922, 
Editor  A  Publisher. 

GENERAL  REPORTER.  31.  five  years  | 
experience,  some  desk  work,  seeks  i 
job  small  daily  either  Chart  Area  2, 

7  or  8.  Available  August  20.  Box 
2914,  Editor  A  Publisher. 

HAVE  TOOLS,  Will  Travel.  J-Grad 
22,  all-around  Training,  Ideas.  Bklitor 
College  weekly.  Draft  exempt.  Box 
2909,  Editor  A  Publisher. 

J-GRAD,  emphasis  foreign  affairs, 
SDX,  K’TA,  graduate  study  in  Europe, 
desires  reportorial  job.  Weekly,  re¬ 
write  experience.  Camera  knowledge. 
Vet,  26.  married,  no  children.  Com¬ 
muting  distance  New  York  City.  Apt. 
lOH,  240  E.  36  St..  N.  Y.  16.  N.  Y. 
MU  9-7381. 

SEASONED,  Mature  newsman:  strong 
legislative,  rewrite,  features ;  have 
done  sports,  editorials,  editing;  prefer 
chart  areas  2,  11,  12.  If  you  demand 
quality,  loyalty,  sound  experience,  let’s 
talk,  ^x  2919,  Editor  A  Publisher. 

WOMAN  WRITER-EDITOR.  Newspa¬ 
per  and  Newsreel  experience.  Maga¬ 
zine  Feature  Editor  (Holland’s).  So¬ 
ciety.  Advertising.  Journalism  plus 
study  in  Fashion.  Art,  Music,  Drama, 
Religions.  Margueritte  Shelburne,  c/o 
Charles  Sadler,  7621  Meadowview, 
Houston  9,  Texas. 

ACE  NEWS,  industrial,  commercial  and 
creative  photographer,  former  staffer 
national  magazines,  returning  from 
foreign  post,  interested  in  position  of¬ 
fering  best  utilization  of  talents,  10 
years’  experience,  married,  one  child, 
age  29.  Any  chart  Area.  Box  3001, 
Editor  A  Publisher. 

HARDWORKING  SPOR’TS  WRITER- 
EDITOR.  B.  A.  Journalism.  ’Two  years 
experience  metropolitan  daily.  Would 
like  to  relocate  in  sports  department 
of  medium-large  daily  (Chart  Areas  1, 
2,  3,  4  and  6).  Know  make-up,  copy- 
reading.  Married,  27,  veteran,  ^x 
3007,  Editor  A  Publisher. 


I  AM  YOUR  MAN 

If  you  need  reporter  for  paper  with 
80,000  or  more  circulation; 

If  you  need  editor  for  any  size 
daily; 

If  you  want  someone  who  has  ability 
with  news  selection,  people,  words,  and 
camera. 

Box  3032,  Editor  A  Publisher. 

MANAGING  EDITOR  60,000  daily,  re¬ 
signed  in  1964  to  purchase  own  week¬ 
ly,  tripled  gross  in  three  years,  now 
seeks  return  to  daily  field  as  city  or 
managing  editor,  other  executive  func¬ 
tion.  Married,  37,  excellent  health,  best 
references.  Available  August.  Box  3020, 
Editor  A  Publisher. 

REPOR'TER  with  three  years  experi¬ 
ence  on  dailies  in  thf  76,000  to  100,000 
circulation  class,  is  looking  for  an 
opening  on  a  hard  hitting,  a.m.  or 
p.m.  paper.  Refer  answer  to  Box  8028, 
Editor  A  Publisher. 

YOUNG.  EXPERIENCED  editor,  re- 
porter,  photographer  dead-ended  on 
10,000  circulation  dally  seeks  oppor¬ 
tunity  preferably  In  Chart  Area  1,  2 
or  6.  Box  3030,  Editor  A  Publisher. 


DESKMAN-Reporter  Top  Editing, 
Good  Writing.  Informed,  Capable.  Ex¬ 
perienced  Permanent.  Box  3042,  Editor 
A  Publisher. _ 

FOREIGN  CORRESPONDENT ;  Re¬ 
turning  Paris  September  as  reporter 
for  American  daily  in  Europe.  Desire 
free  lance  assignments  any  nature. 
J-Grad.  Box  3129,  Editor  A  Publisher. 

GENERAL  ASSIGNMENTS  2  years 
small  town  dailies.  Ready  for  big  city 
news  media  Chart  Area  2.  Married, 
vet,  J-grad.  28,  car.  Box  3126,  Editor 
A  Publisher. _ 

NO  JOB  WANTED 

Missouri  graduate,  male,  who  was 
there  when  the  Dean  was  there  and 
believe  in  HIS  definition  of  journalism, 
would  like  to  hear  from  Managing  Edi¬ 
tor  who  wants  to  improve  quality  of 
his  product.  Box  3114,  Editor  A  Pub¬ 
lisher. 

PHOTOJOURNALIST.  MU  Grad; 
worked  reporting,  public  relations, 
freelance;  interests  layout.  picture 
editing.  Available  October  13.  Please 
reply  airmail.  Dick  Gilman,  first  FA 
Rkt  En,  APO  36,  New  York.  Am 
cautious,  but  have  humility  and  will 
travel. 

SEASONED  NEWSMAN,  9  years  ex- 
perience,  presently  county  bureau 
chief,  seeks  employment  in  east.  Box 
3112,  Editor  A  Publisher. 

SPORTS  EDITOR — 2  years  experience 
wants  spot  15,000  daily.  Veteran, 
handle  camera.  Covered  area,  high 
school,  college  sports.  Prefer  midwest. 
Box  3121,  Editor  A  Publisher. 

10  YEARS  EYPERIENCE7”aIl  beats, 
midwest  daily.  J-Grad.  Desire  to  re¬ 
locate.  California  or  Pacific  North¬ 
west  preferred.  Box  3127,  Editor  A 
Publisher. 

;  THIS  COPYEDITOR  was  lured  into 
advertising.  Very  dull.  He  wants  back 
on  Chart  Area  2  desk.  Box  3103,  Edi- 
tor  A  Publisher. 

ARE  YOU  THIS  PUBLISHER?  Who 
wants  a  top  news  executive  to  edit  a 
newspaper  where  political  honesty  and 
independence  are  the  watchwords? 
Where  unswerving  refusal  to  knuckle 
to  large  or  small  pressure  interests  are 
the  keys  to  community  acceptance? 
Where  the  basic  concept  of  its  function 
is  to  afflict  the  comfortable  and  com¬ 
fort  the  afflicted?  22  years  experience. 
Top  references.  Box  3130,  ^itor  A 
Publisher. _ 

EXPERIENCE  PLUS  .  .  . 
Versatile  newsman.  36,  with  12  years 
top  dailies,  AP,  seeks  sports,  feature. 
Public  Relations  or  desk  position.  East, 
Midwest.  Box  3134,  Editor  A  Publisher. 

FT.ORIDA  SPOT  wanted  by  versatile 
reporter,  photographer.  Single.  30,  car, 
camera,  references.  Faust,  Route  1, 
Coahoma.  Mississippi. 

GIRL,  22,  B.S.  in  Journalism,  desires 
job  as  reporter.  New  Jersey.  Has  car. 
Box  3138,  Editor  A  Publisher. 

NEWS  EDITOR :  to  build  maximum 
local  news,  feature,  photo  coverage, 
provide  balanced  editorial  product  for 
competitive,  small-city  daily.  6-16.000 
circulation,  northern  mountain  or 
coastal  area.  Young,  family,  now  man¬ 
aging  editor  highly  successful  small 
daily.  $6,600.  Box  3135,  Editor  A 
Publisher. 

SPOR’TS  WRITER 

Excellent  sports  background  and  thor¬ 
ough  experience,  including  horse  race 
handicapping.  Now  on  metropolitan 
daily  that  ranks  among  nation’s  finest. 
Desire  change  to  sports  either  on  staff 
of  big  daily  or  as  sports  editor  of 
crack,  non-metropolitan  paper.  Sober. 
Sharp  writer.  Have  tops  in  references. 
Present  pi^:  $135.  If  you  have  a 
first-class  job.  you’ll  get  a  first-class 
sportsWRITER.  Reply  Box  3132,  Bldi- 
tor  A  Publisher. 


SITUATIONS  WANTED 


WANT  START  in  journalism.  B.A. 
Married,  veteran,  car.  Excellent  knowl¬ 
edge  sports,  especially  hunting  and 
fishing.  Prefer  Chart  Area  1  or  New 
York :  go  anywhere  for  right  oppor¬ 
tunity.  Anthony  Bland,  318  West  76, 
New  York,  N.Y. 

TOP  NEWSMAN 

35,  extensive  background  visual, 
audible,  pictorial  reporting,  seeks 
change  frond  present  post.  Married, 
college,  SDX.  Best  references.  Mini¬ 
mum  $8,000.  Box  3107,  Editor  A 
Publisher. 

TWO  PRIZE-WINNING  reporters  s^k- 
ing  good  paying  job  with  metropolitan 
newspaper  or  public  relations  firm. 
Presently  employed  by  leading  south¬ 
western  daily.  Box  3128,  Editor  A 
Publisher. 

THESE  FDUR  MEN  available  immedi¬ 
ately:  1.  An  inquiring,  searching  re¬ 
porter.  2.  First-class  imaginative 
makeup  man.  3.  Lively.  Interesting 
rewriteman.  4.  A-1,  all-around  man, 
including  desk.  Inquire  Box  3120,  Edi¬ 
tor^ _ 

VERSA'nLE  WRI’TER.  Experienced, 
dedicated,  capable.  Best  references. 
Box  3124.  Editor  A  Publisher. _ 

WOMAN  REPORTER,  general  assign¬ 
ments,  woman’s  page :  top  flight  back¬ 
ground  as  foreign  stringer,  photo-jonr- 
nalist,  f.ashions,  features :  wants  to 
develop  further  on  strong  daily  under 
good  City  Editor.  Box  3122.  Editor  A 
Publisher. 

WOMAN’S  EDITOR  —  also  experience 
on  city  papers  as  society,  food,  fashion, 
beauty  editor :  feature  writer,  colum¬ 
nist.  Chart  Area  1  or  2.  Write  Box 
3104,  Fkiitor  A  Publisher. 

YOUNG  WOMAN,  general  reporter, 
now  employed  but  looking  for  greener 
pastures.  College,  four  years  experi¬ 
ence.  Box  3106,  Editor  A  Publisher. 

Mechanical _ 

PRODUCTION  MANAGER,  successful 
administrative  record,  background,  all 
mechanical  departments.  Top  multi¬ 
color  reproduction.  Replies  confidential. 
Box  2929,  Editor  A  Publisher. _ 

MACHINIST,  age  32.  assume  respon¬ 
sibility  head  machinist  or  foreman  of 
medium  size  daily.  Prefer  Carolinas. 
Box  3016.  Editor  A  Publisher. _ 

THERE  IS  NO  SUBSTITUTE 
FOR  PRACTICAL  EXPERIENCE 

For  normal  efficient  operation  or  far 
future  planning  you  need  a  produetiea 
man  with  experience  in  all  depart¬ 
ments.  I  can  offer  26  years  of  me¬ 
chanical  and  publishing  experienee^ 
Box  2814,  Editor  A  Publisher. 

FOREMAN,  9  years  experience.  Seek¬ 
ing  California  location.  Need  milder 
climate  for  2  children.  Referencea. 
Available  after  July  27.  J.  H.  GUl- 
martin,  1004  Second  St.,  Hermoea 
Beach.  California. 

I _ Photography 

I  VERSA'nLE,  Young.  Reliable.  De¬ 
sires  position  as  photographer  on 
newspaper.  Studio  experience.  Own  1 
cameras.  Chart  Areas  6,  8,  10  or  11. 
David  Herman.  863  So.  8  St.,  Brooklyn 
11,  N.  Y. 

Premotion — Public  Relations 

EDI’TOR- WRITER-PHOTOGRAPHER  • 
years  on  award-winning  USAF  news¬ 
papers  seeks  New  England  Industrial 
Post.  Experienced  all  phases.  J-Grad, 
BS,  Honors.  Family  man.  28.  refsi^ 
ences.  2902,  Elditor  A  Publisher. 

Syndicate  Salesmen 

SYNDICATE  SALF.SMAN.  wide  fol¬ 
lowing.  willing  travel  U.  S.  ’Thoroughly 
exiierienced.  ^x  3123,  Editor  A  Pub¬ 
lisher. 
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Shop  Talk  at  Thirty 


By  Robert  U.  Brown 

We  haven’t  seen  any  editorial 
comment  endorsing  the  State 
Department’s  suggestion  for 
limited  news  coverage  of  Red 
China  to  a  few  reporters — 
whether  it  be  those  represent¬ 
ing  papers  and  agencies  in 
China  prior  to  the  exclusion  of 
1949  or  those  invited  by  the 
Red  Chinese  government  a  year 
ago. 

What  comment  we  have  seen 
in  the  editorial  columns  points 
out  errors  in  the  government’s 
basic  policy  on  this  issue  and 
the  shortcomings  of  the  prof¬ 
fered  compromise. 

The  impression  is  that  most 
of  the  American  press  is  not 
willing  to  accept  the  concession 
of  compromise.  Most  of  them 
feel  as  we  did  when  we  re¬ 
sponded  to  the  request  of 
Senator  Thomas  G.  Hennings 
Jr.  (chairman  of  the  subcom¬ 
mittee  on  Constitutional  Rights) 
for  our  opinion.  We  wrote: 

“We  do  not  feel  that  such  a 
compromise  is  warranted  or 
wise. 

“We  feel  that  the  basic  prin¬ 
ciple  of  the  freedom  of  our 
newspapermen  to  cover  the 
news  around  the  world  is  so  im¬ 
portant  that  we  should  fight 
for  its  full  and  complete  accept¬ 
ance  and  not  a  compromise 
solution  which  would  merely 
serve  to  get  the  State  Depart¬ 
ment  out  of  an  embarrassing 
position. 

“With  the  full  realization 
that  we  may  have  to  settle  for 
nothing  we  are  fully  in  favor 
of  the  all  or  nothing  approach 
in  this  fight.  We  do  not  think 
the  State  Department  has  the 
right  to  make  news  reporting 
an  instrument  of  its  foreign 
policy.  If  it  continues  to  do  so 
it  is  the  American  people  that 
will  suffer.” 

♦  *  * 

Other  comments  along  this 
line  are: 

Lynchburg  (Va.)  News:  Sec¬ 
retary  Dulles  has  shown  a  reali¬ 
zation  of  the  extent  of  the 
dissatisfaction  aroused  by  his 
complete  ban  .  .  .  but  in  doing 
so  he  has  not  shown  full  ap¬ 
preciation  of  the  principles  in¬ 
volved.  He  still  speaks  in  terms 
of  the  number  of  correspond¬ 
ents  of  the  various  media  of 
information  that  will  be  per¬ 
mitted  entry.  He  still  speaks  as 
if  each  easing  of  the  ban  were 
a  concession  to  news  correspond¬ 
ents  and  the  publishers.  He  still 
seems  to  regard  the  controversy 


as  one  between  his  department 
and  the  ‘press’  and  as  of  con¬ 
cern  only  to  them.  This,  of 
course,  is  a  complete  misconcep¬ 
tion  of  what  all  the  protest  is 
about.” 

Chicago  Daily  News:  The 
right  answer  for  Mr.  Dulles  is 
to  grant  passports  to  all  Ameri¬ 
can  correspondents  of  all  Ameri¬ 
can  publications  that  wish  to 
go.  After  all,  the  expense  would 
be  considerable.  There  is  no 
prospect  whatever  that  corres¬ 
pondents  would  flock  to  the 
Chinese  mainland  in  hordes.  If 
there  were  very  many,  the 
Communist  Chinese  themselves 
would  undoubtedly  impose  re¬ 
strictions.  In  that  event,  the 
blame  for  restraining  the  flow 
of  information  would  be  back 
on  them  as  it  was  in  1949.  It 
ought  never  to  rest  on  the  na¬ 
tion  that  pretends  to  lead  the 
world  in  the  protection  of  free 
institutions,  free  speech,  and  a 
free  press.” 

Wall  Street  Journal:  “Well, 
there  just  isn’t  any  satisfactory 
way  of  rationing  this  kind  of 
permission;  either  it  is  granted 
to  all  qualified  news  organiza¬ 
tions  or  it  isn’t  granted  at  all. 
As  for  the  ‘trial’  period,  that 
sounds  unpleasantly  as  though 
the  State  Department  proposed 
to  sit  in  judgment  on  news  copy 
from  China  .  .  .  The  function 
of  reporters  is  to  report  news; 
when  that  function  is  bent  to 
other  ends,  the  result  is  not 
news  but  propaganda.” 

New  York  Herald  Tribune: 
“The  obvious  answer  to  the 
whole  question  would  have  been 
for  the  government  to  keep 
hands  off — not  expressly  au¬ 
thorize  any  one  to  go  to  Red 
China,  but  abstain  from  threat¬ 
ening  legal  proceedings  against 
reporters  who  went  there  in  the 
discharge  of  their  responsibil¬ 
ities  to  inform  the  American 
people.” 

New  York  Times:  “We  can¬ 
not  assume  that  the  number  of 
American  reporters  on  the 
Chinese  mainland  in  1949  was 
precisely  the  number  required 
by  the  interests  of  the  American 
people.  We  cannot  assume  that 
if  the  number  were  adequate  in 
1949  it  would  be  adequate  now. 
Finally,  we  cannot  assume  that 
Secretary  Dulles,  for  all  his 
great  gifts  and  his  enormous 
experience,  is  qualified  to  decide 
for  us  to  what  extent  and  by 
whom  the  news  from  Red  C  hina 
shall  be  reported.  .  .  .  Such  re¬ 


porters,  so  selected,  may  well  be 
considered  as  agents  of  the 
State  Department  rather  than 
as  independent  members  of  the 
press.” 

There  have  been  other  com¬ 
ments  in  the  same  vein.  If  we 
had  seen  any  contrary  opinions 
we  would  have  presented  them 
here. 


Some  of  them  mentioned  the 
expense  item  as  being  a  factor 
in  restricting  the  number  of 
newsmen  who  would  be  sent. 
William  Dwight,  president  of 
the  American  Newspaper  Pub¬ 
lishers  Association,  who  par¬ 
ticipated  in  the  recent  confer¬ 
ence  with  Secretary  Dulles  made 
it  plain  that  the  economics  of 
the  situation  will  automatically 
limit  the  number. 

Some  light  has  been  thrown 
or  that  cost  item  by  the  Wall 
Street  Journal.  Jerrold  L. 
Schecter  reported  July  30  “to¬ 
day,  at  the  official  rate  of  43 
cents  to  one  Red  Chinese 
People’s  yuan,  it  would  perhaps 
cost  a  minimum  of  around 
$35,000  to  maintain  a  reporter 
in  China  for  one  year,  about 
what  it  costs  to  keep  a  man  in 
Tokyo.” 

The  reporter  breaks  down  the 
cost  this  way,  based  on  filing 
20,000  words  a  month  by  cable: 
Rates  to  New  York  at  8.5  cents 
a  word  would  add  up  to  $20,400 
a  year;  office  rent  plus  inter¬ 
preter  about  $2,000;  reporter’s 
salary  around  $7,800  and  $1,400 
for  two  trips  away  from 
Peking;  another  $1,800  for 
travel  in  city  and  miscellaneous 
office  expenses. 

Add  to  this  a  “cost  of  living 
allowance”  which  some  organi¬ 
zations  pay  for  personal  ex¬ 
penses  away  from  the  States, 
allow  for  fluctuation  in  the  rate 
of  exchange,  and  the  grand  total 
could  be  considerably  above 
$40,000  a  year. 


Look  at  the  number  of  news 
organizations  that  maintain  I 
correspondents  in  Europe,  es¬ 
pecially  the  number  that  have 
backed  out  of  that  field  since 
the  war  leaving  coverage  to  the 
wire  services,  and  you  can  see 
how  few  will  be  willing  to  pay 
the  cost  of  maintaining  a  full- 
time  man  in  Red  China. 

The  point,  however,  is  not 
that  few  of  them  will  do  this, 
but  that  those  who  want  to  do 
so  should  be  able  to  without 
prior  approval  or  selection  by 
a  government  department. 


lAPA  Hits  News 
Ban  in  Venezuela 

The  Inter-American  Press  As¬ 
sociation  condemned  as  “typical 
of  a  communist  tyranny”  the 
Venezuelan  government’s  ban 
on  free  publication  of  news  on 
the  forthcoming  elections. 

Guillermo  Martinez  Marquez, 
piesident  of  the  lAPA  and 
editor  of  El  Pais,  Havana, 
Cuba,  lodged  the  stiffly-worded 
protest  in  a  cable  to  Gen. 
Marcos  Perez  Jimenez,  the 
Venezuelan  president. 

Security  police  had  warned 
editors  and  reporters  that  they 
would  be  jailed  if  they  at¬ 
tempted  to  publish  anything  but 
official  announcements  in  con¬ 
nection  with  the  Dec.  15  elec¬ 
tions. 


$1,000  Reward 

Hobbs,  N.M. 

The  Hobbs  News-Sun,  the 
Carlsbad  Current-Argus,  and 
Radio  Station  KWEW  of  Hobbs 
are  jointly  offering  a  $1,000 
reward  for  information  leading 
to  the  arrest  and  conviction  of 
the  roadside  killer  of  two 
young  Hobbs  divorcees  and  a 
Carlsbad  truck-driver  who  tried 
to  aid  them. 


ALLEN  KANDER 


NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 
OF  DAILY  NEWSPAPERS 
EVALUATIONS  •  FINANCIAL  ADVISERS 
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Would  you  call  this  fair  play? 


INumher  5  has  to  take  the  liiph  hurdles— number  3  gets 
hy  with  the  low.  Would  you  call  this  a  fair  race? 

Hardly  — hut  you  and  most  people  face  that  same 
kind  of  unfairness  every  day  as  far  as  your  taxes  are 
concerned.  Here’s  how: 

Part  of  every  dollar  you  pay  for  electricity  goes 
for  taxes.  But  a  strange  twist  in  federal  laws  exempts 
several  million  American  families  and  businesses  from 


paying  all  the  taxes  in  their  electric  hills  that  you  pay 
in  yours.  These  are  the  people  who  get  their  electricity 
from  federal  government  electric  systems.  Like  runner 
number  .3,  they  enjoy  lower  tax  hurdles  while  you 
strain  over  the  Inf'll  ones. 

This  kind  of  tax  favoritism  is  a  far  cry  from  Amer¬ 
ican  standards  of  fair  play.  That's  why  we  believe  it 
should  be  made  widely  known  and  given  critical  study. 


America’s  Independent  Electric  Light  and  Power  Companies* 

*Company  names  on  request  through  this  magazine 
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EVERYBODY’S 


“TEXAS'  MOST  MODERN  NEWSPAPER" 


During  1956  these  seven  outstanding  department  stores  in 
Fort  Worth  placed  2,145  pages  of  advertising  in  “Texas’ 
Most  Modern  Newspaper”,  the  Fort  Worth  Press. 


They  know  it  Pays  to  Advertise  in  the  Press  because: 
it  the  modem,  six-column  page  gives  them  full-page  dominance 
without  straining  departmental  budgets 
★  it’s  Fort  Worth’s  only  newspaper  in  the  new,  handier-to- 
read  tabloid  format 

•k  shoppers  look  for  ads  in  the  Press  .  .  .  read  them  at  home, 
where  buying  decisions  are  made 


The  Local  Merchants  Know  .  .  .  and  Local  Merchants 
Choose  and  Use  The  Fort  Worth  Press!  Take  their  tip  .  .  . 
plan  your  Press  schedule  NOW! 


Total  City  Zone  Population . 457,379* 

Effective  Buying  Income . $81 5,1 83,000** 

Total  Retail  Soles . $609,831,000** 
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NEW  YORK.  WorM  Tefegrom  i  The  Sun  COLUMBUS 


. Citizen 


CLEVELAND . Press  CINCINNATI . Pott 

PITTSBURGH . Press  KENTUCKY . Post 

SAN  FRANOSCO . News  Covingfon  edition,  Cincinnati  Pott 

INDIANAPOLIS . Times  KNOXVIUE  ....  Newt-Sentinel 

General  AdvertItIng  Degertment,  330  PerIc  Avenue,  New  Yerk  City 


